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ABSTRACT 

Sport leagues influence their affiliated teams through management and 

marketing.  Leagues and teams are structurally connected because the league provides 

the competition framework and the teams provide the league product.  This structural 

connection underpins their brand relationship, which is reflected in their brand 

architecture, with the league representing the master brand and the teams representing 

subbrands that are visibly connected to their master brand.  This visible connection 

represents the brand relationship between a league and its affiliated teams as perceived 

by consumers.  Thus, it is proposed that consumers’ evaluation of a league influence 

their evaluation of a team competing within this league.   

The theoretical framework that guided this research was the Psychological 

Continuum Model (PCM), which explains how consumers evaluate sport teams.  Within 

the PCM, it is proposed that external input factors and internal input factors interact 

with each other and influence evaluative processes leading to psychological and 

behavioural outcomes, representing consumers’ connection with a sport team.  

Conceptually, the league represents a factor that is external to consumers’ connection 

with their favourite team.  That is, consumers evaluate the league in which their 

favourite team competes and develop brand associations linked with the league.  Based 

on the close brand relationship between leagues and teams, as indicated by their brand 

architecture, consumers’ brand associations of the league influence their connection 

with their favourite team.  However, the influence of the league on consumers’ 

connection with their favourite team has remained unexplored.  This provided an 

opportunity to examine the influence of the league on consumers’ connection with their 

favourite team.  In particular, it provided an opportunity to examine how leagues 
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influence consumers’ team involvement and their intentions to attend games of their 

favourite team.  

This research was based on a post positivist research paradigm.  A mixed 

method research design was employed to collect data in four studies.  In Study 1, semi-

structured in-depth interviews (N = 26) were utilised to collect qualitative responses of 

consumers of four football leagues.  In Study 2 and Study 3, online questionnaires were 

administered to collect quantitative responses of consumers of four football leagues (n = 

864; N = 770, respectively).  In Study 4, online questionnaires were used to collect 

quantitative responses of consumers of the Australian A-League (N = 420).  Main data 

analysis techniques included content analysis, descriptive analysis, one-sample t-test, 

Pearson product moment correlation analysis, confirmatory factor analysis, multiple 

linear regression analysis and structural equation modelling.  

Results indicated four major points.  First, 17 brand associations that consumers 

linked to sport leagues were qualitatively identified and quantitatively supported.  Of 

the 17 identified league brand associations, 11 were previously identified team brand 

associations, whereas six were newly identified league-specific brand associations.  

Second, league brand associations predicted consumers’ involvement with their 

favourite team.  Third, league brand associations predicted consumers’ intentions to 

attend games of their favourite team.  Fourth, the joint influence of league brand 

associations and team involvement on consumers’ behavioural intentions to attend 

games of their favourite team was mediated by beliefs about team game attendance.  

This research has contributed to knowledge on the relationship between leagues 

and teams as perceived by consumers.  Four contributions to sport management theory 

were made.  First, brand association consumers link with sport league were identified.  

Second, the brand architecture of sport leagues and teams was conceptualised.  Third, 
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the influence of external factors on consumers of teams was demonstrated, which 

empirically supported the PCM framework.  Fourth, beliefs about team game attendance 

were integrated in the theoretical framework, indicating the PCM’s ability to integrate 

relevant theory.  Findings of this research have implications for sport management 

practice. The practical implications are that leagues were provided with a set of brand 

associations that they can use to build strong league brands; it was recommended that 

leagues and teams need to balance their brand alignment and brand differentiation; and 

it was suggested that leagues and teams need to promote aspects related to consumers’ 

beliefs about team game attendance.  Overall, leagues and teams were provided with 

information that can guide their management and marketing actions. 

 

 

Key words: Sport league, Sport team, Sport fan, League brand associations, Sport 

brand architecture, Psychological Continuum Model, Theory of Planned 

Behaviour 

  

 



 IV

STATEMENT OF ORIGINALITY 

 

This work has not previously been submitted for a degree or diploma in any 

university. To the best of my knowledge and belief, the thesis contains no material 

previously published or written by another person except where due reference is made 

in the thesis itself.  

 

 

Signature: _____________________________ 

 

Thilo Kunkel 

September, 2012 

  

 



 V

ACKNOWLEDGEMENT 

There are a number of people and institutions that I would like to acknowledge 

and thank for playing an important role during my journey of completing this PhD 

thesis. 

Thank you Professor Daniel Funk, my principal supervisor.  Your reputation and 

our meeting at EASM 2008 were the main reasons why I chose to pursue my PhD at 

Griffith University.  I am grateful for the professional guidance, support and 

encouragement you have provided towards my development as a researcher.  Your 

feedback was always of the highest standard and imperative for the successful 

completion of this thesis.  Thank you for the invitation to visit Temple University and 

your generous hosting during that time.  I am looking forward to continuing our 

professional and personal relationship.   

Thank you Dr. Brad Hill, my associate supervisor.  You always had an open 

door to discuss research issues, football in general and your feedback was important to 

the successful completion of this thesis.  I am looking forward to continuing our 

professional and personal relationship. 

Acknowledgement must be made to the different entities that have financially 

supported this PhD research.  Griffith University funded this research for three years 

through the ‘International Postgraduate Research Scholarship’.  The Centre for 

Tourism, Sport and Services Research funded this research through the ‘Sport 

Marketing Scholarship’, a travel grant that enabled me to present my research at a 

conference in Prague and access to numerous research workshops.  The Griffith 

Business School provided funds that enabled me to present my research at a conference 

in Madrid and visit Temple University, Philadelphia.  Thanks for the financial support.  

Also, I would like to acknowledge the work of a professional editor.  

 



 VI

Thanks to Dr. Ceridwyn King for being a great co-author of the ‘League Brand 

Associations’ article and for a fun time house-sharing in Philly.  Thanks to my friends 

and colleagues at Griffith: Daniel, Kevin, Kevin S. and Nan for the coffee breaks, 

professional discussions and private chats.  A special thanks to Jason ‘Earle’ D. for 

making the office and the balcony ‘the place to be’ and providing feedback on my 

writings.  

Thanks to my fellow PhD friends: Adam, Alex B., Geoff, Olan and Winston for 

becoming friends along the journey.  To my friends on the Gold Coast: Franky, George, 

Larissa, Mona, Nizar, Rapha, Sanne and Simeon for fun times.  To my friends from 

Saarbrücken: Andrea, Björn, Chris W., Christoph B., El Dommo, Gregor, Julia, Marco, 

Matze, Philip, Philippe, Stephan, Tarek and ThK for making every visit special and 

reminding me of the good old times.  To my friends from ‘the Wood’: Chris, Daniel, 

Holm, Lutz, Matze and Sudl for making every visit special and always making me feel 

home.  To my Mizzou friends: Chris, Jacques, Kristine, Simon, Thomas and Viktor for 

the fun reunions during my Euro-trips and being the most loyal gang I could wish for.  

To Elinor for the love and support.  All of your friendship has provided me with the 

much needed comfort and distraction from Uni and thus, whether you know it or not, 

you have contributed to this degree. 

Thanks to my parents and family for your ongoing support and love, despite me 

being 100million miles away (at least it feels like that sometimes).  Mum, Werner, Oma 

Kätha, Oma Maria, Peter and Ines – you will always have special place in my heart.  

[Ich danke meinen Eltern und meiner Familie für die kontinuierliche 

Unterstützung und Liebe, obwohl ich gefühlte 100 Millionen Meilen entfernt war.  

Mama, Werner, Oma Kätha, Oma Maria, Peter und Ines – ihr werdet immer einen 

besonderen Platz in meinem Herzen haben.] 

 



 VII

TABLE OF CONTENTS 

 

1  INTRODUCTION ........................................................................... 1 

1.1  Research Background and Theoretical Framework ........................ 1 

1.2  Definitions of Constructs and Terms ............................................. 11 

1.3  Research Design ............................................................................ 13 

1.4  Significance of research / Contribution ......................................... 14 

1.5  Structure of Thesis ......................................................................... 15 

2  LITERATURE REVIEW .............................................................. 17 

2.1  Research Context ........................................................................... 17 

2.1.1  Football in Australia. ...................................................................... 17 

2.1.2  A-League. ....................................................................................... 21 

2.1.3  Justification of research context. .................................................... 25 

2.2  Theoretical Framework ................................................................. 26 

2.2.1  Inputs. ............................................................................................. 30 

2.2.1.1  External factors. ....................................................................... 30 

2.2.1.2  Personal factors. ....................................................................... 32 

2.2.1.3  Psychological factors. .............................................................. 34 

2.2.2  Evaluative processes. ...................................................................... 36 

2.2.3  Outcomes. ....................................................................................... 38 

2.2.3.1  Psychological outcomes. .......................................................... 38 

2.2.3.1.1  Awareness of team existence. ........................................... 38 

2.2.3.1.2  Brand associations. ........................................................... 39 

2.2.3.1.3  Attitudes. ........................................................................... 42 

 



 VIII

2.2.3.1.4  Behavioural intentions. ..................................................... 43 

2.2.3.2  Behavioural outcomes. ............................................................. 48 

2.2.4  Feedback loop. ................................................................................ 48 

2.2.5  Team consumer development. ........................................................ 49 

2.2.5.1  Awareness. ............................................................................... 50 

2.2.5.2  Attraction. ................................................................................ 51 

2.2.5.3  Attachment. .............................................................................. 52 

2.2.5.4  Allegiance. ............................................................................... 53 

2.2.6  Research Purpose. ........................................................................... 55 

2.3  The Influence of the League on Consumers of Teams .................. 56 

2.3.1  Structural relationship. ................................................................... 59 

2.3.1.1  Organisational structures of sport leagues and teams. ............. 59 

2.3.1.2  Agency theory. ......................................................................... 60 

2.3.1.3  Franchising contracts. .............................................................. 62 

2.3.2  Brand relationship. ......................................................................... 64 

2.3.3  Research questions and hypotheses. ............................................... 67 

2.4  Chapter Summary .......................................................................... 77 

3  METHODOLOGY ........................................................................ 81 

3.1  Research Paradigm ........................................................................ 81 

3.2  Research Design ............................................................................ 82 

3.2.1  Semi-structured in-depth interviews. .............................................. 83 

3.2.2  Online questionnaires. .................................................................... 84 

3.3  Research Design and Data Collection Approach Overview .......... 86 

3.3.1  Study 1. ........................................................................................... 89 

 



 IX

3.3.2  Study 2. ........................................................................................... 89 

3.3.3  Study 3. ........................................................................................... 89 

3.3.4  Study 4. ........................................................................................... 90 

3.4  Chapter Summary .......................................................................... 90 

4  STUDY 1: SEMI-STRUCTURED INTERVIEWS ...................... 91 

4.1  Method ........................................................................................... 91 

4.1.1  Procedures. ..................................................................................... 91 

4.1.2  Materials. ........................................................................................ 93 

4.1.3  Participants. .................................................................................... 94 

4.1.4  Analysis. ......................................................................................... 96 

4.2  Results ........................................................................................... 97 

4.2.1  League brand associations. ............................................................. 98 

4.2.1.1  Atmosphere. ............................................................................. 98 

4.2.1.2  Community pride. .................................................................... 99 

4.2.1.3  Competitive balance. ............................................................. 100 

4.2.1.4  Diversion. ............................................................................... 101 

4.2.1.5  Education. .............................................................................. 102 

4.2.1.6  Excitement. ............................................................................ 102 

4.2.1.7  Game representation. ............................................................. 103 

4.2.1.8  Logo/colours. ......................................................................... 104 

4.2.1.9  Management. .......................................................................... 105 

4.2.1.10  Nostalgia. ............................................................................. 106 

4.2.1.11  Performance. ........................................................................ 107 

4.2.1.12  Player development. ............................................................. 108 

 



 X

4.2.1.13  Rivalry. ................................................................................ 110 

4.2.1.14  Socialisation. ........................................................................ 112 

4.2.1.15  Specific team. ....................................................................... 113 

4.2.1.16  Star player. ........................................................................... 114 

4.2.1.17  Tradition. .............................................................................. 115 

4.2.2  Beliefs about team game attendance. ........................................... 120 

4.2.2.1  Attitudes towards team game attendance. .............................. 121 

4.2.2.2  Perceived social norms towards team game attendance. ....... 121 

4.2.2.3  Perceived behavioural control over team game attendance. .. 122 

4.3  Chapter Summary ........................................................................ 124 

5  STUDY 2: ONLINE QUESTIONNAIRES ................................ 126 

5.1  Method ......................................................................................... 126 

5.1.1  Procedures. ................................................................................... 126 

5.1.2  Materials. ...................................................................................... 127 

5.1.3  Participants. .................................................................................. 130 

5.1.4  Analysis. ....................................................................................... 131 

5.1.4.1  Data quality control................................................................ 131 

5.1.4.2  Demographics. ....................................................................... 132 

5.1.4.3  Descriptive statistics, one-sample t-tests and correlations. .... 132 

5.2  Results ......................................................................................... 133 

5.3  Chapter Summary ........................................................................ 135 

6  STUDY 3: ONLINE QUESTIONNAIRES ................................ 137 

6.1  Method ......................................................................................... 137 

6.1.1  Procedures. ................................................................................... 137 

 



 XI

6.1.2  Materials. ...................................................................................... 138 

6.1.3  Participants. .................................................................................. 143 

6.1.4  Analysis. ....................................................................................... 143 

6.1.4.1  Data quality control................................................................ 145 

6.1.4.2  Demographics. ....................................................................... 145 

6.1.4.3  Confirmatory factor analysis.................................................. 145 

6.1.4.3.1  Model fit diagnostics....................................................... 146 

6.1.4.3.2  Construct validity diagnostics. ........................................ 148 

6.1.4.3.3  Standardised residuals and modification indices. ........... 151 

6.1.4.4  Reliability. .............................................................................. 151 

6.2  Results ......................................................................................... 151 

6.2.1  Confirmatory factor analysis. ....................................................... 152 

6.2.2  Multiple regression analysis. ........................................................ 160 

6.3  Chapter Summary ........................................................................ 163 

7  STUDY 4: ONLINE QUESTIONNAIRES ................................ 165 

7.1  Method ......................................................................................... 165 

7.1.1  Procedures. ................................................................................... 165 

7.1.2  Materials. ...................................................................................... 167 

7.1.3  Participants. .................................................................................. 172 

7.1.4  Analysis. ....................................................................................... 173 

7.2  Results. ........................................................................................ 174 

7.2.1  Confirmatory factor analysis. ....................................................... 174 

7.3  Chapter Summary ........................................................................ 183 

 



