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Abstract

This paper aims to propose an integrated model to evaluate sponsorship effectiveness in newly organized
professional football teams. To achieve this, the effects of fan identification as the psychological connection of
sports fans with a sports team, on sponsorship perceptions, such as attitude towards the sponsor and brand image,
and sponsorship response, such as purchasing intention, were examined. In addition, the mediating role of
consumer sponsor perceptions in the relationship between fan identification and purchasing intention was tested.
The data were gathered from 255 fans of Alagdz Holding Igdir football club. Confirmatory factor analyses (Amos
23 IBM) and PROCESS analyses (SPSS) was conducted in statistics. The findings supported our model, which
proposes that fan identification has a direct impact on sponsorship perceptions and response, and that sponsorship
perceptions mediate the relationship between fan identification and sponsor response. The main contribution of
this paper is the incorporation of fan identification, attitude towards sponsor, sponsor brand image, and purchase
intentions within an integrated sponsorship model, and testing of their interrelations which have not been
empirically tested in the context of a newly formed professional football team. Practical implications for both
sports team marketers and sponsors are explained in the paper.
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Yeni takim ve yeni sponsor baglaminda spor taraftarlarinin takimla psikolojik baglari,
sponsorluk algist ve sponsorluk tepkileri arasindaki iliskiler

0z

Bu makalenin amaci, yeni organize olmus profesyonel spor takimlarinda sponsorluk etkinligini degerlendirmek
icin biitiinlesik bir model énermektir. Bunu basarmak igin, spor taraftarlarmmin bir takimla psikolojik bagi olarak
taraftar 6zdeslesmesinin, sponsora yonelik tutum ve marka imaji gibi sponsorluk algilari ve satin alma niyeti gibi
sponsorluk tepkisi tizerindeki etkileri incelenmistir. Ayrica taraftar 6zdeslesmesi ile satin alma niyeti arasindaki
iliskide tiiketici sponsor algilarimin aracilik rolii test edilmistir. Veriler, Alagdz Holding Igdwr futbol kuliibiiniin
255 taraftarindan toplanmistir. Istatistiklerde dogrulayict faktor analizleri (Amos 23 IBM) ve PROCESS analizleri
(SPSS) yapilmigtir. Bulgular, taraftar ézdeslesmesinin sponsorluk algist ve tepkileri tizerinde dogrudan bir etkiye
sahip oldugu ve sponsorluk algilarinin taraftar dzdeslesmesi ile sponsor tepkisi arasindaki iliskiye aracilik ettigini
oneren modeli desteklemistir. Bu ¢alismanin temel katkisi, taraftar ozdeslesmesinin, sponsora yonelik tutumun,
sponsor marka imajimin ve satin alma niyetlerinin biitiinlesik bir sponsorluk modeline dahil edilmesi ve yeni
kurulan bir profesyonel spor takimi baglaminda ampirik olarak test edilmemis olan iligkilerinin test edilmesidir.
Hem spor takimi pazarlamacilart hem de sponsorlar i¢in pratik ¢tkarimlar makalede agiklanmustir.

Anahtar Kelimeler: Futbol takimlari, futbol taraftarlari, sponsorluk ¢iktilari, spor sponsorlugu, taraftar
ozdeslesmesi
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INTRODUCTION

Sponsor companies investing in sports team hope to transfer the positive image and
emotional bond that fans hold towards their team to their own brand (Madrigal, 2001). From
this point of view, some of the ways to evaluate the effectiveness of sponsorship activities are
to measure whether fans have developed a positive attitude and a positive image towards
sponsor brands and an intention to purchase its products, which are also the main goals that a
sponsor company will want to achieve through sponsorship. Although the sponsorship
perceptions of fans and their responses to sponsorship communication were documented in
sports literature on established football teams (Biscaia et al., 2013) and sports events (Basar,
2018), however, there is a lack of evidence on how efficiently sponsorship works in newly
organized sports team and their fans. In addition, fan identification, which has received little
attention in the sponsorship literature, as well as brand image and attitude towards the sponsor,
have only been directly associated and in separate studies with purchase intention, one of the
most admirable gains of sponsor companies. However, what role these variables play in an
integrated model in achieving purchasing intention has not been investigated in detail through
mediation analyses that can also address the indirect relationships between them. Thus, this
study examines the interrelationships between the psychological connection of sports fans with
a team, their attitudes and their response to the sponsor in an integrated model to better
understand the effectiveness of sponsorship in the context of the newly established professional
football team and its sponsor, and it aims to close the gap mentioned in the literature.

Particularly, the objectives of the current study were set as follows:

1. To propose an integrated model to evaluate sponsorship effectiveness in newly

organized professional football teams;

2. To examine the impact of football fans’ psychological connection to a team on their

sponsorship perceptions and response;

3. To examine the mediating role of sponsorship perceptions between football fans’

psychological connection to a team and sponsorship response;

4. To examine the mediating role of sponsor brand image perceptions between attitude to

sponsor and sponsorship response.

The conceptual framework of this study is based on the model of Speed and Thomson
(2000), who extended the classical conditioning theory to explain the effects of sports

sponsorship perception on multidimensional sports sponsorship response. They suggested that
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pairing a sponsor as a conditional stimulus with a sports event that is an unconditional stimulus
can help create a positive response for customers. According to Speed and Thomson (2000),
through sponsorship, company A and event X will be shown to the target audience as two
interrelated stimuli so that learning through classical conditioning will be provided and
ultimately the desired sponsorship response (e.g. awareness, purchase intention) will be
achieved. Briefly, in Speed and Thomson's (2000) model, it is suggested that consumer
responses to sports sponsorship, such as interest, preferability and usage, will be affected by
attitudes towards the event and sponsor and the perception of fit between the sponsor and the
event, which are the result of the exposure to sponsorship. In Speed and Thomson's (2000)
model, although a customer's perception of sponsorship and sponsorship responses were
operationalized and tested, customer's exposure to sponsorship and its role on customer
perceptions and sponsorship responses were not tested. Real fans with high level of team
identification follow their teams’ matches more and thus constitute the segment most exposed
to sponsorship activities and messages. From this point of view, fan identification is
operationalized in this study to represent the customer's exposure to sponsorship. Also, brand
image, defined as perceptions reflected by a brand's associations held in consumers' memory
according to the associative network memory (Keller, 1993), is added to the model as one of
the sponsorship perceptions besides attitude towards the sponsor brand. Brand association, and
thus brand image, can be linked if a brand is associated with a celebrity or sporting event
through sponsorship (Keller, 1993), resulting in image transfer from the sports brand to the
sponsoring brand (Gwinner & Eaton, 1999). These arguments justify the rationale for including
sponsor brand image in this model. Based on the sponsorship literature, it is proposed in the
model of this research (see figure 1) that the fan identification in the context of newly
established professional football teams directly leads to perceptions and responses to
sponsorship and that sponsorship perceptions also mediate between fan identification and

sponsorship response.
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Figure 1. The proposed research model
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The fan identification to a team, that is, consumers' psychological connection with a team
(Lock et al., 2014), is a term generally used to express the level of attachment (Ngan et al.,
2011) or emotional involvement (Branscombe & Wann 1991) of the spectators to their team.
This connectedness to a team makes identified fans to recognize themselves as in group
members (Lee & Ferreira, 2011), and similarly, they recognize sponsor companies that support
their favorite team to achieve their goals as an essential partner of the team and also in group
members (Chih-Hung et al., 2012). Namely, Madrigal (2001), based on the view of Fishbein
and Ajzen (1975) that importance of beliefs can lead to firm attitudes, argues that people (e.g.
fans) who have favorable beliefs about the benefits and importance of corporate sponsorship
will develop a positive attitude towards the sponsor (the first variable of consumers' perception
of sponsorship). Sports sponsorship promotes the belief that the sponsor's investment benefits
the team, as opposed to advertising, which serves more advertiser interests and is therefore
perceived as selfish, thereby causing the sponsor's effort to be perceived as goodwill among
fans while at the same time causing gratitude (Meenaghan, 2001), indeed. Thus, in group bias
and perception of goodwill created by sponsor through supporting the team may contribute
among identified fans, which are being most aware of the sponsor’s investment and the benefits
arising, to develop positive attitude and behavior towards the sponsor company as in group
member (Meenaghan, 2001). It is also argued that fan identification is a critical construct in
determining the behavioral motivations and constraints of sports consumers (Laverie & Arnett,
2000) and that fan behaviors such as consumption probability increase in parallel with
identification (Burton et al., 2019). Then, it is possible to say that sponsor brands that
establishing a correct association with a sports team can achieve beneficial results (Gwinner &
Swanson, 2003), such as positive brand attitude, brand image and intention to purchase their
products. In this sense, prior literature showed the predicting role of fan identification on some
sponsorship outcomes like sponsor recognition, attitude towards sponsors, sponsor patronage,
satisfaction with sponsor and purchase intention from the sponsor in the context of a university
football game (Madrigal, 2001; Gwinner & Swanson, 2003), direct and indirect effect of fan
identification on attitude towards sponsors and purchase intention in the context where the
sponsor and sponsored are a western-based team but fans are Asian satellite fans (Chih-Hung
et al., 2012); and on attitude towards sponsor and purchase intention in the context of big three
soccer clubs (i.e. Galatasaray, Fenerbahge, Besiktas) in Turkish Super League in the sample of
university students (Enginkaya, 2014). In addition, it is shown in the context of fans of

professional basketball (Tsiotsou & Alexandris, 2009) and soccer teams that are highly attached
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(Koronios et al., 2016) and involved (Ko et al., 2008) fans demonstrated an enormous positive
image to sponsor (the second variable of consumers' perception of sponsorship) of their team
and purchasing intention (sponsorship response variable). The sponsor brand image has been
viewed and tested as a crucial element in evaluating sponsorship effectiveness by some authors
in the literature (Laroche et al., 1996; Pope & Voges, 2000; Alay, 2008; Tsiotsou & Alexandris,
2009). These arguments suggest a possible linkage between fan identification and attitude
towards the sponsor brand, sponsor brand image and purchasing intention. Therefore, based on
previous studies, the following hypotheses have been formed to get insight into the consumers’
psychological connection-sponsorship perceptions linkage in the context of a new professional

team.

Hi: Fan identification has a positive and significant direct association with attitude

toward sponsor brand in newly organized professional team context.

H>: Fan identification has a positive and significant direct association with sponsor

brand image in newly organized professional team context.

Hs: Fan identification has a positive and significant direct association with purchasing

intention of sponsor brand in newly organized professional team context.

The attitude towards a sponsor, an essential factor for assessing sponsorship effectiveness
(Biscaia et al., 2013), is referred to a consumer’s favorable tendency towards a sponsor
(Meenaghan, 2001) and their overall evaluation of a sponsoring brand (Keller, 2003). An
individual’s attitude toward an object has significant importance in predicting individual’s
behavioral intention to that object (Ajzen, 2001), and attitudes that are perceived as important
are more likely to use in the processing of information, the formation of intention and acting
(Madrigal, 2001). In the context of sport sponsorship, Harvey et al. (2006) state that a positive
attitude leads to a sense of obligation for consuming and purchasing the brands and products of
the sponsor for demonstrating support. In support of the latter, Crimmins and Horn (1996)
pointed out that sixty per cent of the United States adult population stated that they would buy
the products of those companies if they sponsor the Olympics and that true fans may reward a
sponsor with their patronage. In literature, the relationship between attitude towards sponsors
and purchasing intention was revealed by fans of a professional soccer team which is competing
in the Portuguese top league with several national and international titles (Biscaia et al., 2013)
on satellite Thai fans who watch European soccer teams (Chih-Hung Wang et al., 2012), on a
sporting event (Nguyen & Vu, 2022), and for understanding of how local consumers perceive
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foreign firms’ sponsorship to an Olympic event (Meng-Lewis et al., 2013), but not on fans of
new professional football teams. So, drawing upon previous views and studies, we established
following hypothesis.