 XII

7.4  Synopsis of results ....................................................................... 184 

8  DISCUSSION.............................................................................. 186 

8.1  Discussion of Results .................................................................. 186 

8.1.1  RQ 1: Identification and support of league brand associations. ... 187 

8.1.2  RQ 2: The influence of league brand associations on team 

involvement. ................................................................................ 199 

8.1.3  RQ 3: The influence of league brand associations on intentions to 

attend team games. ...................................................................... 202 

8.1.4  RQ 4: The mediating effect of beliefs about team game attendance.

 ..................................................................................................... 204 

8.2  Contributions of this Research .................................................... 209 

8.2.1  League brand associations. ........................................................... 209 

8.2.2  Sport brand architecture. .............................................................. 210 

8.2.3  PCM: External factors. ................................................................. 211 

8.2.4  PCM: Beliefs about team game attendance. ................................. 213 

8.3  Practical Implications .................................................................. 214 

8.3.1  League brand associations. ........................................................... 215 

8.3.2  League and team brand relationship. ............................................ 221 

8.3.2.1  Brand alignment. .................................................................... 222 

8.3.2.2  Brand differentiation. ............................................................. 223 

8.3.3  Beliefs about team game attendance. ........................................... 224 

8.4  Limitations of this Research and Future Research Directions .... 227 

8.4.1  Context. ........................................................................................ 227 

8.4.2  Samples. ........................................................................................ 229 

 



 XIII

8.4.3  Measures. ...................................................................................... 230 

8.4.4  Other external factors. .................................................................. 231 

8.4.5  League brand development strategies. ......................................... 232 

8.4.6  Game brand associations. ............................................................. 233 

8.4.7  Influence of teams and players on the league. .............................. 233 

8.4.8  Stage based development. ............................................................ 234 

8.4.9  Longitudinal examination of involvement and behaviour. ........... 235 

8.5  Conclusion ................................................................................... 236 

REFERENCES ................................................................................................. 238 

APPENDICES .................................................................................................. 270 

Appendix 1: Information Sheet for Interviewees ......................................... 270 

Appendix 2: Consent Form for Interviewees ............................................... 272 

Appendix 3: Interview Guide Study 1 .......................................................... 273 

Appendix 4: Introduction Letter Study 4 ...................................................... 275 

Appendix 5: Sample Response from Forum Moderators ............................. 276 

Appendix 6: Invitation Letter to Participate in Study 4 ............................... 277 

   

 



 XIV

LIST OF TABLES 
 
Table 1: Overview of Research Questions and Hypotheses ............................... 10 

Table 2: Definitions of Constructs and Terms ................................................... 12 

Table 3: Spectator Average Attendance ............................................................. 18 

Table 4: Participation Figures Listed by Football Code ..................................... 19 

Table 5: Attendance A-League clubs 2006 - 2011 ............................................. 22 

Table 6: Overview of Existing Team Brand Associations ................................. 41 

Table 7: Overview of Research Questions and Hypotheses ............................... 80 

Table 8: Overview Data Collection .................................................................... 88 

Table 9: Demographics Participants Study 1 ..................................................... 94 

Table 10: Detailed Background Information Participants Study 1 ..................... 95 

Table 11: Identified League Brand Associations, Definitions and Representative 
Quotes .............................................................................................. 116 

Table 12: Beliefs that Influence Watching Team Games ................................. 124 

Table 13: Summary of Findings from Study 1 ................................................. 125 

Table 14: Measurement Items Study 2 – League Brand Associations ............. 129 

Table 15: Means, T-Test and Correlation Coefficients .................................... 134 

Table 16: Summary of Findings from Study 2 ................................................. 136 

Table 17: Constructs and Items measuring Team Involvement ....................... 139 

Table 18: Constructs and Items to Measure League Brand Associations ........ 140 

Table 19: Model Fit Diagnostics – Decision Criteria Overview ...................... 148 

Table 20: Construct Validity Diagnostics – Decision Criteria Overview ........ 150 

Table 21: CFA League Brand Association Scale – 14 Associations ................ 154 

Table 22: Correlation Matrix for the Latent Variables ..................................... 158 

Table 23: Mean Scores, Standard Deviations and T-Tests ............................... 159 

Table 24: Results Multiple Regression Analysis for League Brand Associations 
and Team Involvement ..................................................................... 161 

 



 XV

Table 25: Correlation Matrix for the Results Regression Analysis .................. 162 

Table 26: Summary of Findings from Study 3 ................................................. 164 

Table 27: Contacted Online Forums ................................................................. 166 

Table 28: Constructs and Items Measuring Team Involvement ....................... 168 

Table 29: Constructs and Items to Measure Beliefs about Team Game 
Attendance ........................................................................................ 169 

Table 30: Constructs and Items to Measure League Brand Associations ........ 171 

Table 31: Respondents’ Favourite A-League Team ......................................... 172 

Table 32: CFA Results ..................................................................................... 176 

Table 33: Correlation Matrix CFA constructs .................................................. 178 

Table 34: Overview Results Mediated Model .................................................. 182 

Table 35: Summary of Findings from Study 4 ................................................. 184 

 
 
 

 



 XVI

LIST OF FIGURES 
 
Figure 1: The influence of the league on consumers’ connection with their 

favourite team ....................................................................................... 7 

Figure 2: Graphical overview of hypotheses ...................................................... 11 

Figure 3: A schematic overview of input factors, evaluative processes and 

outcomes ............................................................................................ 28 

Figure 4: Schematic overview of the PCM ........................................................ 50 

Figure 5: League – team relationship ................................................................. 58 

Figure 6: Schematic overview of the influence of the league on consumers’ 
connection with their favourite team .................................................. 68 

Figure 7: Graphical overview of hypotheses ...................................................... 79 

Figure 8: Illustration of research design ............................................................. 87 

Figure 9: Direct effect of league brand associations on behavioural intentions to 
attend team games ............................................................................ 179 

Figure 10: Direct effect of team involvement on behavioural intentions to attend 
team games ....................................................................................... 179 

Figure 11: Direct effect model of league brand associations and team 
involvement on behavioural intentions to attend team games ......... 180 

Figure 12: Mediated model of league brand associations and team involvement 
on behavioural intentions to attend team games .............................. 181 

Figure 13: Graphical overview of hypotheses .................................................. 205 

 
 

  

 



 XVII

 
LIST OF ABBREVIATIONS 

α  Alpha (Cronbach’s index of internal consistency) 

β  Regression Coefficients  

χ²  Chi-square  

χ²/df  Normed Chi-square  

% Percentage 

AFC Asian Football Confederation 

AFL Australian Football League 

AVE  Average Variance Extracted Percentage  

ATT Consumers’ attitudes towards attending games of their favourite 

team 

ASA Australian Soccer Association 

CB Competitive balance 

DIV Diversion 

CFA  Confirmatory Factor Analysis  

CFI  Comparative Fit Index  

df  Degrees of Freedom  

EDU Education 

EPL English Premier League 

FFA Football Federation Australia  

FIFA Fédération Internationale de Football Association 

FL Factor Loading 

GCUSC Gold Coast United Supporter Club 

GFI  Goodness-of-Fit Index  

GR Game representation 

ICC Inter-Construct Correlations 

LC Logo/colours 

M  Sample Mean, arithmetic average  

MGNT Management 

MLS Major League Soccer 

N  Number of Cases  

NOS Nostalgia 

 



 XVIII

 

NRL National Rugby League 

p Probability 

PBC Consumers’ perceived behavioural control over attending games of 

their favourite team 

PCM Psychological Continuum Model  

PD Player development 

R² Square of the sample correlation coefficient between the outcomes 

and their predicted values 

PER Performance 

RIV Rivalry 

RMSEA   Root Mean Square Error of Approximation 

SEM Structural Equation Modelling 

SD Standard Deviation 

sic sic erat scriptum (thus was it written) 

SN Consumers’ perceived social norms towards attending games of 

their favourite team 

SOC Socialisation 

SPL Star player 

SRMR Standardized Root Mean Square Residual  

ST Specific team 

t t-test Statistic 

TPB Theory of Planned Behaviour 

TLI Tucker Lewis Index  

TRA Tradition 

 
  

 



 XIX

PUBLICATIONS FROM THIS RESEARCH 

 

Refereed Journal Articles 

Kunkel, T., Funk, D., & King, C. (In Press) Developing a conceptual understanding of 

consumer-based league brand associations, Journal of Sport Management, 

accepted for publication  

Kunkel, T., Funk, D., & Hill, B. (In Press). Brand architecture and drivers of consumer 

involvement with professional sport leagues and teams, Journal of Sport 

Management, accepted for publication 

Refereed Papers in Conference Proceedings 

Kunkel, T., Funk, D., & King, C. (2009). Consumer based brand associations for 

professional sport leagues. Paper presented at the Australian and New Zealand 

Marketing Academy Conference, Melbourne, Australia 

Refereed Abstracts in Conference Proceedings 

Kunkel, T., Doyle, J., Funk, D., & Hill, B. (2011). The influence of league brand 

associations on consumers’ attitudes towards their favourite team. Presented at 

the 17th Sport Management Association of Australia and New Zealand 

Conference, Melbourne, Australia 

Kunkel, T., Funk, D., & Hill, B. (2011). Development of a league brand association 

model,  Presented at the 19th European Association for Sport Management 

Conference, Madrid, Spain 

Kunkel, T., Funk, D., & Hill, B. (2011).  A qualitative investigation on sport consumer 

brand associations: The relationship between league and team brand 

associations. Presented at the North American Society for Sport Management, 

London, Canada 

 



 XX

Kunkel, T., Funk, D., & Hill, B. (2010). Exploring the relationship between league 

brand associations and team brand associations from a consumer perspective. 

Presented at the 16th Sport Management Association of Australia and New 

Zealand Conference, Wellington, New Zealand 

Kunkel, T. & Funk, D. (2010). The co-driving relationship between football leagues and 

their teams. Presented at the Sport Management Association of Australia and 

New Zealand post graduate Conference, Brisbane, Australia 

Kunkel, T. & Funk, D. (2010). The brand architecture of professional sport leagues. 

Presented at the 18th European Association for Sport Management Conference, 

Prague, Czech Republic 

Kunkel, T., Funk, D., & Hill, B. (2009). Consumer based league brand associations and 

the psychological connection of fans towards their favourite football league. 

Presented at the 15th Sport Management Association of Australia and New 

Zealand Conference, Gold Coast, Australia 

 
  

 



 

 

XXI

STATEMENT OF ETHICAL CLEARANCE 

 

Ethical clearance was granted in 2010 and the research was conducted in 

accordance with the approved protocol 

 

(GU Ref No: (HSL/08/10/HREC). 

 

 
 



 1

1 INTRODUCTION 

This research examines the influence of the league on consumers’ connection 

with their favourite team1.  The introductory chapter starts by providing information 

about football in Australia, which forms the context of this research.  Then, an overview 

of the relationship between leagues and teams and the theoretical framework of how 

consumers connect with teams is presented.  Next, definitions of key constructs and 

terms utilised in this thesis are listed before the research design consisting of four 

studies is introduced.  Subsequently, the theoretical contributions and practical 

implications of this research are presented.  Finally, the introductory chapter ends with 

an outline of the structure of this thesis.  

 

1.1 Research Background and Theoretical Framework 

The research background is formed by football in Australia with a primary focus 

on consumers of the A-League.  The A-League is a relatively new league (introduced in 

2005) that faces major competition from other leagues.  The Australian market is a very 

competitive sport consumer market where four ‘football’ codes, each represented by a 

league – Australian rules football (AFL), football (A-League) rugby league (NRL) and 

rugby union (Super 15s) – compete with each other for consumers.  Additionally, teams 

compete with other teams within the league, as well as with teams in other leagues for 

                                                 
1The term ‘fan’ is utilised in the title of this thesis because it is commonly used in sport 

management literature and communicates the purpose / title of the thesis clearly to a broad audience.  

However, the term traditionally represents an enthusiastic devotee of a sport object (Sloan, 1989).  This 

thesis deals with individuals with differing levels of involvement with a sport object and, therefore, in this 

thesis, the term ‘consumer’ is used instead of the term ‘fan’ to avoid confusion. 

 



 2

consumers.  Overall, the Australian sporting market is highly competitive and 

dominated by the AFL and the NRL.   

The A-League has financial disadvantages compared to its more popular 

competitors and as a result has struggled with decreasing attendance figures (Taylor, 

2009).  This decrease has led to the A-League taking over control of the management 

and marketing of teams, and teams having their licence revoked by the league because 

they were not able to fulfil their franchise licence agreements.   

However, football is the most played sport in Australia, which forms a strong 

potential consumer market to be unlocked in the future.  To achieve this goal league and 

team managers need to build a brand and distinguish this brand from the organisation’s 

competitors (Kaynak, Salman, & Tatoglu, 2008).  This applies especially to new 

leagues and teams, because their prospective consumers do not have prior experiences 

with the team brand (cf. James, Kolbe, & Trail, 2002).  For these reasons, the A-League 

provides the context to investigate the influence the league on consumers of teams.  

The management of sport leagues and teams is complex (Mason, 1999) and 

managers “have to make decisions with global impact – both on a team and league 

level” (Koenigstorfer, Groeppel-Klein, & Kunkel, 2010, p. 156).  Leagues need to 

implement branding strategies that develop and protect the league brand and are 

oriented towards their consumers to ensure the long-term attractiveness of the league 

(Koenigstorfer et al., 2010).  Consequently, leagues need to formulate brand 

development strategies to take advantage of potential consumer markets and compete 

with other entertainment options (Mason, 1999).  These strategies include the change of 

rules and regulations to ensure competitiveness (e.g., Mason, 1997), the introduction of 

market expansions to grow their consumer base (e.g., Shilbury & Hooper, 1999) and 

centralised management and marketing to warrant strategic brand development (e.g., 
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Stewart, Nicholson, & Dickson, 2005).  Collectively, the aim of these strategies is to 

develop a strong league brand that positively influences consumers of the league and 

teams within the league.  

Consumers are the absolute authority of sport leagues and teams (Taylor, 1992) 

as other stakeholders, such as the media and corporate sponsors, are mainly attracted to 

them because of the large consumer bases that underpin the sport industry (Mason, 

1999).  Consumers who demonstrate a strong psychological connection or identification 

with their favourite team have been linked with increased consumption behaviour (e.g., 

Funk & James, 2001, 2004, 2006; Wann & Branscombe, 1993), which generates 

income for both the league and the teams.  The income of leagues is mainly generated 

through league media-right sales and league sponsorship agreements, whereas the 

income of teams is mainly generated through team game ticket sales, team sponsorship 

agreements and team merchandise retail.  Additionally, most leagues distribute part of 

their media sales and sponsorship income to the teams2.  In return, the teams produce 

the league product (Mason, 1999).  Thus, leagues need to assist their teams within the 

league in generating consumer interest and maximising their revenues to ensure the 

long-term viability of the teams and consequently the league.   