Ha: Attitude towards sponsor brand has a positive and significant direct association with

purchasing intention of sponsor brand in newly organized professional team context.

Brand attitude is also seen as one of the antecedents of the brand image, which is formed
by consumers as a result of decoding and interpretation of brand signals (Kapferer, 1992; Keller,
1993) and which is one of the goals expected to be achieved as a result of sponsorship (Speed
& Thompson, 2000). Keller (1993) pointed out the importance of leveraging secondary
associations such as celebrity endorsers or an event (e.g. a sporting event), particularly for
building brand image if there is a lack of brand image. It is suggested that by linking the brand
with a well-known celebrity or event, the positive associations (i.e. image) and attitude held by
consumers about the celebrity or event can be transferred to the linked brand in a favorable,
strong and unique way (Keller, 1993). In their experimental studies, Gwinner and Eaton (1999)
showed that subjects exposed to sponsors at different sports events were more likely to report
similarities in brand-event personality components than subjects not exposed to sponsors, based
on Keller's (1993) view, and they suggested that sponsorship resulted in image transmission.
Logically, it is expected that identified fans who are naturally more exposed to the sponsor
brand than casual audiences and who have a positive attitude towards the sponsor brands due
to the perception of goodwill tend to interpret the sponsor brands' contribution to their teams
positively and will decode the brand's sponsorship as a positive brand sign. Ultimately, the
process depicted here indicates that the positive attitude of the fans towards the sponsor brand
can translate into a positive brand image perception. The studies in the literature support these
views. For example, the relationship between brand attitude and brand image is revealed in
different product categories (Faircloth et al., 2012) and a case of a professional Basketball event
(Alexandris et al., 2007). Furthermore, the positive and direct relationship between brand image
and purchasing intention was revealed in fans of an established professional basketball team
(Tsiotsou & Alexandris, 2009), female fans in the European Woman Volleyball Championship
(Alay, 2008), on fans of an established soccer team (Koronios et al., 2016) but not on fans of
new professional football teams. So, drawing upon previous views and studies, we established

the following hypotheses.
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Hs: Attitude toward sponsor brand has a positive and significant direct association with

sport brand image of sponsor brand in newly organized professional team context.

He: Sponsor brand image has a positive and significant direct association with

purchasing intention of sponsor brand in newly organized professional team context.

In the literature, the results of some studies evaluating team identification as an antecedent
of attitude towards sponsor and purchasing intention and testing the direct effect of team
identification on these variables contradict each other. For example, Gwinner and Swanson
(2003) found that team identification has a direct and positive effect on purchasing intention
and attitude towards the sponsor in the context of university students, however, Enginkaya
(2014) found that while fan identification had a direct and positive effect on the attitude towards
the sponsor, it did not affect the purchasing intention in the context of university students. In
addition, it was known that in some studies conducted on consumers, the direct relationship
between attitude and purchasing intention showed a low correlation (Leippe & Elkin, 1987;
Glasman & Albarracin, 2006). These results suggest the possibility that other variables may
play a role between fan identification and purchasing intention, and sponsor attitude and
purchasing intention. On the other hand, the direct effects of important variables such as attitude
to sponsor, brand image of sponsor (Chih-Hung Wang et al., 2012; Biscaia et al., 2013;
Koronios et al., 2016), event involvement (Meng-Lewis et al., 2013), attitude toward event
(Alexandris et al., 2007), team attachment (Koronios et al., 2016) on purchasing intention in
the sports sponsorship literature have been examined, however, how these variables may
mediate on purchasing intention has not been investigated. In particular, the role of the sponsor
brand image and attitude towards the sponsor brand in the relationship between fan
identification and purchasing intention and the role of the sponsor brand image in the
relationship between the attitude towards the sponsor brand and purchasing intention has not
been examined so far. Therefore, to better understand the relationships between the
psychological connections of sports consumers to their teams, their sponsorship perceptions
and sponsorship responses, and how these variables interact to achieve purchasing intention in
the presence of each other, we also attempted to examine the mediation relationships in this

study. For this purpose, the following hypotheses were formed.

H7: Sponsor brand attitude mediates the relationship between fan identification and

purchasing intention of sponsor brand in newly organized professional team context.
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Hg: Sponsor brand image mediates the relationship between fan identification and

purchasing intention of sponsor brand in newly organized professional team context.

Ho: Sponsor brand image mediates the relationship between attitude toward sponsor

brand and purchasing intention of sponsor brand in newly organized professional team context.

METHOD

Research group and setting

Data were gathered from fans of Igdir Football Club in May 2023. 255 local fans (Xage=
25.56+6.95) aged between 18-56, and living in Igdir city participated in this research. Table 1

provides details about the demographics of the participants.

The present research was conducted within the scope of “Alag6z Holding Igdir Football
Club”, competing in the Turkish Professional 3" Football League. Igdir Football Club was
founded in 2016 with the name "76 Igdir Belediye Spor". After the owner of Alagéz Holding
became the president of the club in the 2020-2021 season, and the holding became the sponsor
of the club, the club moved from the amateur league to the 3" Professional Football League in
Turkey for the first time. At the end of the 2021 season, the name of the club was changed to
"Alagoz Holding Igdir Football Club" (Alagéz Holding Igdir Futbol Kuliibii, n.d). The club
shows a very successful performance to be promoted to the 2nd Turkish Professional Football
League in the 2022-2023 season and is strongly supported by the local people. Therefore, the

chosen research setting constitutes the appropriate example for this paper to achieve its purpose.

Table 1. Demographics of the participants

Demographic Variables N % Demographic Variables N %
Gender Education
Men 227 89.0 Elementary school 27 10.6
Woman 28 11.0 High school 121 47.5
Total 255 100 University 97 38.0
Graduate 10 3.9
Total 255 100
Reason for choosing the team Income
Family 78 Below minimum wage 113 44.3
Media 4 Equal to minimum wage 67 26.3
Club colors 6 Over minimum wage 61 23.9
Popularity of the team 27 Well above minimum wage 14 5.5
Local reasons 140 Total 255 100
Total 255

Data collection tools

Data collection tools consisting of multiple choice and open-ended questions have been
designed to collect data on demographic variables as well as questions measuring the fan
identification levels of Alagdz Holding Igdir Football Club fans, their attitudes towards the
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company brand sponsoring their teams, their perceptions of the sponsor brand image and their
purchasing intention the sponsor brand's products. A five-point Likert type scales, designed as
1 “strongly disagree” and 5 “strongly agree” were used to measure attitude towards sponsor (4
items), sponsor brand image (6 items) and purchasing intention (3 items) while a Likert type
scale ranging from 1 (not important/ not at all a fan/ never/ do not dislike etc.) to 8 (very
important/ very much a fan/ almost every day/ dislike very much/ always etc.), was used to
measure fan identification. Attitude towards sponsor and purchase intention were measured
with Speed and Thompson’s scales (2000), and sponsor brand image was measured with
Hoeffler and Keller’s (2002) scale, which all were adapted into Turkish by Ozer (2011). Fan
identification was measured with Wann and Branscombe’s scale (1993), which was adapted

into Turkish by Giinay and Tiryaki (2003).

Data collection
The data were collected online, which started with the convenience sampling method and

continued with the snowball sampling method after obtaining approval from the Ethics
Committee of Igdir University (05.05.2023; No: 2023/9). Participants selected the voluntary
participation option while receiving informed consent that explain the purpose of the research.
Hair et al. (2010) suggest a sample size between 100 and 200 questionnaires for confirmatory
factor analysis (CFA), which shows that the sample size reached for this study is sufficient for

the analyses to be made.

Data analysis

The descriptive statistics and data scanning were performed with the IBM SPSS 26
program, while CFA, which is used to test the structural validity of the constructs, was
performed with the Amos 24 statistical program. In addition, three separate PROCESS analyses
(Hayes, 2013) were conducted to investigate the research hypotheses and the mediation
analyses. Missing values and the distribution of variables were initially examined and no
missing values were found, but in some items, the multivariate normality was violated.
Therefore, as suggested by Byrne (2001) for this kind of case, and to assess the significance of
direct and indirect effects, bootstrapping method with the 5000 re-sampling for the 95%
corrected confidence interval was used in mediation tests (Hayes, 2013). For an effect to be
statistically significant, the upper or lower 95% confidence interval is expected to not contain
zero (Preacher & Hayes, 2008).
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FINDINGS

CFA results

In the first CFA, based on the modification indices, two items (Iden3 and Iden6) had to
be removed from the Fan Identification scale. Afterwards, the model demonstrated good fit (2
=291.454; df = 0.113; p <0.001; y2/df = 2.579; SRMR = 0.052; IFI = 0.933; TLI = 0.918 and
CFI =0.963; RMSEA = 0.079). CFA results were given in Table 2. Item loadings for all scales
were significant (p < 0.001), above 0.50 (Hair et al., 2010) and ranged between 0.552 to 0.924.
The composite reliability (CR) and average variance extracted (AVE) were, respectively, above
0.50 and 0.70 (Fornell & Larcker, 1981), which indicated convergent validity and reliability of
the scales. The discriminant validity also was supported by the fact that all squared correlations
between the factors were lower than the AVE of the factors (Fornell & Larcker, 1981). The
means, standard deviations, correlations, and squared correlations between the factors, the AVE

and CR scores were also presented in Table 3.

Table 2. Confirmatory factor analysis result

Factors / Items o ML Bootstrapping Estimation (with 500 resampling)
>060 B=050 Pmean>050  S.E BCPMCS’IE’;/;’Q(;' low/

Fan identification 0.78

Idenl 0.621*** 0.622 0.102 0.371/0.770

Iden2 0.590*** 0.593 0.064 0.386 /0.640

Iden4 0.889*** 0.889 0.041 0.796/0.962

Iden5 0.822*** 0.822 0.040 0.726 / 0.886

Iden? 0.552*** 0.546 0.066 0.419/0.676
Sponsor brand image 0.87

Imj1 0.796*** 0.794 0.043 0.693/0.864

Imj2 0.808*** 0.806 0.040 0.713/0.872

Imj3 0.797*** 0.793 0.046 0.623/0.807

Imj4 0.811*** 0.811 0.063 0.606 /0.857

Imj5 0.761*** 0.762 0.042 0.665/0.831
Attitude towards sponsor Brand 0.93

Attl 0.856*** 0.856 0.031 0.788/0.908

Att2 0.894*** 0.893 0.028 0.832/0.941

Att3 0.924*** 0.925 0.013 0.894 /0.946

Att4 0.836*** 0.836 0.033 0.757/0.890
Purchasing intention 0.82

Purcl 0.766*** 0.772 0.052 0.641/0.851

Purc2 0.792*** 0.794 0.047 0.687/0.875

Purc3 0.790*** 0.791 0.063 0.628/0.883

a: factor loadings were fixed to the value of 1.0; ML: maximum likelihood estimation; p: original sample estimates
of standardized regression weights; ***:P < 0.001; pmean: bootstrapped estimates of standardized regression
weights; SE: standard error of bootstrapped estimates; BCPM: bias corrected percentile method; Cl: confidence

intervals.