Leagues and teams are connected through their structural relationship.  The 

league represents the franchisor that provides the framework within which the teams 

compete, whereas the teams represent franchisees that provide the core product (i.e., 

games) that generates income (Mason, 1997).  The framework includes the provision of 

                                                 
2 While this broad overview focussed on the main income generation of most leagues and teams 

worldwide, local distinctions and exemptions exist.  An example is local revenue sharing in the USA 

(Mason, 1997) where teams in the Major League Baseball contribute 34% of their local revenues to a 

pool that is then divided equally among all teams within the league (MLB, 2012). 
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a competitive league (Mason, 1999); the governance of all involved parties (e.g., 

players, sponsors); and the provision of strategic management and marketing directions 

(e.g., rule changes, promotions) (Stewart et al., 2005).  Consequently, changes within 

the framework influence teams and subsequently team consumers because “professional 

sports teams cannot compete without a great deal of coordination on matters such as 

where, when, and how games will be played and the sequence of contests that will 

decide a league champion” (Flynn & Gilbert, 2001, p. 27).  An example of the influence 

of the league on teams is when league management decisions alter characteristics of 

teams or the product that the teams can provide to their consumers (e.g., a salary cap 

increase allows teams to employ better players).  Another example of the influence of 

the league on teams is the launch of league-wide marketing promotions that create 

consumer awareness of the teams.  Overall, the framework leagues provide for their 

teams needs to provide a foundation from which the teams can build their brand and 

develop their consumer base. 

Leagues and teams are connected through their brand relationship.  The brand 

relationship between leagues and their affiliated teams, as perceived by their consumers, 

is determined by their brand architecture (cf. Aaker & Joachimsthaler, 2000b).  The 

brand architecture of leagues and teams represents a vertical relationship, where the 

league as the franchisor represents the master brand and the teams as the franchisees 

represent subbrands.  Leagues and teams are visibly connected as perceived by 

consumers.  That means consumers know that their favourite team competes within a 

specific league (e.g., consumers of Sydney F.C. know that the team competes within the 

Australian A-League).  Thus, consumers evaluate the league based on the attributes of 

the league and the benefits that the league provides and their overall evaluation 

represents the league as perceived by consumers.  While leagues influence their 
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affiliated teams through their structural relationship, the brand relationship between 

leagues and teams indicates that consumers’ overall evaluation of the league may also 

influence their connection with their favourite team.   

A theoretical framework that explains how consumers evaluate sport objects 

(e.g., team, league) was needed to guide this examination of the influence of consumers’ 

overall evaluation of the league on their connection with a team.  The Psychological 

Continuum Model (PCM) (Funk & James, 2001, 2006) is a sound theoretical 

framework to investigate consumers’ evaluations of sport objects (Stewart, Smith, & 

Nicholson, 2003).  The PCM integrates literature from different academic disciplines to 

understand consumers’ psychological connection to a sport object (e.g., league, team) 

and has been applied to understand consumers’ connection with sport brands (e.g., Filo, 

Funk, & O’Brien, 2008; Funk, 2002).  Within the PCM, it is proposed that external 

input factors, such as socializing agents (e.g., parents, friends, media), and internal input 

factors, such as consumers’ personalities and psychological needs, interact with each 

other and influence evaluative processes.  The nature of evaluative processes is largely 

determined by consumers’ prior knowledge of and involvement with the sport object.  

These evaluative processes include perception, learning and memory, which each 

influence the evaluation of the external and internal input factors and, therefore, create 

psychological (e.g., brand associations) and behavioural (e.g., game attendance) 

outcomes.  These outcomes represent consumers’ connection with a sport object (Funk 

& James, 2006).  The formed psychological and behavioural outcomes function as a 

feedback loop and serve as additional internal input factors that interact with existing, 

and influence new, external and internal input factors.  This process represents the 

developmental progression of consumers’ connection with a sport object. 

 



 6

Conceptually, a factor that is external to consumers’ connection with their 

favourite team, such as the league within which the team competes, has an impact on 

their connection with the team (cf. Funk & James, 2001, 2006).  For example, 

consumers may perceive that a league has competitive games, because the league 

employs several methods (e.g., salary cap, shared media income) to influence the 

attractiveness of the league from a consumers’ perspective (Koenigstorfer et al., 2010).  

However, consumers have no direct influence on the league’s characteristics and the 

league’s management decisions.  Yet, these consumers evaluate the league in which 

their favourite team competes and develop brand associations linked with the league 

based on the attributes of the league and the benefits that the league provides to them.  

These brand associations linked with the league represent consumers’ overall evaluation 

of the league and are therefore considered external to the consumer in this research.  For 

the purpose of readability, from this point on “consumers’ overall evaluation of the 

league” will be referred to as “the league”.  Thus, consumers’ evaluation of the league 

may influence their connection with their favourite team.  However, this influence 

remains unexplored, which provides the purpose of this research:  

 

The purpose of this research is to examine the influence of the league on 

consumers’ connection with their favourite team.  In particular, this research 

addresses how leagues influence consumers’ team involvement and intentions to 

attend games of their favourite team. 

 

The influence of the league on consumers’ connection with a team is depicted in 

Figure 1.  Consumers’ connection with their favourite team is represented by the 

horizontal arrow between the box labelled ‘Consumer’ and the box labelled ‘Team’, 
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whereas their evaluation of the league in which their favourite team competes is 

represented by the arrow between the box labelled ‘Consumer’ and the box labelled 

‘League’.  The influence of the league on consumers’ connection with their favourite 

team is represented by the dotted arrow from the box labelled ‘League’ to the horizontal 

arrow between the box labelled ‘Consumer’ and the box labelled ‘Team’.  

 

 

League 

 

Team 
 

Consumer 

 

Figure 1: The influence of the league on consumers’ connection with their 

favourite team 

 

Studies have provided an initial understanding of brand associations that 

consumers link with sport teams (Bauer, Stokburger-Sauer, & Exler, 2008; Gladden & 

Funk, 2001; Ross, James, & Vargas, 2006).  However, uncertainty remains as to which 

factors contribute to the attractiveness of sport leagues from the perspective of their 

consumers (Koenigstorfer et al., 2010).  En route to investigating the influence of the 

league on consumers’ connection with a team, the first step is to examine the brand 

associations that consumers link with sport leagues.  Therefore, Research Question 1 

was developed. 
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Research Question 1: What are the brand associations that consumers link with sport 

leagues?  

Drawing on the close brand relationship between leagues and teams as perceived 

by consumers, the associations individuals link with a league may operate as a catalyst 

in influencing attitude development towards a team.  However, the influence of the 

league on consumers of teams has not been investigated.  This provides an opportunity 

to examine the influence of the league on consumers’ team involvement3 and intentions 

to attend team games4.  Therefore, Research Question 2 and Research Question 3 were 

developed:  

 

Research Question 2: How do consumers’ league brand associations influence their 

team involvement? 

 

Research Question 3: How do consumers’ league brand associations influence their 

intentions to attend team games? 

 

Generally, the stronger individuals’ involvement with a sport team, the more 

likely they are to attend games of that team (cf. Beaton, Funk, Ridinger, & Jordan, 

2011; Funk & James, 2001, 2006).  In consideration of the close relationship between 

leagues and teams, it is also expected that the more positive consumers’ league brand 

associations are, the more likely they are to attend games of their favourite team.  

Therefore, it is suggested that consumers’ league brand associations and team 

involvement jointly influence their intentions to attend games of their favourite team.   

                                                 
3 Team involvement represents consumers’ involvement with their favourite team.  
4 Team games represent games of consumers’ favourite team.  
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However, as previously demonstrated (e.g., Pritchard & Funk, 2006; Pritchard, Funk, & 

Alexandris, 2009; Zhang & Smith, 1997), consumers’ team involvement does not 

always transfer to game attendance.  A theory that conceptualises how behavioural 

intentions are formed based on beliefs about team game attendance is beneficial to 

bridge this gap.  Therefore, beliefs about team game attendance, as explained by the 

Theory of Planned Behaviour (Ajzen, 1985, 1991), were integrated into the PCM 

framework to guide Research Question 4.  

 

Research Question 4: Is the joint influence of consumers’ league brand associations 

and team involvement on their intentions to attend team games mediated by beliefs 

about team game attendance? 

 

Overall, the purpose of this research is to examine the influence of the league on 

consumers’ connection with their favourite team.  In particular, the research addresses 

how leagues influence consumers’ team involvement and intentions to attend games of 

their favourite team.  Four research questions were developed to guide this research.  An 

overview of the research questions and corresponding hypotheses that guide this 

research is provided in Table 1 and Figure 2. 
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Table 1: Overview of Research Questions and Hypotheses 

Research Question 1 
 

What are the brand associations that consumers link with 
sport leagues? 

  

Research Question 2  
 

How do consumers’ league brand associations influence 
their team involvement? 

 

     Hypothesis 2.1 Consumers’ league brand associations predict their team 
involvement. 

  

Research Question 3 How do consumers’ league brand associations influence 
their intentions to attend team games? 

 

     Hypothesis 3.1 Consumers’ league brand associations predict their intentions to 
attend team games.  

  

Research Question 4 Is the joint influence of consumers’ league brand 
associations and team involvement on their intentions to 
attend team games mediated by beliefs about team game 
attendance? 

     Hypothesis 4.1 Consumers’ league brand associations predict their attitudes 
towards team game attendance. 

     Hypothesis 4.2 Consumers’ league brand associations predict their perceived 
social norms towards team game attendance. 

     Hypothesis 4.3 Consumers’ league brand associations predict their perceived 
behavioural control over team game attendance. 

  

     Hypothesis 5.1 Consumers’ team involvement predicts their attitudes towards 
team game attendance. 

     Hypothesis 5.2 Consumers’ team involvement predicts their perceived social 
norms towards team game attendance. 

     Hypothesis 5.3 Consumers’ team involvement predicts their perceived 
behavioural control over team game attendance. 

  

     Hypothesis 6.1 Attitudes towards team game attendance correlate positively 
with perceived social norms towards team game attendance. 

     Hypothesis 6.2 Attitudes towards team game attendance correlate positively 
with perceived behavioural control over team game attendance. 

     Hypothesis 6.3 Perceived social norms towards team game attendance correlate 
positively with perceived behavioural control over team game 
attendance.  

  

     Hypothesis 7.1 Attitudes towards team game attendance predict consumers’ 
intentions to attend team games. 

     Hypothesis 7.2 Perceived social norms towards team game attendance predict 
consumers’ intentions to attend team games. 

     Hypothesis 7.3 Perceived behavioural control over team game attendance 
predicts consumers’ intentions to attend team games. 

Source: Developed for this research 
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Figure 2: Graphical overview of hypotheses 

 

1.2 Definitions of Constructs and Terms 

Definitions of the key constructs and terms used in this thesis are provided 

because researchers often ascribe different meaning to a term (Perry, 1998).  The terms 

reflect constructs that are utilised in the research model or the reviewed literature.  The 

terms and constructs are presented in the left column, whereas their definition is 

provided in the right column of Table 2.  
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Table 2: Definitions of Constructs and Terms 

Construct / Term Definition 

Attitude A psychological tendency that is expressed by evaluating a 

particular entity with some degree of favour or disfavour 

(Eagly & Chaiken, 1993, p. 1).   

Attitudes towards 

the behaviour 

Reflect individuals’ evaluation of the perceived costs and 

benefits they expect from performing the behaviour (adapted 

from Ajzen, 1991). 

Brand  A brand represents a name, symbol, term, or other feature that 

identifies an organisation’s product or service as distinct from 

other organisations (American Marketing Association, 2012).   

Brand Architecture The structure of an organisation’s portfolio of brands and the 

relationship between these brands in this portfolio as perceived 

by the consumer (adapted from Aaker & Joachimsthaler, 

2000b).   

Involvement Involvement represents the degree to which individuals 

evaluate their connection with the team based on whether it 

provides hedonic value (pleasure), symbolic value (sign) and 

central value (centrality) to their life (e.g., Beaton et al., 2011) 

League brand Consumers’ overall perception of a particular league (adapted 

from Kotler & Keller, 2006).   

League brand 

association 

Brand associations for leagues represent attributes and benefits 

linked in the mind of individuals related to a specific league 

(cf. Gladden & Funk, 2002).   

Fan / Consumer The term ‘fan’ traditionally represents an enthusiastic devotee 

of a sport object (Sloan, 1989).  Therefore, in this thesis, the 

term ‘consumer’ is used instead of the term ‘fan’ because the 

term consumer represents individuals with differing levels of 

involvement with the sport object. 

Perceived Reflect individuals’ confidence in their ability and resources to 
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behavioural control 

over the behaviour 

perform the behaviour (adapted from Ajzen, 1991). 

Perceived social 

norms towards the 

behaviour 

Reflect individuals’ expectation of how significant others 

evaluate (approval or disapproval) the behaviour (adapted from 

Ajzen, 1991). 

Team brand 

associations 

Brand associations for teams represent attributes and benefits 

linked in the mind of individuals related to a specific team 

(adapted from Gladden & Funk, 2002).   

Team involvement Team involvement represent consumers’ psychological 

connection with their favourite team based on inherent needs, 

values and interests. 

Team games Team games represent games of a consumers’ favourite team. 

Source: Developed for this research from review of relevant literature 

 

1.3 Research Design  

Four studies are employed to examine the influence of the league on consumers’ 

connection with their favourite team and answer the four research questions.  In Study 

1, semi-structured in-depth interviews are utilised to unearth brand associations that 

consumers linked with sport leagues and confirm beliefs about team game consumption.  

In Study 2, online questionnaires are utilised to quantitatively support the identified 

league brand associations.  In Study 3, online questionnaires are utilised to develop a 

reliable and valid measure of league brand associations and test the influence of league 

brand associations on team involvement.  In all three of these studies, data will be 

collected from consumers of one of the four sport leagues; AFL, A-League, NRL and 

English Premier League (EPL).  In Study 4, online questionnaires are utilised to test the 

influence of consumers’ league brand associations on team involvement and intentions 
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to attend games of their favourite team.  Data will be collected from consumers of the 

A-League only to avoid contextual differences and to gain league-specific results. 