748
©JROLSS



Atif/ Cited in: Yagiz, K. (2023). The interrelationships between football fans’ psychological connection to a team,
perception of sponsorship and sponsorship response in the context of new team and new sponsor. Journal of ROL
Sport Sciences, Special Issue, (1), 739-759.

Table 3. Means, standard deviations, correlations, squared correlations, average variance extracted and
composite reliability scores

AVE CR
Factors Mean S.D. 1 2 3 >050 >0.60

Fan Identification 7.35 0.844 1.00 0.501 0.829
Sponsor Brand Image ~ 4.48  0.674  0.226 (0.051) 1.00 0.632 0.896
Allitude towards ) oo 797 35 (0.055)  0.793 (0.628) 1.00 0771 0.931

Sponsor Brand

Purchasing Intention _ 4.44 _ 0.752 _ 0.153 (0.023) _ 0.780 (0.608) _ 0.530 (0.280) _ 0.613 _ 0.82

S.D.: standard deviations; AVE: average variance extracted; CR: composite reliability; correlation values are the
mean correlation values obtained from 5000 bootstrapped re-sampling result. The values in parentheses are squared
correlations.

Hypotheses results

The first PROCESS analysis was conducted to investigate the Hi, Hs, and Hs and the
potential role of attitude toward the sponsor brand as a mediator in the relationship between fan
identification and purchasing intention (Hv). The results were given in Table 4. Accordingly, in
“Model 1” it was shown that there was a significant and positive direct association between fan
identification and attitude toward sponsor brand (b = 0.182; t = 3.44; p<0.001), which supports
hypothesis Hi. It was determined in “Model 3” that fan identification is associated with
purchasing intention directly and positively (b = 0.12; t = 0.56; p<0.05), which supports
hypothesis Hs. In “Model 2”, it was shown that attitude toward the sponsor brand was associated
with purchasing intention directly and positively (b = 0.47; t = 7.87; p<0.001), which supports
hypothesis Hs. In “Model 2”, the combined effects of fan identification and attitude toward the
sponsor brand on purchasing intention were also tested. Accordingly, the direct effect of fan
identification together with attitude toward the sponsor brand on purchasing intention was
positive but not significant anymore (b =0.035, t = 0.51, p > 0.001) as it is in “Model 3”. When
Bootstrapping results for the indirect effect were examined in Table 4, it was shown that the
indirect effect was significant (b = 0.085; SE = 0.028 [ %95 LLCI, ULCI) = (0.029-0.140)]),
which supports the hypothesis Hs.
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Table 4. The mediating role of attitude toward sponsor brand in the relationship between fan identification
and purchasing intention

Bootstrapped Cl 95%

B SE T LL UL R?
Model 1 Outcome: attitude toward sponsor brand
Fan identification (H1) 0.182*** 0.053 344 0.078 0.029  0.045
Model 2 Outcome: purchasing intention
Fan identification 0.035 0.051 0.676 -0.066 0.135 0.21
Attitude toward sponsor brand (Ha) 0.47*** 0.060 7.87 0.35 0.583
Model 3 Outcome: purchasing intention
Fan identification (Hs)-Total effect model 0.12* 0.056  2.15 0.010 0.229 0.018
Bootstrapping results for the indirect effect (H7) 0.085 0.028 0.029  0.140

N = 255; B = Unstandardized regression coefficients; Cl = Confidence interval; LL = Lower level; UL = Upper
level; ***=p < 0.001; *=p < 0.05.

The second PROCESS analysis was conducted to investigate the Hz, He and the potential
role of sponsor brand image as a mediator on the relationship between fan identification and
purchasing intention (Hs). The results were given in Table 5. Accordingly, in “Model 17, it was
shown that there was a significant and positive direct association between fan identification and
sponsor brand image (b = 0.175; t = 3.57; p<0.001), which supports the hypothesis Hz. In
“Model 27, it was shown that sponsor brand image is associated with purchasing intention
directly and positively (b =0.753; t = 14.12; p<0.001), which supports hypothesis He. In “Model
2”, the combined effects of fan identification and sponsor brand image on purchasing intention
were also tested. Accordingly, the direct effect of fan identification together with sponsor brand
image on purchasing intention was negative but not significant anymore (b =-0.012, t = -0.286,
p > 0.001) as it is in “Model 3”. When Bootstrapping results for the indirect effect were
examined in Table 5, it was shown that the indirect effect was significant (b =0.132; SE =0.041
[ %95 LLCI, ULCI) = (0.052-0.212)]), which supports the hypothesis Hs.

Table 5. The mediating role of sponsor brand image in the relationship between fan identification and
purchasing intention

Bootstrapped Cl 95%

B SE T LL UL R?

Model 1 QOutcome: sponsor brand image

Fan identification (H,) 0.175***  0.050 3.57 0.078  0.027 0.048
Model 2 Outcome: purchasing intention

Fan identification -0.012  0.043 -0.286 -0.096 0.072 0.45

Sponsor brand image (He) 0.753*** 0.053 14.12 0.65 0.86 '

Model 3 Outcome: purchasing intention

Fan identification (H3)- Total effect model 0.12* 0.056 2.15 0.010 0.229 0.18

Bootstrapping results for the indirect effect (Hs) 0.132 0.041 0.052 0.212

N = 255; B = Unstandardized regression coefficients; Cl = Confidence interval; LL = Lower level; UL = Upper

level; ***=p < 0.001; *=p < 0.05.

The third PROCESS analysis was conducted to investigate the Hs and the potential role

of sponsor brand image as a mediator on the relationship between attitude toward the sponsor

brand and purchasing intention (Hg). The results were given in Table 6. Accordingly, in “Model
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1” it was shown that there was a significant and positive direct association between attitude
toward sponsorship and sponsor brand image (b = 0.645; t = 15.40; p<0.001), which supports
hypothesis Hs. In “Model 2”, the combined effects of attitude toward sponsor brand and sponsor
brand image on purchasing intention were also tested. Accordingly, the direct effect of attitude
toward sponsor brand together with sponsor brand image on purchasing intention was negative
but not significant anymore (b = -0.018, t = -0.261, p > 0.001) as it is in “Model 3”. When
Bootstrapping results for the indirect effect were examined in Table 7, it was shown that the
indirect effect was significant (b = 0.476; SE = 0.057 [ %95 LLCI, ULCI) = (0.370-0.594)]),
which supports the hypothesis Ho.

Table 6. The mediating role of sponsor brand image in the relationship between attitude towards sponsor
brand and purchasing intention

Bootstrapped Cl 95%

B SE T LL UL R?
Model 1 QOutcome: sponsor brand image
Attitude toward sponsor brand (Hs) 0.645***  0.042 15.40 0563 0.728 0.48
Model 2 Outcome: purchasing intention
Attitude toward sponsor brand -0.018 0.067 -0.261 -0.150 0.115 0.45
Sponsor brand image 0.763***  0.073 10.53 0.62 0.91 '
Model 3 Outcome: purchasing intention
Attitude toward sponsor brand- Total effect model  0.475***  0.058 8.21 0.361 0.589 0.21
Bootstrapping results for the indirect effect (Hg) 0.476 0.057 0.370  0.594

N = 255; B = Unstandardized regression coefficients; Cl = Confidence interval; LL = Lower level; UL = Upper
level; ***=p < 0.001; *=p < 0.05.

DISCUSSION AND CONCLUSION

Developing a positive attitude and brand image towards a sponsor brand, and as a result,
the development of purchasing intention in sports consumers towards the sponsor company
brand is considered the key factor of a successful sponsorship (Speed & Thompson, 2000;
Alexandris et al., 2007). Thus, the aim of this paper was to propose an integrated model to
evaluate sponsorship effectiveness in newly organized professional football teams through
examining the interrelationships between sport fans’ psychological connection to a team,
perception of sponsorship and sponsorship response. The findings supported the proposed
model and all hypotheses of the research. According to the results, it was revealed in the context
of newly organized professional football teams that fan identification as fans’ psychological
connection to a team was associated positively, significantly and directly with attitude toward
sponsor and sponsor brand image, which are sport consumers’ perceptions of sponsorship. Fan
identification was also associated positively, significantly and directly with purchase intention.
These results indicate that new football team fans with a high level of identification are more
likely to exhibit positive attitudes to the sponsor brand and have a positive brand image and
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purchase intention from the sponsor’s products. These results are similar to the findings of
Madrigal, (2001); Gwinner and Swanson, (2003); Chih-Hung Wang et al. (2012); Koronios et
al. (2016) who demonstrated that fan identification or team attachment had a positive,
significant and direct impact on attitude to sponsor, sponsor brand image and purchase
intention. However, it differs from the finding in Enginkaya's (2014) study, which showed that
fan identification did not affect purchase intention in university students. The reason for this
difference can be attributed to the samples used in the studies, which were mentioned in the
literature. In this study it was also revealed respectively that attitude to sponsor was associated
positively, significantly and directly with purchasing intention, which is confirmed by the
findings of Chih-Hung Wang et al. (2012); Biscaia et al. (2013); Nguyen and Vu, (2022); and
also with sponsor brand image which is similar to the findings of Fairclothe et al. (2012) and
Alexandris et al. (2007) but contradict with the findings of Alexandris et al. (2007) that revealed
no significant relationship between attitude to the event and sponsor brand image in the context
of All-Star Basketball games. The fact that the results are contradict can be attributed to the fact
that the sponsor sponsoring All-Star Basketball games could not leveraged secondary
associations and therefore could not transfer the image from the sports event to the sponsor
brand. Looking at the statistical results, it is possible to say that the attitude towards the sponsor
is a stronger variable than fan identification in explaining variance both in the sponsor brand
image perception and the purchase intention and that the fans who have a strong attitude
towards the sponsor can also develop a stronger brand image and purchasing intention towards

the sponsor.

The brand image of a sponsor also was associated positively, significantly and directly
with purchase intention, which was supported by the findings of Laroche et al. (1996), Alay,
(2008), Tsiotsou and Alexandris, (2009) and Koronios et al. (2016). The statistical results of
this study showed that the sponsor brand image was the most powerful predictor of purchase
intention in the sample of this study. Therefore, it is possible to say that with the increase in the
perception of the sponsor brand image of the fans of a new football team, their intention to buy

the products of the sponsor brand may increase.

Finally, the other important results obtained in this study, which made this paper unique,
were that the attitude to sponsor and the brand image completely mediated the relationship
between fan identification and purchase intention, and the brand image completely mediated
the relationship between the attitude to the sponsor and the purchase intention. These results
are comparable with the findings of Meng-Lewis et al. (2013) who demonstrated that attitudes
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to sponsors mediated the effects of event involvement and economic animosity on willingness
to buy from the sponsor in the context of foreign sponsors which sponsored The Olympic
Partner Program for the 2008 Olympic Games. These results are also similar to the findings of
Basar (2018), who demonstrated that attitudes to sponsors mediated the relationship between
high perception of event-sponsor fit and purchasing intention in the context of the 2017
European Youth Olympic Festival 2017. The last findings in this study represent the first
investigation of the interrelationships among these variables, which may play a key role in
sports marketing and evaluating sports sponsorship effectiveness. Based on the results of the
mediation analyses, we can say the following. Although fan identification has a direct and
significant impact on attitude to the sponsor brand, sponsor brand image and purchasing
intention, in the presence of attitude to the sponsor brand and sponsor brand image, fan
identification does not have any impact on purchasing intention. In other words, the effect of
fan identification on sponsor brand image is realized through sponsor brand attitude, and the
effect on purchase intention is realized through sponsor brand attitude and sponsor brand image
when all variables in practice. Similarly, although attitude to sponsor has a direct and significant
impact on purchasing intention, in the presence of sponsor brand image in practice it is impact
on purchasing intention realized indirectly through sponsor brand image. Shortly, we can say
that each variable used in the model is an essential variable in evaluating sponsorship
effectiveness and developing efficient sponsorship results, especially in the context of newly
established professional football teams and their sponsor. Sponsor brand image, however, is
stronger in these variables, especially on sponsorship responses, such as purchasing intentions

from sponsor brands.