 

1.4 Significance of research / Contribution 

This research will contribute to sport management theory and practice.  It is 

expected that the research will provide four contributions to sport management theory.  

The first theoretical contribution is that findings of this research will provide sport 

management researchers with unique associations that consumers link with sport 

leagues.  The second theoretical contribution of this research is the provision of 

knowledge of the brand relationship between leagues and teams.  The third theoretical 

contribution is that this research will empirically test the influence of an external factor 

on consumers’ connection with their favourite team within the theoretical framework.  

The fourth theoretical contribution is that this research integrates the Theory of Planned 

Behaviour in the PCM framework to test whether game attendance beliefs mediate the 

joint influence of league brand associations and team involvement on intentions to 

attend team games.   

It is expected that the research provides three contributions to sport management 

practice.  The first practical implication of this research is based on knowledge of 

league brand associations.  This knowledge can be used to build strong league brands.  

The second practical implication of this research is based on the knowledge of the brand 

relationship between leagues and teams.  This knowledge can be utilised to guide the 

management and marketing of sport leagues and teams.  The third practical implication 

of this research is based on knowledge of the influence of game attendance beliefs.  This 
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knowledge can be used to guide team game specific management and marketing 

actions.  

 

1.5 Structure of Thesis 

In Chapter 1, an introduction and overview of this research was provided.  The 

remainder of this thesis is outlined as follows.  In Chapter 2, an overview of football in 

Australia, which provides the context of this research, is presented.  Next, the 

theoretical framework (i.e., PCM), which is employed to understand how consumers 

connect with sport teams, is reviewed.  Then, based on the theoretical foundation 

provided by the PCM, the influence of the sport league on consumers’ connection with 

their favourite team is conceptualised.  Finally, a summary of Chapter 2, including a 

table that presents an overview of the research questions and hypotheses that are 

examined in this research, is provided.  

In Chapter 3, a post positivist research paradigm is justified as the research 

methodology that underpinned this research.  Additionally, an overview of the 

employed mixed-method research design and data collection approach is provided.  

Chapter 4, Chapter 5, Chapter 6 and Chapter 7 each provide the method and results of 

one of the four studies.  In each of the four chapters, details about the data collection 

procedure, the materials utilised in the data collection process and the participants of 

each study are provided.  Furthermore, the employed analyses and results of each study 

are presented.  In Chapter 8, the research findings are discussed in reference to the 

literature to answer the four research questions and affiliated hypotheses.  The 

discussion of the findings then leads to the theoretical contributions and the managerial 
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implication of this research.  Finally, limitations of this research and suggestions for 

future research directions are offered, before a conclusion to this research is provided.  
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2 LITERATURE REVIEW 

Chapter 2 provides the review of literature relevant to examine the influence of 

the league on consumers’ connection with their favourite team.  The chapter consists of 

three main sections.  The first section provides an overview of the context of this 

research, which is football in Australia.  The second section reviews the theoretical 

framework of how consumers connect with a team, which is explained by the 

Psychological Continuum Model.  The third section integrates reviewed literature and 

presents a conceptualisation of the influence of how leagues influence consumers’ 

involvement with their favourite team and influence consumers’ intentions to attend 

games of their favourite team.  

 

2.1 Research Context 

This section provides an overview of the context of this research.  The research 

context is formed by football in Australia with a primary focus on consumers of the A-

League.  Background information about the sport of football in Australia is presented 

followed by an overview of the A-League and the A-League’s prior brand development 

actions.  A justification of the research context concludes this section.  

 

2.1.1 Football in Australia. 

In Australia four major codes of football are present, each represented by a 

league.  The sport of Australian rules football is represented by the AFL; rugby league 

is represented by the NRL; rugby union is represented by the Super 15s; and football is 

represented by the A-League.  These four leagues compete for consumers.  The league 
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which individuals follow mainly depends on their location or their cultural heritage 

(Australian Government, 2008).  For example, in the state of New South Wales, the 

NRL is dominant, whereas in Victoria, the AFL is the main league (Hay, 2006).  Super 

15 is not a pure Australian league, because teams in the league are drawn from 

Australia, New Zealand and South Africa.  The A-League mostly has teams from capital 

cities throughout Australia, with one team from New Zealand.  The AFL, NRL and 

Super 15s are more popular and resourceful than the A-League that represents football, 

which is the world’s most popular sport (Moore, 2009).  Table 3 provides an overview 

of the attendance figures for each of the four leagues from 2006 until 2009, the year 

when this research commenced.  It is noted that the A-League had the lowest attendance 

figures of all four football leagues.  However, on a participation basis football was the 

most played sport in Australia, which is highlighted in Table 4.   

 

Table 3: Spectator Average Attendance 

Sport Average Attendance 

 2005 2006 2007 2008 2009 

AFL 33,535 33,535 38,117 38,287 36,212 
NRL 17,337 16,485 16,577 16,317 16,979 
Super 15# 25,103 24,890 21,292 20,132 20,056 
A-League* 10,956 12,911 14,608 12,181 9,831 

* 2005 = 2005/06; 2006 = 2006/07 … 2009 = 2009/10  
# In 2011, Super 14 added the Melbourne Rebels to form Super 15 
Source: Austadiums (2009); Stats (2009a; 2009b); Ultimate A-League (2010) 
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Table 4: Participation Figures Listed by Football Code 

Code Participation ‘000 

 2004 2005 2006 2007 2008 

Australian rules football 450.8 536.2 432.4 308.7 487.8 
Rugby league 172.2 195.9 201.1 175.2 219.9 
Rugby union 144.6 165.9 158.7 127.9 148.9 
Football (outdoor) 659.2 614.3 675.7 683.0 855.6 

Source: Standing Committee on Recreation and Sport (2004; 2005; 2006; 2007; 2008) 
 

As apparent from Table 3 and Table 4, football “has not been able to convert 

participant numbers into spectators at a national level” (Lock, Darcy, & Taylor, 2009, p. 

18).  Football’s marginal role in Australian spectator sport, compared to its major rivals, 

has been attributed to mismanagement of the National Soccer League (NSL) that 

previously represented the highest level of competitive football in Australia before the 

introduction of the A-League in 2005.  Even the EPL represents a competitor for the A-

League, because many Australian football consumers follow the EPL via media.  For 

example, in 2010 the Brisbane Times had featured 311 articles on Manchester United, 

compared to only 89 articles on Sydney F.C. or 60 articles on Brisbane Roar (Brisbane 

Times, 2010).   

In the NSL, football teams were linked to different ethnic backgrounds, such as 

Sydney United (Croatia) or Marconi Fairfield (Italian) (Hay, 1994; Hughson, 1992; 

Vamplew, 1994).  The football teams helped non-English-speaking immigrants to 

interact with each other, build networks and develop social contacts (Mosely, 1995).  

Supporting a specific team was determined by nationality and ethnicity (Hughson, 

1997), and thus not attractive for a broader audience without specific ethnic 

backgrounds.   
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The NSL made several attempts to detach the league from its ethnic roots, and to 

increase the popularity and sustainability of the league.  A strategy adopted in 1989/90 

was to switch the season to the summer months.  Two key reasons emerged for this 

change (Skinner, Zakus, & Edwards, 2008).  First, the season became aligned with the 

European football season, making it easier for the Socceroos (i.e., the Australian 

national football team) to compete in international matches.  For example, players are in 

regular competition during the time when international qualifiers are played, such as 

FIFA World Cup qualifying matches.  Second, the summer months were more 

promising to attract higher interest in the league, leading to higher game attendance 

(Nauright & Philipps, 1997).  The shift to the summer months made it possible to avoid 

direct competition with the AFL, NRL and Super 15s because their seasons are played 

during the winter months (Skinner et al., 2008).  In further rebranding attempts, the 

NSL changed the composition of teams and moved them to different cities and states 

(Bradley, 1990; Shilbury & Deane, 1995), hoping to de-ethnicise the league and market 

it to broader audiences.   

However, these attempts had limited success and failed to detach the ethnic roots 

of the teams (Mosely, 1997).  By the year 2003 public pressure on the NSL peaked due 

to continuing financial problems, poor attendance numbers and mismanagement as 

revealed by an independent review committee (Crawford, 2003).  A wide range of 

recommendations on the structure and management was provided to improve the long-

term sustainability and success of football.  Following this report and an investigation of 

the Australian Soccer Association (ASA) (NSL Task-Force, 2003), radical changes 

were initiated to reform and rebrand the sport and the league.   

In 2004, soccer was rebranded as football and the creation of a whole new 

league with a one-team-per-city policy commenced.  The ASA changed its name to 
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Football Federation Australia (FFA) and launched a campaign with the slogan: 

“Football, but not as you know it” (Skinner et al., 2008, p. 401).  The strategy of the 

campaign was to link former soccer to the global game ‘football’ to eliminate the ethnic 

connections associated with soccer in Australia.  On an international level the FFA was 

granted permission to leave the Oceania Football Confederation and join the Asian 

Football Confederation (AFC) in 2005.  The move to join the AFC provided a higher 

level of competition in international qualifying games and the opportunity for direct 

qualification to the FIFA World Cup (O'Neill, 2006).  On a national level the FFA 

introduced the A-League in 2005 to replace the NSL.   

 

2.1.2 A-League. 

The A-League is governed and managed by FFA and represents Australia’s 

highest football competition.  The A-League was designed to provide a successful and 

sustainable competition in Australia and started as an eight-team competition in its 

inaugural season.  The reframing of soccer into football and the one-team-per-city 

policy were introduced to provide a game for all Australians.  Five new teams were 

created (i.e., Central Coast Mariners, Newcastle Jets, Queensland Roar, Melbourne 

Victory and Sydney FC), two teams (i.e., Adelaide United and Perth Glory) graduated 

from the NSL and one team (i.e., New Zealand Knights) from New Zealand joined the 

competition.  The teams were selected on a competitive basis under strict guidelines.  

For example, long-term business plans needed to be provided (Skinner et al., 2008).  In 

return, the teams were guaranteed to be the only team in their given region within the 

first five years to protect the development of a consumer base.   
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The A-League expanded the competition with the addition of Gold Coast United 

and North Queensland Fury in the season 2009/10 and Melbourne Heart in the season 

2010/11.  Furthermore, the Sydney Rovers, based in western Sydney, were granted a 

licence to enter the league in the season 2011/12.  The decisions for expansion of the A-

League were based on the initial success of the league in creating solid attendance 

figures and eliminating ethnic roots (Lock, 2009a; Lock et al., 2009).  However, 

regardless of the initial success of the league with increasing attendance numbers in the 

first three seasons and a noticeable shift in the ‘fan culture’ (Lock, 2009a), the league 

struggled “with fan slump” after the 2007/08 season (Taylor, 2009).  As indicated by 

Table 5, attendance figures of the A-League have decreased since the 2008/09 season 

(Ultimate A-League, 2011).   

 

Table 5: Attendance A-League clubs 2006 - 2011 

 Season      
Team 2005/06 2006/07 2007/08 2008/09 2009/10 2010/11 
Adelaide United 10,948 12,165 12,697 11,712 10,765 11,552 
Brisbane Roar 14,785 16,465 16,951 12,995 8,652 9,279 
Central Coast Mariners 7,899 9.828 12,738 10,465 7,426 7,713 
Gold Coast United - - - - 5,392 3,434 
Melbourne Heart - - - - - 8,312 
Melbourne Victory 14,167 27,728 26,064 24,516 21,105 15,234 
Newcastle Jets 8,912 11,442 13,177 9,729 6,340 8,429 
New Zealand Knights 3,909 3,014 - - - - 
North Queensland Fury - - - - 6,723 4,245 
Perth Glory 9,734 7,671 7,606 7,942 9,209 8,488 
Sydney FC 16,669 14,999 16,382 12.380 12,987 7,656 
Wellington Phoenix - - 11,684 7,193 8,965 7,981 
Average 10,956 12,911 14,608 12,181 9,831 8,393 
Source: Ultimate A-League (2011) 
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The decreasing attendance figures have led to two teams leaving the league 

because the A-League revoked their licences.  The New Zealand Knights, based in 

Auckland left the competition after the season 2006/07 because of low attendance 

numbers and financial instability, and were replaced by another team from New 

Zealand, the Wellington Phoenix.  Sydney Rovers’ licence was cancelled before the 

team joined the competition and North Queensland Fury had its licence revoked after 

the season 2010/11.  The A-League took over ownership of North Queensland Fury 

from the foundation owner Don Matheson after the team’s inaugural season and lost an 

estimated $9 million over two seasons.  The financial instability of the team led to the 

A-League’s decision to revoke the licence because the league needed to invest in 

league-wide marketing and promotions and could not justify the team’s existence at the 

expense of other teams (Bojack, 2011).   

Similar to North Queensland Fury, five other teams have been financially 

supported by the league as well.  Adelaide United, Brisbane Roar, Newcastle Jets, Perth 

Glory and Gold Coast United have been owned and/or operated by A-League 

management.  The league took over the licence of, or injected funds into, several teams 

of the A-League because their owners could not afford to carry the financial losses.  The 

affected teams were Adelaide United (A-League held licence May 2009 – November 

2010), Brisbane Roar (A-League held licence March 2011 – February 2012), Newcastle 

Jets (A-League injected $ 300.000 September 2010) and Perth Glory (A-League held 

licence July 2006 – February 2007).  The league’s involvement with Gold Coast United 

was different from that with the other teams. 

 Gold Coast United drew the lowest attendance figures across the league in 

season 2009/10.  Reasons for the low attendance figures include the history of Southeast 

Queensland as a rugby league region (Hay, 2006), poor management decisions (Lewis, 
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2009), high ticket prices, a lack of community engagement and little to no marketing 

and promotions for home games (Hall, 2010).  The team focussed on winning games 

rather than marketing and community engagement to build a supporter base.  This 

strategy was unsuccessful and led to a decrease in stadium attendance.  In turn, the team 

decided to cap the crowd at 5000 attendees in late October 2009 to save $100,000 per 

game as only one section of the stadium needed to be open (Lutton, 2009).  This evoked 

the anger of Gold Coast United’s supporters and resulted in the team’s lowest 

attendance of only 2616 at the following game, as well as protests against the crowd 

cap.   