Recommendations

Based on the results of this study, the managerial implications can be summarized as
follows: Since fan identification plays an important role in sponsorship effectiveness, efforts to
increase and retain as many loyal fans as possible for the managers of football teams can make
the new football team appear more attractive to potential sponsors because the larger fan base
means more business opportunities for both sides. The managers of sponsor companies,
especially the new sponsors that sponsored a new team, also initiate to attract fans to the team’s
events. For example, they may provide discounted tickets for some events. It may be also a
good strategy for sponsor companies’ managers that collect detailed data on fans to design
better promotion strategies. On the other hand, although a higher fan identification level

effectively develops sports consumers’ purchasing intention from the sponsor brand, it will only
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increase if fans establish a favorable attitude and image toward the sponsor brand. If corporate
sponsorship leads to the belief that it benefits the team among the fans and the efforts of the
sponsor are perceived as goodwill (Madrigal, 2001), the sponsor companies need to raise this
perception of goodwill because it will ultimately lead to a positive attitude towards the sponsor.
For example, the sponsoring company may make a deal with local players who are known to
be reliable and successful by fans and the local community, which can increase positive
attitudes towards the sponsor. Lastly, sponsor companies can offer free small samples to the
audience to promote their products, thereby creating associations and sympathy for their brand

that will create a positive image of the sponsor.

As with any study, there are limitations of this study and suggestions for future studies.
The context of this study was limited to one team and its only main sponsor, which means that
results might be influenced by specific characteristics of the team and its sponsor. Future
research, further develops this study by extending the teams, sponsors and sport setting.
Similarly, although the sample of the study is sufficient for the analysis to give accurate results,
it can be suggested that subsequent studies confirm these relationships with larger samples to
generalize the results. The purchasing intention is a widely used and accepted variable as a
sponsorship response in sports marketing, however, future research may investigate other
consumer responses, such as word of mouth and recommendations to expand our understanding
of sponsorship response. Lastly, the moderating role of sport team-sponsor fit perception
between fan identification and sponsorship perceptions can be investigated for a better
understanding of the value of congruence between sponsor and sponsee in newly organized

football teams and sponsors.

GENISLETILMIiS OZET

GIRIS

Sponsor markalara kars1 olumlu bir tutum, imaj ve tiriinlerine kars1 satin alma niyetini gelistirip
gelistirmediklerini 6lgmek sponsorluk faaliyetlerinin etkinligini degerlendirmenin yollarindan
bazilaridir. Taraftarlarin sponsorluk algilar1 ve sponsorluk iletisimine verdikleri tepkiler, kokli spor
takimlarm (Biscaia ve ark., 2013) ve spor etkinliklerini (Basar, 2018) konu alan spor literatiiriinde
belgelenmesine ragmen, yeni kurulmus takimlarda sponsorlugun ne kadar verimli ¢alistigina dair kanit
eksikligi bulunmaktadir. Ayrica sponsorluk literatiiriinde ¢ok az ilgi géren taraftar 6zdeslesmesinin yani
sira marka imaji ve sponsora yonelik tutum, sponsor firmalarin en taktire sayan kazanimlarindan biri
olan satin alma niyeti ile ancak dogrudan ve ayn calismalarda iliskilendirilmistir. Biitiinlesik bir
modelde bu degiskenlerin satin alma niyetine ulagsmada nasil bir rol oynadiklari, aralarindaki dolayl

iligkileri de ele alabilecek aracilik analizleri ile detayli olarak arastirilmamistir. Bu nedenle bu
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calismada, yeni kurulan profesyonel futbol takimi ve sponsoru baglaminda, sponsorlugun etkinligini
daha iyi anlamak icin taraftarlarin bir takimla psikolojik bagi, sponsora karsi algilar1 ve tepkileri
arasindaki iligkilerin biitiinlesik bir modelde incelemesi ve literatiirde bahsedilen boslugun kapatilmasi

amagclamaktadir.

YONTEM

Aragtirmanin verileri, Igdir Universitesi Etik Kurulu'ndan onay alindiktan sonra kolayda
ornekleme yontemi ile baglayan ve kartopu 6rnekleme yontemi ile devam eden ¢evrimigi ortamda,
Mayis 2023'te 255 yerel Igdir Futbol Kuliibii taraftarindan anket aracilifiyla toplanmistir. Arastirmada,
sponsora yonelik tutumu (4 madde), sponsor marka imajimi1 (6 madde) ve satin alma niyetini (3 madde)
6lemek icin 1 “kesinlikle katilmryorum” ve 5 “kesinlikle katiliyorum” seklinde tasarlanmis besli Likert
tipindeki Olcekler kullanilmistir. Fan o6zdeslesmesi ise, 1 (6nemli degil/hic hayram
degilim/asla/begenmiyorum vb.) ile 8 (¢ok Onemli/cok hayranim/neredeyse her giin/cok
sevmiyorum/her zaman vb.) arasinda degisen tipte bir 6l¢ek ile 6l¢iilmiistiir. Sponsora yonelik tutum ve
satin alma niyeti Speed ve Thompson (2000); sponsor marka imaji ise Hoeffler ve Keller (2002)
tarafindan gelistirilmis ve bu olgekler Ozer (2011) tarafindan Tiirkgeye uyarlanmustir. Taraftar
0zdeslesmesi ise Wann ve Branscombe (1993) tarafindan gelistirilmis ve Giinay ve Tiryaki (2003)
tarafindan Tirkceye uyarlanmistir. Betimsel istatistikler ve veri taramasi IBM SPSS 26 programu ile,
yapilarin yapisal gegerliligini test etmek ic¢in kullanilan CFA ise Amos 24 istatistik programi ile
gergeklestirilmistir. Arastirma hipotezlerini ve aracilik analizlerini test etmek i¢in ii¢ ayri Process

(Hayes, 2013) analizi yapilmistir.

BULGULAR

Bulgular Onerilen modeli ve arastirmanin tiim hipotezlerini desteklemistir Sonuclar, yeni
kurulmus profesyonel futbol takimlar1 baglaminda, taraftarlarin takimlariyla psikolojik bagi olarak
adlandirilan taraftar 6zdeslesmesinin, spor tiiketicilerinin algilar1 olarak tarif edilen sponsora yonelik
tutum ve sponsor marka imaji ile pozitif, anlamli ve dogrudan iliskili oldugunu géstermektedir. Taraftar
0zdeslesmesinin ayn1 zamanda satin alma niyetiyle de olumlu, anlamli ve dogrudan iliskili oldugu
belirlenmistir. Sirasiyla, sponsora yonelik tutumun satin alma niyeti ve sponsor marka imajiyla ve
sponsor marka imajimin satin alma niyetiyle olumlu, anlamli ve dogrudan iliskili oldugu ortaya
konulmustur. Son olarak, sponsora yonelik tutum ve marka imajinin, taraftar 6zdeslesmesi ile satin alma
niyeti arasindaki iligkiye ve sponsor marka imajinin ise sponsora yonelik tutum ile satin alma niyeti

arasindaki iligkiye tam aracilik ettigi goriilmiistir.

TARTISMA VE SONUC
Sonuglar, 6zdeslesme diizeyi yliksek yeni spor takimi taraftarlarinin, sponsor markaya karsi
olumlu tutum sergileme, olumlu bir marka imajina ve sponsorun iiriinlerinden satin alma niyetine sahip

olma olasiliklarinin daha yiiksek oldugunu gdstermektedir. Bununla beraber hem sponsor marka
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imajindaki hem de satin alma niyetindeki degiskenligi agiklamada sponsora yonelik tutumun, taraftar
6zdeslesmesinden daha gii¢lii bir degisken oldugunu ve sponsora karsi giiclii bir tutuma sahip olan
taraftarlarin ayni zamanda sponsora karsi daha giicli bir imaj algist ve satin alma niyeti
gelistirilebilecegini sdylemek miimkiindiir. Ayrica, sponsor marka imajinin, satin alma niyetinin en
giiclii yordayicist olmasindan dolayi, yeni bir spor takiminin taraftarlarinin sponsor marka imajina
iligkin algilarinin artmasiyla birlikte sponsor markanin iiriinlerini satin alma niyetlerinin de artabilecegi
sOylenebilir. Bu arastirmay1 onceki arastirmalardan farkli kilan aracilik testi sonuglarina dayanarak
ayrica sunlar soyleyebiliriz. Uygulamada tiim degiskenler g6z oniinde bulunduruldugunda taraftar
6zdeslesmesinin sponsor marka imaj1 tizerindeki etkisi sponsor marka tutumu araciligiyla, satin alma
niyeti iizerindeki etkisi ise sponsor marka tutumu ve sponsor marka imaji1 araciligiyla gergeklesmektedir.
Benzer sekilde, sponsora yonelik tutumun satin alma niyeti lizerinde dogrudan ve anlamli bir etkisi
olmasina ragmen, uygulamada sponsor marka imajinin varligi, sponsor marka imaj1 araciligiyla dolayh
olarak satin alma niyeti lizerinde gergeklesen etkiyi olusturmaktadir. Kisaca, modelde kullanilan her bir
degiskenin, 6zellikle yeni kurulan profesyonel spor takimlar1 ve sponsorlar1 baglaminda, sponsorluk
etkinliginin degerlendirilmesinde ve verimli sponsorluk sonuglariin gelistirilmesinde 6nemli bir
degisken oldugunu sdyleyebiliriz. Bu galigmanin sonuglarina dayanarak yonetimsel ¢ikarimlar kisaca su
sekilde 6zetlenebilir: Taraftar 6zdeslesmesi sponsorluk etkinliginde énemli bir rol oynadigindan, spor
takimlarmin yoneticileri i¢in miimkiin oldugu kadar ¢ok sayida sadik taraftar1 artirma ve elde tutma
cabalari, yeni spor takimini potansiyel sponsorlar i¢in daha ¢ekici gosterebilir ¢ilinkii daha biiyiik taraftar
kitlesi, her iki taraf icin daha fazla is firsat1 anlamina gelmektedir. Diger yandan, kurumsal sponsorluk,
taraftarlar arasinda takima fayda sagladigi inancina yol agabilecegi ve sponsorun bu ¢abalari iyi niyet
olarak algilanabilecegi i¢in (Madrigal, 2001), sirketlerin olumlu bir tutuma yol agmasi muhtemel olan
iyi niyet algisim yiikseltmeleri i¢in yollar bulmalari gerekmektedir. Son olarak sponsor firmalar,
iirlinlerini tanitmak amaciyla izleyicilere {icretsiz kiiciik numuneler sunarak, imajlarmi giiglendirecek

cagrisimlar1 yaratabilir ve markalarina kars1 sempati gelistirebilirler.
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