As a result of the crowd cap, the A-League took over control of the management 

and marketing of the team for the period between November 2009 and May 2010.  The 

league ceased capping the crowd in early November 2009 and agreed to pay the 

$100,000 difference for the remaining home games of season 2009/10.  At the end of 

the season, the team regained control over ticketing and marketing.  However, the team 

reintroduced the crowd cap at the beginning of season 2010/11.  Negotiations between 

Gold Coast United, the A-League management and members of the Gold Coast United 

Supporters Club (GCUSC) then led to an agreement that the original supporters-bay 

behind the goal was opened for members of the GCUSC.  Furthermore, the team agreed 

not to impose a definite cap and open other sections of the stadium if enough demand 

was generated.  Yet, despite a good on-field performance (fourth place in the league and 

Preliminary Final in the playoff season), the team again drew the lowest attendance 

across the league in season 2010/11.  Overall, Gold Coast United was unable to promote 

the team to their potential consumer market and failed to engage potential consumers.   
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2.1.3 Justification of research context. 

Football in Australia is the context of this research.  The Australian market is a 

very competitive sport consumer market where four ‘football’ leagues compete with 

each other.  Additionally, teams compete with other teams within the league, as well as 

with teams in other leagues.  Within this research context, emphasis is placed on the A-

League.  

The A-League has close relationships with its affiliated teams.  The A-League 

head office manages the league as a whole, governs the affiliated teams and provides 

the platform for the competition.  League management actions include, but are not 

limited to, dictating football regulations, providing event and venue operations 

guidance, negotiating media deals, setting media and marketing strategies and 

contracting sponsors (A-League, 2011).  This, as well as the league’s act of taking over 

control of several teams emphasises the close relationship between the A-League and its 

teams.  Therefore, the league influences the teams’ structure as well as their brand.   

Furthermore, the relatively new A-League has financial disadvantages compared 

to its more popular competitors.  These disadvantages negatively influence the brand 

development approach of the A-League.  Hence, the A-League is not able to service its 

consumers as well as market leader leagues, such as the AFL or NRL.  However, the 

high numbers of grass roots football players form a strong potential consumer market to 

be unlocked in the future.  As a result, research investigating how the league influences 

consumers of its teams may be more beneficial for leagues that are not in a market 

leader position compared to leagues that are in a market leader position. 

However, only investigating the purpose of this research in the context of one 

league poses disadvantages to the generalisability of the findings of the research.  Given 

that the A-League is not a market leader, findings from research only conducted in the 
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context of the A-League may not be applicable to other leagues.  In particular, findings 

generated by investigating only one league may be biased by the league specific 

context, which may be influenced by sport-specific culture or the position of the league 

in the market place (i.e., market leader versus non-market leader).  Thus, three out of 

four studies that were conducted for this thesis sampled participants that were 

consumers of four different leagues, while only one study focussed on the A-League to 

test research hypotheses in a specific context.  

Overall, this research context provides a good opportunity to examine the 

influence of the league on consumers’ connection with their favourite team.  In 

particular, the A-League is a good context to examine how the league influences 

consumers’ involvement with their favourite team, and how the league influences 

consumers’ intentions to attend games of their favourite team.  To investigate the 

purpose of this research, a review of the theoretical foundation of the research is 

warranted, which follows.  

 

2.2 Theoretical Framework 

The theoretical foundation of this thesis is represented by the Psychological 

Continuum Model (PCM) (Funk & James, 2001, 2006).  The PCM was utilised to 

structure the relevant theory and to explain the influence of the league on consumers’ 

connection with their favourite team.  This research project required a theoretical 

framework that explained how consumers connect with sport teams.  More specifically, 

two criteria needed to be met by this framework.   

The PCM met two criteria critical for this research.  First, the framework needed 

to be embedded in the sport consumer behaviour literature.  The PCM met this criterion 

 



 27

because it is an established framework within the sport consumer literature.  The 

framework has been utilised to understand team brand associations (Funk, 2002; Funk 

& James, 2006); active sport participation (Beaton, Funk, & Alexandris, 2009; Beaton 

et al., 2011); brand associations and loyalty (Filo, Funk, & Alexandris, 2008); motive 

and attitude change for sport events (Filo, Funk, & Hornby, 2009); the development of 

fan nations (Foster & Hyatt, 2008); destination involvement (Chen & Funk, 2010; Filo, 

Chen, King, & Funk, 2011); and the development of team identification (Lock, Taylor, 

Funk, & Darcy, 2012).  Second, the framework needed to provide the potential to 

integrate brand management and consumer behaviour literature.  The PCM met this 

criterion because its strong inter-disciplinary approach has been demonstrated across 

various fields (Beaton & Funk, 2008).  Therefore, it was possible to integrate literature 

from a brand management perspective.  To conclude, the PCM met two key criteria for 

establishment of a theoretical framework and was therefore deemed appropriate for the 

current research. 

The PCM functions as a framework that organises literature from different 

academic disciplines to understand active and passive sport consumer behaviour.  A key 

aspect within the PCM framework is its ability to outline how external and internal 

inputs initiate evaluative processes that lead to outcomes.  This sequence is presented in 

Figure 3. 
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Figure 3: A schematic overview of input factors, evaluative processes and 

outcomes 

 

Figure 3 provides a schematic overview of the input factors, evaluative 

processes and outcomes that represent the development of consumers’ connections with 

their favourite team.  External factors are presented in the box at the top left corner of 

Figure 3, and are represented by factors such as socialising agents or the sport league.  

Internal factors are presented in the box at the bottom left corner, and are represented by 

personal factors such as age, and psychological factors such as motives.  External 

factors and internal factors interact with each other, as indicated by the cross between 

the two boxes.  These factors influence evaluative processes, as indicated by the two 

arrows pointing towards the box labelled ‘evaluative processes’.  These processes are 

largely determined by individuals’ prior knowledge and involvement (Funk & James, 
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2006).  The evaluation of external and internal factors leads to the creation of 

psychological and behavioural outcomes (Funk, 2008; Funk & James, 2006), as 

indicated by the arrow pointing towards the box framing the two boxes labelled 

‘psychological outcomes’ and ‘behavioural outcomes’.  Psychological outcomes, such

as the formation of an attitude towards an object, and behavioural outcomes, such as 
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influence a consumer’s connection with a team.  

 
                                                

es, interact with each other as indicated by the cross between the two boxes.  

Formed psychological and behavioural outcomes then interact with new and 

existing input factors.  This influence is presented in the feedback loop by the do

arrows pointing from the box framing the labels of psychological outcomes and 

behavioural outcomes to the boxes of external factors and internal factors.  Further, 

formed psychological and behavioural outcomes can directly influence the evaluativ

processes in a feedback loop.  This feedback loop is indicated by the dotted a

pointing from the box framing the two boxes ‘psychologi

oural outcomes’ to the box evaluative processes. 

The following review provides an overview of input factors, evaluative 

processes and outcomes.  The review is guided by Figure 3.  The first section provides a 

synopsis of input factors that were identified as influencing consumers’ connection w

a football team in Australia5.  The development of an individual’s connection with a

team is the outcome of their evaluation of external and internal factors.  Within th

PCM it is proposed that external, personal and psy

 
5 The development of consumers’ connection with any sport brand follows a similar pattern as 

presented in Figure 3.  However, the research for this thesis was conducted with football teams in 

Australia; therefore this review focusses on fan development with football teams in Australia.  
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2.2.1 Inputs. 

This section provides an overview of the external and internal factors that 

influence consumers’ connection with their favourite team.  The overview starts with a 

review of external factors.  The review of external factors is followed by a review of 

personal factors and psychological factor, both of which represent internal factors.  

 

2.2.1.1 External factors. 

This section provides an overview of external factors that were deemed 

influential on consumers’ connection with a team.  External factors represent factors 

that reside outside of the individual and influence whether individuals identify that the 

team provides desirable attributes and benefits.  External factors that have been 

conceptualised as influencing consumers of teams consist of: factors that team managers 

cannot influence, factors that team managers can influence and the league in which the 

team competes.   

The first category represents uncontrollable external factors that can influence 

consumers’ connection with their favourite team.  These factors cannot be controlled by 

managers of sport teams and include socialising agents and geographic proximity.  

Socialising agents include individuals’ families, their social groups and the media that 

introduce the sport team to them.  Individuals’ family members have been found the 

most influential socialising agent in early life stages.  The role of fathers on the 

development of children’s commitment to a sports team has been emphasised (James, 

2001).  The influence of the family decreases after childhood and the influence of 

friends and social groups increases because the individual spends more time with 

friends and social groups than with the family (Hoff & Ellis, 1992).  Another external 
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factor that cannot be controlled by managers is the geographic proximity between 

individuals and the team.   

Sport consumers often develop a psychological connection to the team that is 

located in close geographic proximity (home team) (Aiken & Koch, 2009).  The home 

team is the most convenient to follow, given that following a team that is located further 

away will consume more time and money in travel than supporting a team that is 

located in close regional proximity.  The home team also offers chances to connect with 

a social group of other supporters from the same area, providing opportunities to fulfil 

needs and offer benefits (e.g., tailgating with friends) (Greenwood, Kanters, & Casper, 

2006).  Therefore, individuals are more likely to develop a connection with the home 

team compared to other alternatives.   

The second category represents controllable external factors that introduce the 

sport brand to individuals (Funk, 2008).  External factors that can be controlled by 

managers of sport teams and provide positive influence on consumers’ connection with 

a team include marketing promotions (e.g., Fink, Trail, & Anderson, 2002; Hill, 

Madura, & Zuber, 1982; McDonald & Rascher, 2000) and attributes of sport teams.  

Attributes of sport teams that have been identified in the literature are the team’s 

stadium, head coaches, star players, management, logo design, rivalry, team play 

characteristics, team tradition and history, the team’s culture and values, the team’s 

sponsor and the level of competition (Bauer et al., 2008; Funk, 2002; Gladden & Funk, 

2001, 2002; Ross et al., 2006; Wakefield & Sloan, 1995; Zhang et al., 1997).  These 

attributes can lead to brand associations that individuals link with the sport team.  Brand 

associations are reviewed in more depth in the psychological outcomes section, because 

associations can in turn serve as inputs on the development of consumers’ connection 

with a team.   
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The third category represents the external factor of the sport league in which the 

team competes.  Conceptually, the league within which a team competes represents an 

external factor that may have an influence on consumers of teams, because the league 

provides a framework for the teams to compete.  Therefore, consumers of teams may 

hold certain associations about the league that may influence their connection with their 

favourite team.  To date, the influence of external factors on consumers of teams has not 

been investigated.  The current research addressed this aspect by examining the 

influence of the league on consumers’ connection with their favourite team.  A detailed 

review of the relationship between leagues and teams is provided in section 2.3. 

In summary, socialising agents, geographic proximity, marketing promotions 

and attributes of teams were identified in the literature as external factors influencing 

consumers’ connection with a team.  The league in which the team competes was 

theoretically identified as an external factor that may also influence consumers of teams.  

The external factors interact with individuals’ personal and psychological factors to 

initiate evaluative processes.  These personal and psychological factors are reviewed in 

the next section.  

 

2.2.1.2 Personal factors. 

This section provides an overview of personal factors identified in the literature 

that were deemed influential on consumers’ connection with a team.  Personal factors 

represent factors internal to the individual, as presented in Figure 3.  The three personal 

factors age, gender and ethnicity have been identified as influencing consumers’ 

connection with a team.   
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Gender was identified as an influential factor on consumers’ connection with a 

team, as it has previously been identified as influencing individuals’ sport interests (e.g., 

Dietz-Uhler, Harrick, End, & Jacquemotte, 2000; James & Ridinger, 2002), sport 

fandom (e.g., Wann, 2002; Wann, Waddill, & Dunham, 2004) and sport related 

behaviour (e.g., Gantz & Wenner, 1991).  For example, Australian men (58%) are more 

likely to engage as sport spectators than women (42%) (Australian Bureau of Statistic, 

2007).  Also, sport and the connection to a team were identified as a more important 

factor of social status for men than for women (End, Kretschmar, & Dietz-Uhler, 2004).  

It was reported that women enjoy different types of sports.  Men are more interested in 

combative sports such as football whereas women prefer more stylistic sports (Sargent, 

Zillmann, & Weaver, 1998).  As a result, sport spectatorship is often considered a male-

dominated activity (Wann & Waddill, 2003).  However, women’s interest in sports and 

their participation as sport spectators is growing in many professional sport leagues 

(Fink et al., 2002).  Additionally, Ridinger and Funk’s (2006) examination of female 

sport spectators found that female spectators did not score lower on scales investigating 

excitement and vicarious achievement compared to male spectators.   Thus, while the 

motives that drive spectators to follow sport teams are similar for males and females, 

gender was identified as an important personal factor on influencing consumers’ 

connection with a team.   

Age was identified as an influential factor on consumers’ connection with a 

team, yet findings appear inconsistent.  Wann (2002) identified no differences in sport 

fandom between respondents in different age groups.  Wann’s findings might be related 

to their sampling selection of college students who are typically represented by a narrow 

age range.  In contrast, Tobar (2006) examined differences in sport fandom between 

college students and their parents, and revealed that younger participants reported a 
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higher sport fandom score than the group of older participants.  Tobar’s explanations for 

these differences were a potential lack of time for older individuals and a change of 

interest over time.  Overall, findings related to the influence of consumers’ age on their 

connection with a team appear inconsistent.   

Ethnicity was identified as an influential factor on consumers’ connection with a 

team, as it was the personal factor that had the highest influence on consumers’ 

connection with a football team in Australia prior the formation of the A-League.  

European ethnicity had a central role in the formation of consumers’ connection with 

teams in the National Soccer League (Hay, 1994; Hughson, 1992; Vamplew, 1994).  

Individuals’ connection with a team was highly determined by their nationality and 

ethnicity (Hughson, 1997).  However, the introduction of the A-League initiated a shift 

in consumers’ support towards factors other than ethnicity (Lock, 2009a; Lock et al., 

2009).  This aspect has been outlined extensively in the research context presented in 

section 2.1.  

In summary, gender, age and ethnicity were identified as personal factors 

influencing consumers’ connection with a football team in Australia.  The personal 

factors interact with external and psychological factors to initiate evaluative processes.  

These psychological factors are reviewed in the next section.  

 

2.2.1.3 Psychological factors. 

This section provides an overview of personal factors identified in the literature 

that were deemed influential on consumers’ connection with a team.  Psychological 

factors represent factors internal to the individual, as presented in Figure 3.  They 

represent individuals’ utilitarian motives and hedonic motives (Funk & James, 2004, 
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2006; Hirschman & Holbrook, 1982; Neale & Funk, 2006).  Utilitarian motives relate to 

functional aspects that a connection with a sport team can satisfy.  Hedonic motives 

relate to pleasure-based aspects that a connection with a sport team can satisfy (Funk & 

James, 2006).  Utilitarian and hedonic motives are not mutually exclusive and can work 

in concert (Batra & Ahtola, 1990).  For consumers of sport teams, these factors include 

many different motives.  

Researchers have identified numerous motives for individuals’ support of sport 

teams (e.g., Funk, Filo, Beaton, & Pritchard, 2009; Funk, Mahony, & Ridinger, 2002; 

Sloan, 1989; Trail, Anderson, & Fink, 2000; Trail & James, 2001; Wann, 1995).  

However, a closer examination led to the conclusion that many motives show 

similarities (Funk et al., 2009).  Researchers have labelled motives as different from one 

another although they represent similar underlying constructs.  For example the 

construct of socialisation includes motives of camaraderie, family bonding, friends 

bonding, group affiliation and social interaction.  These motives have all been used by 

researchers (Funk, Ridinger, & Moorman, 2004; Madrigal, 2006; Neale & Funk, 2006; 

Trail & James, 2001; Wann, 1995) to describe “a desire for sociability and the extent to 

which a person perceives attending a sport event as an opportunity to interact with 

family, friends, and other spectators” (Funk et al., 2009, p. 129).  Therefore, only a 

parsimonious set of five core motives is reviewed in this section.  

Funk and colleagues (2009) examined five core motives to explore why 

individuals become sport consumers and engage in sport related behaviour.  The 

examined set includes socialisation, performance, esteem, excitement and diversion 

(SPEED).  Performance represents the aesthetic motives of the sport consumption, such 

as the beauty and grace of the game or the style of how the team scores points.  Esteem 

relates to the opportunity for vicarious achievement that a sport team provides the 
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individual with.  Excitement is linked to the sport experience and the drama and 

excitement of the uncertainty of a game’s outcome.  Diversion relates to the opportunity 

teams provide to their consumers to escape from their daily routines.  As demonstrated 

with socialisation, which has been described in the previous section, the SPEED 

dimensions cover numerous motives for sport related consumption that have been 

identified by various researchers (Funk et al., 2009).   Thus, five core motives (SPEED) 

were identified as psychological factors influencing consumers’ connection with a team.   

To summarise this review of input factors, the presented internal and external 

factors work together in concert to influence consumers’ connection with a team.  

Personal and psychological factors create a push towards the team, whereas external 

factors create a pull towards the team (Shilbury, Westerbeek, Quick, & Funk, 2009).  

The list of reviewed inputs is not exhaustive.  However, external, personal and 

psychological factors that may influence consumers’ connection with a football team in 

Australia have been identified in the literature.  The presented inputs initiate evaluative 

processes that are reviewed in the next section.  

 

2.2.2 Evaluative processes. 

The evaluation of the external and internal input factors influences consumers’ 

connection with a team, as presented in Figure 3.  In the evaluation process phase, 

individuals evaluate external, personal and psychological factors.  The understanding of 

evaluative processes proposes that input factors are evaluated according to cognitive 

and affective criteria (Rosenberg & Hovland, 1960).  In the cognitive evaluation 

process, the individual forms a connection with the team based upon processed 

information.  In the affective evaluation process, the individual connects the team with 
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stimuli that evoke feelings or emotions.  Within the PCM, it is proposed that input 

factors are evaluated via cognitive, affective and behavioural evaluation processes 

(Funk & James, 2001, 2006).   

The influence of each process depends on the individual’s characteristics, 

personality, perception, memory and prior knowledge.  The evaluation process 

determines whether a connection with a sport team represents a desirable outcome for 

individuals.  Other conceptualisations of evaluative processes state that only cognitive 

elements account for the formation of an attitude (Eagly & Chaiken, 1993).  It has also 

been argued that individuals differ in their evaluation processes where some base their 

attitude predominantly on cognitive evaluations and others base their attitude mainly on 

affective evaluations (Haddock & Zanna, 1999). 

In their review of attitudes, Eagly and Chaiken (2007) refuse to define the nature 

of evaluative processes regarding the formation of attitude in one specific way.  The 

authors argue that all different ways of explaining evaluative processes are “metaphoric 

because they do not have an inherent reality that allows them to be directly viewed or 

verified” (p. 590).  This perspective is adapted for this paper; therefore, evaluative 

processes were not distinguished on the basis of their different nature.  Although the 

discussion of evaluative processes does not distinguish between the nature of the 

processes, individuals evaluate inputs differently, based on their prior knowledge, 

involvement, needs and wants (Funk & James, 2006).  The evaluation process of these 

inputs leads to psychological outcomes and behavioural outcomes.  Psychological 

outcomes are reviewed in the next section.  
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2.2.3 Outcomes. 

This section provides an overview of the psychological and behavioural 

outcomes resulting from consumers’ connection with a team.  The section is separated 

into two sub-sections.  The first sub-section provides an overview of four potential 

psychological outcomes, whereas the second sub-section provides an overview of 

potential behavioural outcomes.  

 

2.2.3.1 Psychological outcomes. 

This section provides a review of psychological outcomes, as presented in 

Figure 3.  Four main psychological outcomes are reviewed in this section.  The first 

psychological outcome is individuals’ awareness of the existence of a team.  The second 

psychological outcome is consumers’ brand associations linked with a team.  The third 

psychological outcome is consumers’ attitude towards a team.  The fourth psychological 

outcome is consumers’ beliefs about a behaviour and intentions of engaging in the 

behaviour.  

 

2.2.3.1.1 Awareness of team existence. 

Knowledge is reflected in individuals’ awareness about the existence of a sport 

team.  However, the majority of individuals are most likely aware of the existence of 

sport leagues and teams because of their popularity (Bauer, Sauer, & Schmitt, 2005) and 

regional embeddedness (Gladden & Funk, 2002).  Additionally, consumer awareness 

highly depends on the brand associations that consumers link with the sport team (Bauer 
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et al., 2008).  Therefore, brand associations that consumers link with sport teams are 

important and a review of them is warranted.  

 

2.2.3.1.2 Brand associations. 

Brand associations for teams represent attributes and benefits of teams linked in 

the mind of individuals related to a specific team (Gladden & Funk, 2002).  Several 

studies have been undertaken to gain a deeper understanding of individuals’ brand 

associations of sport teams.  Gladden and Funk (2002) developed a Team Association 

Model (TAM) and identified and measured 16 associations that were classified into 

attributes, benefits and attitudes6 for sporting teams.  Bauer et al. (2008) modified the 

TAM and demonstrated the applicability of 22 associations to the German football 

market.  Ross et al. (2006) introduced a Team Brand Association framework with 13 

associations, of which 11 were confirmed in a follow up study (Ross, Russell, & Bang, 

2008).  Ross and colleagues did not follow the conceptualisations of Gladden and Funk 

(2002) and Bauer et al. (2008), who distinguished between attributes, benefits and 

attitudes.   

Table 6 provides an overview of the team brand associations identified in the 

literature.  The table is separated in the three sections of attributes, benefits and attitudes 

and three columns that present team brand associations examined in different studies.  

                                                 
6 Consistent with Funk and James’ (2004) Fan Attitude Network Model, attitudes are 

conceptualised as outcomes of the evaluation of brand associations based on the team’s attributes and 

benefits.  However, attitudes are included in Table 6 to acknowledge their inclusion as brand associations 

in previous research.  
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The columns are arranged in chronological order with research by Gladden and Funk 

(2002) presented in the first column, research by Ross et al., (2006) presented in the 

second column and research by Bauer et al., (2008) presented in the third column.   

Overall, Table 6 provides 30 unique brand associations that consumers link with 

sport teams.  The table shows that different research teams have identified diverse brand 

associations.  That is, some brand associations, such as tradition or success have been 

identified in all three studies.  However, it is surprising that other brand associations, 

such as rivalry or star player, were not identified in all three studies.  These diverse 

findings indicate that future research on team brand associations is warranted.  

However, a detailed discussion of team brand association is not provided in this 

literature review, because team brand associations were not the focus of this research.  

Yet, it should be noted that these brand associations are formed on the evaluation of the 

attributes and perceived benefits of the team (Gladden & Funk, 2002).  Subsequently, 

the evaluation of these associations influences the formation of individuals’ attitudes 

towards teams (Funk & James, 2004, 2006).  A review of individuals’ attitude towards 

teams is provided in the next section.  
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Table 6: Overview of Existing Team Brand Associations  

Gladden & Funk 2002 Ross et al. 2006 Bauer et al. 2008 
Attributes   
Logo design Brand Mark Logo and colours 
Head coach Nonplayer personnel Head coach 
Management Nonplayer personnel Management  
Product delivery Team play characteristics Team performance 
Stadium Stadium Community Stadium 
Star Player - Star Player 
Success Success Success 
Tradition History Club history and tradition
- Characteristics of sport - 
- Concession  - 
- Organisational attributes - 
- Rivalry  
- - Club cultures and values 
- - Fans 
- - Sponsors or owner 
- - Regional provenance 
- - Team 
Benefits   
Escape - Escape 
Identification    
Nostalgia - Nostalgia 
Peer group acceptance  Peer-group acceptance 
Pride in Place - Pride in place 
- Social Interaction Socializing 
- Consumption experience - 
- - Emotions 
- - Entertainment 
Attitudes   
Importance - - 
Knowledge - - 
Affect - Affect 
- Commitment - 
Source: Developed for this research 
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2.2.3.1.3 Attitudes. 

Attitudes are “a psychological tendency that is expressed by evaluating a 

particular entity with some degree of favor or disfavor” (Eagly & Chaiken, 1993, p. 1).  

The evaluation is based on input factors and results in knowledge represented in 

memory (Fazio, 2007).  Attitudes have been identified as the overall evaluation of a 

brand, based upon the assessment of the brand’s associated attributes and benefits 

(Keller, 1993).  Consumers’ attitudes towards a team characterise how strong 

consumers are connected to the team (Funk & James, 2004) and influence their 

involvement with the team.   

Involvement has generally been conceptualised to represent an individual’s 

psychological connection with an object based on “inherent needs, values, and interests” 

(Bloch & Richins, 1983; Celsi & Olson, 1988; Zaichkowsky, 1985, p. 342).  In a sport-

team consumer context, involvement represents the degree to which individuals 

evaluate their connection with the team based on whether it provides hedonic value 

(pleasure), symbolic value (sign) and central value (centrality) to their life (e.g., Beaton 

et al., 2011).  Hedonic value represents the pleasure and enjoyment individuals derive 

from their involvement with the sport object.  Symbolic value stands for the level of 

symbolism individuals derive from their involvement with the sport object.  Central 

value represents the pivotal role of the sport object on individuals’ life and lifestyle (cf. 

Beaton et al., 2009).  Therefore, individuals’ involvement with a team represents their 

connection with a sport team based on the degree to which the team is a central 

component of their life and provides both hedonic and symbolic value (Beaton et al., 

2011).  For that reason, in the remainder of this thesis team involvement serves as a 

proxy measure of consumers’ connection with their favourite team and captures motives 
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from previous literature as a state of motivation instead of examining each motive 

individually. 

Involvement affects the information acquisition and evaluation process (Bauer, 

Sauer, & Becker, 2006; Mitchell, 1981).  In general, individuals who show a high level 

of involvement are biased in their cognitive processing (Funk & James, 2001) and 

decision making styles (Bauer, et al., 2006).  Regarding biased cognitive processing, 

Funk and James (2001) suggested that individuals who show a high level of 

involvement with a sport object are likely to accept positive information about that sport 

object and unlikely to accept negative information about that sport object.  Indeed, these 

individuals are likely to refute negative information in support of the sport object (Funk 

& James, 2001) or to alter their dimension of comparison to protect their self-image 

(Tajfel & Turner, 1979).  Conceptually, highly involved individuals are more likely to 

engage in behaviour related to the sport object (Funk & James, 2001, 2006).  Thus, 

individuals’ team-related behaviour and behavioural intentions are discussed in the next 

section.  

 

2.2.3.1.4 Behavioural intentions. 

Generally, the stronger individuals’ involvement with the sport object is, the 

more likely they are to perform behaviour related to the sport object (Beaton et al., 

2011; Funk & James, 2006).  However, there are cases when individuals’ team-related 

behaviour does not correlate with their involvement.  For example, researchers 

identified constraints that hindered consumers’ game attendance (Pritchard et al., 2009) 

or identified that consumers substituted game attendance with media consumption 

(Pritchard & Funk, 2006; Zhang & Smith, 1997).  Integrating a theory that 
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conceptualises how behavioural intentions are formed is beneficial in explaining cases 

when involvement does not correlate with behaviour.  Therefore, the Theory of Planned 

Behaviour (TPB) is integrated in the PCM framework to examine how behavioural 

intentions are formed.   

According to the TPB (Ajzen, 1985, 1991) behavioural intentions “capture the 

motivational factors that influence a behaviour; they are indications of how hard people 

are willing to try, or how much of an effort they are planning to exert, in order to 

perform the behaviour.” (Ajzen, 1991, p. 181).  Intentions to perform behaviours are 

formed based on the evaluation of three kinds of beliefs – behavioural beliefs, 

normative beliefs and control beliefs.  These beliefs are formed based upon individuals’ 

knowledge of, and involvement with, the sport team.   

Behavioural beliefs are formed on the basis of the likely consequences of the 

intended behaviour.  The consequences are the perceived costs and benefits individuals 

expect from performing team-related behaviour, as well as their feelings associated with 

the performance of the behaviour (Ajzen, 1991).  The evaluation of these beliefs leads 

to the formation of positive or negative attitudes towards the behaviour.   

Attitudes towards the behaviour may influence individuals’ intentions to 

perform team-related behaviour.  Within the PCM framework it is proposed that 

individuals’ attitudes towards the team influence their team-related behaviour, such as 

watching games on television, attending games and buying team merchandise (Funk & 

James, 2001).  However, previous research identified that factors beyond individuals’ 

involvement with the team influenced their intentions to attend team games (Hill & 

Green, 2000; Wakefield, Blodgett, & Sloan, 1996; Wakefield & Sloan, 1995).  Hill and 

Green (2000) demonstrated that perceptions of the sportscape (e.g., stadium cleanliness, 

food and beverage service) influenced individuals’ attitudes towards team game 
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attendance.  Thus, it is expected that individuals not only form attitudes towards the 

team, but they can also form attitudes towards team game attendance.  For example, 

allegiant consumers of a team (e.g., resistant to change their affiliation, biased in 

cognitive processing; Funk & James, 2001) might not attend games because they hold 

negative attitudes towards game attendance (e.g., the stadium is dirty, it is too loud).  

Therefore, individuals’ attitudes towards team game attendance differ from attitudes 

towards the team and are expected to influence intentions to attend games.  

Normative beliefs are the beliefs individuals hold that significant others may 

have certain expectations towards the individual (Ajzen, 1991).  These significant others 

either both encourage and approve team-related behaviour, or they discourage and 

disapprove of team-related behaviour.  The evaluation of these beliefs leads to the 

formation of perceived social norms towards the behaviour.   

Perceived social norms towards the behaviour may influence individuals’ 

intentions to perform team-related behaviour.  Within the PCM framework it is 

proposed that socialising agents influence individuals’ awareness of sport teams and 

their team-related behaviour (Funk & James, 2001).  Socialising agents and the value 

the social environment places on the team have been found highly influential on team-

related behaviour (Cunningham & Kwon, 2003; James, 2001; Melnick, 1993; Trail & 

James, 2001; Wann, 1995) because they influence the perceived social norms 

individuals perceive towards the behaviour (Cunningham & Kwon, 2003).  Image 

management strategies (e.g., Cialdini et al., 1976; Cialdini & Richardson, 1980; Snyder, 

Lassegard, & Ford, 1986) explain that individuals bask in the reflected glory (BIRG) of 

sport teams or cut off reflected failure (CORF) of sport teams.  These strategies are 

understood to serve to enhance (BIRG) or protect (CORF) individuals’ image (Snyder 

et al., 1986) as perceived by their social environment.  Thus, the perceived social norms 
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individuals link with team game attendance are believed to influence their intentions to 

attend games.  For example, some game attendees wear paper bags over their head or do 

not attend games when their team is on a losing streak.  Their attitudes towards the team 

may be strong but they may perceive that attending the team’s games does not reflect 

the perceived social norms of their reference group and thus they remove their visible 

connection to the team.  Likewise individuals with weaker attitudes may not attend the 

team’s games at all because of the perceived social norms they perceive in their 

environment.  As shown with BIRGing for sport teams, following a specific sport 

league may conform to individuals’ perceived social norms better than following other 

leagues.  These perceived social norms may be formed based on individuals’ evaluation 

of the quality of football played in the league (e.g., EPL versus A-League), based on 

their geographic location (e.g., Victoria versus New South Wales) or based on their 

ethnicity (e.g., European versus Australian).  Therefore, individuals’ perceived social 

norms towards team game attendance are expected to influence intentions to attend team 

games.  

Control beliefs are formed about factors that may foster or hinder team-related 

behaviour.  These control beliefs reflect individuals’ confidence in their ability and 

resources to perform a behaviour (Ajzen, 1991).  Perceived behavioural control may not 

represent actual behavioural control accurately, as individuals may be able to perform a 

behaviour, yet they may believe it is not possible.  Therefore, perceived behavioural 

control is a good predictor of intentions to perform the behaviour, particularly when 

individuals have little information about the behaviour (Ajzen, 1985).  The evaluation 

of these beliefs leads to the formation of the perceived control to perform the behaviour.   

Perceived behavioural control may influence individuals’ intentions to perform 

team-related behaviour.  Within the PCM framework it is proposed that individuals’ 
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attitudes towards the team influence their team-related behaviour (Funk & James, 

2001).  However, previous research identified that the factors time and money 

influenced individuals’ intentions to attend team games.  A perceived lack of the factors 

time and money were found to be the biggest constraints to prevent individuals 

attending games (Cunningham & Kwon, 2003).  Additionally, the ease of attending, 

such as parking at the stadium, was found to influence intentions to attend games (Hill 

& Green, 2000).  An example of when the perceived behavioural control influences 

individuals’ game attendance is when they want to attend the game but perceive that the 

game is scheduled at an inconvenient time, the ticket price is too high, travel time to 

reach the stadium is too long or car parking is difficult.  These aspects are influenced by 

the league because leagues introduce teams in specific locations, schedule games and 

influence the price structure of teams.  The examples highlight the fact that time, money 

and ease of performing the behaviour may influence individuals’ team-related 

behaviour.  Therefore, individuals’ perceived behavioural control over team game 

attendance is expected to influence their intentions to attend team games. 

Attitude towards the behaviour, perceived social norms towards the behaviour 

and the perceived behavioural control interact with each other and lead to the creation of 

behavioural intentions (Ajzen, 1991).  Within the PCM, it is proposed that individuals’ 

team involvement positively influences behaviour related to the team.  However, this 

review posits that, while involvement with the team represents consumers’ 

psychological connection with the team, consumers’ beliefs about team game 

attendance may mediate the influence of involvement on individuals’ intentions to 

attend games of their favourite team.  Therefore, integrating the TPB in the PCM 

framework may provide explanation for cases when individuals’ team-related behaviour 

does not correlate with their team involvement.  Subsequently, intentions to perform 
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team-related behaviour are conceptualised to influence behavioural outcomes (Ajzen, 

1985, 1991). 

 

2.2.3.2 Behavioural outcomes. 

Psychological outcomes interact with and influence behavioural outcomes, as 

presented in Figure 3.  Behavioural outcomes represent individuals’ investment of time 

and/or money on team consumption activities.  Behavioural outcomes include game 

attendance (e.g., Armstrong, 2002), media consumption (e.g., Drayer, Shapiro, Dwyer, 

Morse, & White, 2010; Pritchard & Funk, 2006), merchandise consumption (e.g., Wann 

& Branscombe, 1993), positive word-of-mouth (e.g., Lock et al., 2012) and positive 

sponsor evaluations (e.g., Filo, Funk, & O'Brien, 2010).  Within the PCM framework it 

is proposed that behavioural outcomes are shaped based on individuals’ characteristics, 

prior knowledge of and involvement with the team.  Subsequently, behavioural 

outcomes initiate a feedback loop to serve as inputs for future decision-making (Funk & 

James, 2006).   

 

2.2.4 Feedback loop. 

The formed psychological and behavioural outcomes serve as additional input 

factors and influence the existing input factors in a feedback loop, as presented in 

Figure 3.  For example, prior behaviour has been identified as influencing individuals’ 

attitudes and behaviours (e.g., Ajzen, 2002; Ajzen, Czasch, & Flood, 2009) and has 

been linked to initiating the formation of new psychological inputs and influencing 

already existing psychological inputs (e.g., Hagger, Chatzisarantis, & Biddle, 2001; 

Hagger, Chatzisarantis, & Biddle, 2002; Yordy & Lent, 1993).  As Ajzen (2002) 
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argued, “the frequency with which a behaviour has been performed in the past can be a 

good predictor of later action” (p. 108).  Therefore, the development of consumers’ 

connection with their favourite team is conceptualised as a progressive process within 

the PCM.   

 

2.2.5 Team consumer development. 

Team consumer development is a progressive process (Funk & James, 2001, 

2006).  The developmental progression of consumers’ connection with a team is 

presented in Figure 4, which was adapted from Beaton et al. (2011).  The strength of the 

connection is classified into four hierarchical stages within the PCM framework: 

awareness, attraction, attachment and allegiance.  Each stage represents an increased 

level of involvement with the sport object (Funk & James, 2006).   
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Figure 4: Schematic overview of the PCM  

 

2.2.5.1 Awareness. 

Individuals need to be aware of a sport team before they can develop a 

connection with the team.  In the awareness stage, individuals learn that a sport team 

exists but do not have a preference for any particular team.  An individual’s 

development of a connection with a team starts with the awareness process that is 

influenced by external factors.  As presented in Figure 4, marketing promotions, 

socialising agents and the value that the individual’s social environment places on the 

team dominate the awareness process (James, 2001).  For example, an individual moves 
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to Australia and learns through friends that that the highest football competition is 

called A-League and a team named Gold Coast United located in close proximity to the 

individual’s new home, is part of the A-League.  The outcome of the awareness process 

is the realisation and knowledge that the team exists, yet the individual has not formed a 

psychological connection with the team.  The awareness stage can be summarised by 

the statement ‘I know about Gold Coast United’.  Awareness outcomes interact with 

external, personal and psychological inputs and influence attraction processes.  

 

2.2.5.2 Attraction. 

In the attraction process, the individual processes the knowledge gained from the 

awareness stage to find opportunities to satisfy utilitarian and hedonic needs.  External 

factors, such as marketing promotions and socialising agents, still influence the 

individual’s connection with the team, but other internal factors become equally 

important.  Attributes (e.g., a star player) and benefits (e.g., the diversion derived from 

team-related behaviour) of the team can fulfil utilitarian needs and hedonic motives and 

create associations about the team.  These associations are the brand associations that 

the individual links with the sport object (Gladden & Funk, 2002).  The individual’s 

connection with the sport team strengthens if the team can fulfil the individual’s needs 

and s/he links positive associations with the team.   

For example, the individual becomes aware of Gold Coast United because the 

A-League is the highest competition in Australia.  The individual then starts to read 

about the league and the team and learns that another team in the league had signed 

Robbie Fowler as the marquee player.  The individual liked Fowler since seeing him 

play for Liverpool F.C., and now likes the fact that teams of the A-League have star 
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players.  The individual then starts to research Gold Coast United’s marquee player.  

Realising that Jason Culina was signed by the team closest to his/her new home makes 

the individual decide to attend the first game of the season.  The outcome of the 

attraction process is the development of an attitude towards the team.  The individual’s 

connection to the team has strengthened and s/he likes some aspects of the team and is 

likely to engage in related behaviours for the enjoyment and entertainment that the team 

provides.  However, psychological attraction outcomes are not enduring and very 

unstable (Funk, 2008).  The attraction stage is summarised by the statement ‘I like Gold 

Coast United’.  Attraction outcomes interact with external, personal and psychological 

inputs and influence attachment processes.  

 

2.2.5.3 Attachment. 

Attachment processes start as the individual’s connection to the sport team 

continues to develop.  The influence of external factors declines and psychological 

factors become more important (Funk, 2008).  In the attraction process, the formed 

associations take on functional, symbolic and emotional meaning that interact with the 

individual’s identity and the individual links the sport team with his/her core values 

(Funk & James, 2006).  Attachment outcomes are represented by stronger connection 

with the team.  The individual identifies with the team and is less likely to abandon it 

for another one.  The strengthened connection also leads to an increase in the 

individual’s behavioural outcomes.  

Team-related behavioural outcomes become more frequent and complex and 

also take on emotional, functional and symbolic meanings (Funk & James, 2006).  

Continuing with the example, the individual now enjoys spending time at Gold Coast 
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United games and buys team-related merchandise.  The individual links Gold Coast 

United with his/her core values, such as strong community engagement.  The 

attachment stage is summarised by the statement ‘I am a Gold Coast United fan’.  

Attachment outcomes serve as inputs to interact with the attachment process in a 

feedback loop to influence allegiance.   

 

2.2.5.4 Allegiance. 

The last stage of consumers’ connection with a sport team is the allegiance 

stage.  Allegiance represents the psychological commitment of an individual to the team 

and differs from attachment outcomes because the emotional, functional and symbolic 

meanings form a stable connection with the team and lead to consistent behaviour (Funk 

& James, 2006).  Internal inputs lead to attitudinal outcomes that are persistent, resistant 

and consistent with endurable behaviour (Funk, 2008; Funk & James, 2006).  

Persistence refers to the continuance of the psychological connection over a long period 

of time, whereas resistance to change refers to the ability of the psychological 

connection to withstand external, personal and psychological factors that challenge the 

connection and behaviour (Pritchard, Havitz, & Howard, 1999).  Resistance to change 

has been identified as a central factor in an individual’s psychological connection (e.g., 

Crosby & Taylor, 1983; Dick & Basu, 1994; Jacoby & Kyner, 1973).  A strong 

resistance to change a connection to a team means that the individual is less prone to 

negative external factors that might confront this connection (Crosby & Taylor, 1983).   

Allegiance outcomes also reflect the impact that the individual assigns to inputs.  

Allegiant individuals tend to be biased in their evaluation of external and internal 

inputs.  They tend to favour inputs that are consistent with their beliefs and feelings, 
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compared to inputs which challenge the psychological connection (Funk & Pritchard, 

2006).  Overall, allegiance outcomes are more durable and have a stronger impact on 

the individual than attachment outcomes.  In the allegiance stage, the individual makes 

the team a part of the self.  The individual’s connection becomes durable and guides 

his/her behaviours (Funk & James, 2006).  The allegiance stage is summarised by the 

statement ‘I live for Gold Coast United’.  The allegiance stage represents the strongest 

connection of an individual with a team.   

Additional to the described upwards movement along the involvement stages of 

the framework, individuals may also move downwards, which represents their 

decreasing involvement with the team (e.g., Beaton et al., 2011).  Overall, the 

progression of an individual from initial awareness of a sport team, to attraction, to 

attachment and finally to allegiance represents the progressive process of consumers’ 

connection with a team.  The next section provides a summary of the presented 

theoretical framework and reiterates the addressed limitations. 

To summarise this section on the developmental progression of consumers’ 

connection with a team, external and internal factors initiate processes that influence 

individuals’ level of involvement with a sport team.  The evaluative processes depend 

on the individual’s knowledge of and level of involvement with the team.  The 

processes occur in a developmental progression represented by four distinct 

involvement stages – awareness, attraction, attachment and allegiance.  The progression 

of an individual from initial awareness of a sport team, to attraction, to attachment and 

finally to allegiance represents the development of an individual’s connection with a 

team.  As apparent from the provided review, the PCM provided an appropriate 

framework to investigate the influence of external factors on consumers of teams.  

However, the influence of the external factor of the league on consumers of teams is a 
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conceptualisation that remains empirically unexplored to date.  The next section 

addresses how this research aims to investigate this conceptualisation.  

 

2.2.6 Research Purpose. 

Sport consumers’ attitude formation and change has been examined within the 

PCM in various studies (Filo et al., 2008; Filo et al., 2009; Foster & Hyatt, 2008; Funk 

et al., 2009; Funk & James, 2006), with most researchers focussing on psychological 

factors and the vertical transition between the different stages.  For example Filo and 

colleagues (2009) examined how web-site content can move consumers from awareness 

to attraction, and Filo et al. (2008) examined the role of motives on the transition from 

the attraction to the attachment stage.  Within the PCM framework, it has been 

conceptualised that external factors work in concert with internal factors to influence an 

individual’s evaluative outcomes (Funk & James, 2006), as depicted in Figure 3.  

However, this conceptualisation has not been empirically examined.   

Researchers have identified external factors that may influence consumers of 

teams.  These factors were categorised in the previous section in two categories, namely 

factors that can be controlled by sport team managers and factors that cannot be 

controlled by sport team managers.  Additionally, a third category of external factors 

that may influence consumers of teams was identified.  The third category represents the 

external factor of the sport league in which the team competes.  Conceptually, the 

league within which a team competes represents an external factor that may have an 

influence on consumers of teams.  Leagues can influence the management, design and 

structure of teams and therefore may also influence consumers’ evaluations of teams.  

However, the influence of the league on consumers of teams has not been investigated. 
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Therefore, the purpose of this research is to examine the influence of the league on 

consumers’ connection with their favourite team.  In particular, the research addresses 

how leagues influence consumers’ team involvement and intentions to attend games of 

their favourite team.   

This research uses the PCM framework as a conceptual framework to guide the 

examination of the influence of the league on consumers of teams but does not examine 

the stage based development of consumer involvement.  It is acknowledged that it may 

be possible and likely that the influence of the league on consumers’ connection with 

their favourite team differs between individuals in different stages of involvement.  That 

is, the league may have a stronger influence on individuals in the lower stages of the 

PCM that have not internalised the team, whereas the influence of the league on 

individuals in the higher stages of the PCM may be weaker.  However, an examination 

of the influence of the league on the stage-based developmental process of consumers of 

teams is beyond the scope of this research project.  This aspect is discussed in section 

8.4.8 that is concerned with future directions of this research area.  The following 

section provides a detailed review of the influence of the sport league on consumers’ 

connection with a team.  

 

2.3 The Influence of the League on Consumers of Teams 

The influence of the league on consumers of teams is examined.  The league 

represents an important external factor that influences consumers of teams because of 

the close relationship between the league and its teams.  First, the sport league structure 

is reviewed to provide a general understanding of the structural relationship between 

leagues and their teams.  Then, the relationship between leagues and teams as perceived 
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by individuals is reviewed.  This relationship represents sport brand architecture, which 

is determined by the management, the design and the structure of the involved brands as 

perceived by individuals.   

A general overview of the relationship between leagues and teams is presented 

in Figure 5, which is adapted from Muzellec and Lambkin’s (2009) dynamic model of 

brand architecture.  At the centre of the figure, located in the trapezoid, is the 

relationship between the league and its teams.  The vertical dimension illustrates the 

hierarchy of the league and its teams as well as their interaction.  The trapezoid 

represents the broader perspective of the league compared to individual teams.  This is 

because the league provides the umbrella organisation for all teams and deals with 

multiple stakeholders beyond the team level.  The vertical double-headed arrow 

indicates the strong interaction between the league and its teams.   

The left side of Figure 5 provides an overview of the structural relationship of 

the league and its teams.  The function of the league is to provide the framework for the 

competition (i.e., a competitive league); to govern all involved parties (e.g., teams, 

players, referees); and to provide strategic management and marketing directions.  The 

function of the teams is to provide the core product (i.e., games); to provide points that 

individuals can psychologically connect with (e.g., stadium, merchandise, logo); and to 

provide team-specific management and marketing.  The structural relationship between 

leagues and teams is comprehensively reviewed after a brief description of the 

consumers’ perspective presented on the right side of Figure 5.                                                                     
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Figure 5: League – team relationship 

 

The right side of Figure 5 provides an overview of the consumer perspective of 

the two brands based on their brand relationship.  The perceptions individuals hold of a 

league are based on brand associations they link with the league brand.  Drawing from 

the PCM framework, the evaluation of these brand associations influence consumers’ 

level of involvement with the league.  The consumption of the league is limited to 

media consumption, such as league games on television (e.g., Fox Sports, 2011b), 

fantasy leagues (e.g., Fox Sports, 2011a), the league’s webpage (e.g., Football 

Federation Australia, 2011) and league-specific mobile apps (e.g., Apple Online Store, 

2011).  The perceptions individuals hold of a team are based on the brand associations 

they link with the team brand.  Drawing from the PCM framework, the evaluation of 

these brand associations influence consumers’ level of involvement with the team.  The 

consumption of teams contains the direct consumption of live game attendance at the 

teams’ venue and merchandise purchases.  Furthermore, individuals can also consume 
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the team via the media, for example through the team’s webpage (Gold Coast United, 

2011) or social media accounts (e.g., Facebook, 2011; Twitter, 2011).  However, 

consumption of teams is, by default, consumption of the league (Mason & Slack, 2005) 

as indicated by the broader perspective of the league brand in the trapezoid in Figure 5.  

 

2.3.1 Structural relationship. 

This section provides an overview of the structure of sport leagues and their 

teams.  First, two different organisational structures of sport leagues and teams are 

presented.  Second, agency theory is introduced and reviewed to explain the structural 

relationship between leagues and teams and to outline interest conflicts that exist 

between leagues and their teams.  Finally, franchising contracts are identified as a 

solution to overcome agency theoretical conflicts.  This section provides information 

about the structural relationship of leagues and teams and underpins their brand 

relationship, which is presented subsequently.   

 

2.3.1.1 Organisational structures of sport leagues and teams. 

The organisational structure of leagues and teams differs by leagues.  Sport 

leagues can be differentiated into two main organisational structures (Szymanski & 

Valletti, 2005).  The first organisational structure consists of leagues that are structured 

as an open competition with a promotion and relegation system.  These leagues allows 

entry to any team that qualifies for promotion and fulfils the league’s entry criteria 

(Szymanski & Ross, 2007).  Therefore, these leagues are not limited to specific teams 

and different teams participate in the league each season.  Open competition leagues 

generally share revenue from broadcasting deals with their teams, but other revenue that 
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teams generate (e.g., ticket sales, merchandise and sponsorship) is generally not shared 

between teams.  This system is prominent in European sport leagues.  

The second organisational structure consists of leagues that are structured as a 

closed competition.  These leagues are limited to specific teams and can be extended 

only by vote of the existing teams and the league (Baker, 1988).  Teams within closed 

competition leagues can be owned by the league or by team owners (Grauer, 1989).  An 

example for a league where all the teams are owned by the league is the Major League 

Soccer (MLS) in North America.  In the MLS, the teams have a financial stake in the 

league itself and players are contracted directly to the league, rather than to a specific 

team (Boudin, 2002).  However, most leagues in North America and Australia form a 

cartel of independently operated teams where licenses are held by owners7 (Mason, 

1999).  In these leagues, the teams generally share revenue from broadcasting deals, 

game attendance income and merchandise sales (Flynn & Gilbert, 2001).  The research 

for this PhD project was conducted within leagues that are structured as closed 

competition leagues where teams form a cartel of independently owned franchises.  

Therefore, the structural relationship of leagues and teams within closed competitions is 

reviewed in the next section.  

 

2.3.1.2 Agency theory. 

The structural relationship between leagues and teams is based on the theoretical 

foundation of agency theory.  Agency theory is a social theory that is concerned with 

relationships of acting on behalf of another party or controlling another party in 

                                                 
7 The term ‘owners’ refers to individuals, corporations, partnerships or shareholder (Flynn & 

Gilbert, 2001). 
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complex systems (Shapiro, 2005).  It explains relationships between one party (the 

principal) who delegates work to another party (the agent) and is concerned with any 

goal conflicts between the cooperating parties (Eisenhardt, 1989a).  The theory has been 

found to be sound for analysing organisations in vertical relationships, such as sport 

league franchises (Mason, 1997). 

Sport league franchises are structured in an agency theoretical relationship.  The 

league represents the principal and the teams represent the agents that produce the 

league product.  Teams cooperate to produce the league product, which is a series of 

games between teams that comprise a season.  However, the teams can only produce 

this product by competing with each other (Mason, 1997, 1999).  Agency theory 

explains the structural relationships between leagues and teams when both parties have 

different interests.  These conflicts of interest develop when both parties seek to 

maximise their own benefits, because the principal and the agent are likely to have 

different interests (Eisenhardt, 1989a; Mason & Slack, 2005).   

The two main types of conflicts of interest that exist between leagues and teams 

are adverse selection and moral hazard (e.g., Eisenhardt, 1989a; Mason & Slack, 2005).  

Adverse selection arises in situations of information asymmetry when agents 

misrepresent their abilities to fulfil their responsibilities.  For example, teams 

misrepresent their ability to implement appropriate promotion campaigns or financially 

fund a competitive squad.  Moral hazard occurs in situations of information asymmetry 

when agents do not invest the agreed resources.  For example, teams do not invest 

resources in promotion campaigns or in the squad to maximise their profits.  As a result 

of adverse selection and moral hazard, teams benefit from promotion campaigns of the 

league and other teams without investing agreed resources.  However, these actions 

simultaneously harm the league as a whole because ‘free riding’ teams did not promote 
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the league or field an attractive team.  These teams basically enjoy the benefits of the 

league promotions without paying their agreed portion.  Solutions to minimise agency 

theoretical conflicts include monitoring mechanisms and specific contracts, such as 

franchising contracts.  

 

2.3.1.3 Franchising contracts. 

Franchising contracts regulate the relationship between two independent parties, 

the franchisor and the franchisee (Rubin, 1978).  This relationship can be found in the 

context of sport leagues, because leagues function as franchisors for their affiliated 

teams.  The franchisor grants the franchisee permission to provide a product or service 

and use a brand name in a certain area for a certain period of time (Norton, 1988; 

Weaven & Frazer, 2003).  For example, the league grants franchise licences to its teams 

to join the league’s seasonal competition.  Furthermore, the franchisor generally 

provides managerial assistance, training programs, layout design, advertising and 

ongoing marketing activities.  In return, the franchisee pays a lump sum fee and agrees 

to run the business according to the terms and conditions of the franchisor, therefore 

granting the franchisor control over the franchisee.  In the case of the league, the teams 

agree to the rules and policies of the league.  For example, the league can include 

competition rules and disciplinary rules, collective bargaining agreements and a salary 

cap to ensure a certain level of competition (e.g., A-League, 2009, 2010).  These rules 

and regulations are employed to ensure the viability of the league and to ensure the 

integrity of the league brand.   

The core concept in most franchise contracts is the franchisee's right to use the 

franchisor’s brand name (Mathewson & Winter, 1985).  The brand name provides 
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consumers with information about the quality of the given product or service.  The 

franchisee has access to resources and knowledge that help to ensure quality standards.  

Therefore, consumers can be sure that the brand name provides them with precise 

information about the quality of the product or service (Rubin, 1978).  “A league, for 

example, will be expected to have minimum standards” (TSE Consulting, 2009, p. 90).  

Therefore, a team playing in a specific league suggests to the broader audience that the 

team meets a higher level of quality compared to teams starting in another / lower 

league for example.  The teams can use this quality promise for promotional purposes to 

attract consumers, media, sponsors and other corporate partners.  Furthermore, the 

teams have access to the brand building knowledge of the league and can utilise the 

brand associations that consumers hold towards the league to promote the teams.  These 

agreements give the franchisees a competitive advantage over other teams not affiliated 

with a strong league brand because they use a proven product, service and brand name 

(Preble & Hoffman, 1994).  The brand relationship reflects consumers’ perceptions of 

the relationship between leagues and teams and is reviewed in detail in the next section. 

To summarise this section of sport league structure, sport leagues can adopt two 

organisational structures, open competitions and closed competitions.  Agency theory 

explains the structural relationship of leagues and teams organised in closed 

competitions.  The theory outlines the interest conflicts of adverse selection and moral 

hazards that exist between leagues and teams, and provides guidance to prevail these 

conflicts through the usage of appropriate franchise contracts.  Such contracts exist 

within professional sport leagues in Australia that are operated as closed competitions.  

After reviewing the sport league structure, the next section provides an overview of the 

brand relationship between leagues and teams.  
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2.3.2 Brand relationship. 

Brand architecture literature provides the theoretical foundation for exploring 

the brand relationship of sport leagues and their teams.  Brand architecture refers to the 

structure of an organisation’s portfolio of brands and the relationship between these 

brands in this portfolio as perceived by the consumer (Aaker & Joachimsthaler, 2000b).  

Understanding consumer evaluation of each brand in the portfolio allows for the 

exploration of the “driver role” of each brand to identify the degree to which each brand 

influences consumer attitude and behaviour and overall brand performance (Aaker & 

Joachimsthaler, 2000b; Rajagobal, & Sanches, 2004).  The assumption that brands are 

placed and evaluated within a broader context, rather than in isolation, is important to 

understanding the concept of brand architecture.  Scholars have described this notion 

with different names; where some authors name it brand architecture (Aaker & 

Joachimsthaler, 2000a, 2000b; Douglas, Craig, & Nijssen, 2001; Kapferer, 1999; 

Strebinger, 2004), others talk about brand structure (Laforet & Saunders, 1994, 1999), 

brand system (Aaker, 1996), or brand(ing) strategy (Kapferer, 1999; Keller, 2008; 

Kotler & Keller, 2006; Laforet & Saunders, 1999; Rao, Agarwal, & Dahlhoff, 2004).  

Overall, these authors refer to the same concept, namely the design, management and 

structure of brands in a relationship with one another that can be found in a portfolio of 

brands.  This concept is applied to sport leagues and their teams in this section.   

Sport brand architecture refers to the design, management and structure of the 

league and its teams as perceived by the consumer.  Sport brand architecture represents 

a mixed-branding brand architecture between the league as the master brand and a team 

as a subbrand.  This mixed-branding is indicated by the vertical double-headed arrow 

that represents the strong connection between the league and its teams as presented in 

Figure 5.  The A-League’s marketing campaign highlights such a mixed-branding 
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aspect.  The league launched a “We are football” marketing campaign for the 2011/12 

season (Fourfourtwo, 2011).  The campaign was themed in a classical black and white 

format and based around consumers’ connection to the sport of football.  

Simultaneously, the teams were advised to use the A-League logo and the “We are 

football” slogan in their team marketing campaigns (A-League, 2011).  The goal was to 

use the league’s marketing campaign to send consistent marketing messages and 

leverage the “We are football” campaign to attract new consumers and build a strong 

league brand that could assist its teams in generating consumer interest.  This example 

demonstrates that the connection between leagues and teams goes beyond their 

structural connection to form a strong relationship between the two brands.  

Mixed-branding brand architecture represents an important relationship between 

leagues and teams.  Drawing from the knowledge of broader management literature, 

researchers have demonstrated spill-over effects of individuals’ evaluation of brands in 

close brand relationships.  These effects have been found for co-branded products (e.g., 

Simonin & Ruth, 1998) and brand extensions (e.g., Völckner & Sattler, 2006).  

Individuals evaluated co-branded products more positively than products only linked to 

a single brand.  This effect was reported despite a high brand equity of the single brand 

(Washburn, Till, & Priluck, 2000).  Therefore, a strong contribution from both the 

league brand and the team brand appears to represent an efficient and sustainable brand 

relationship for leagues and teams.   

A unique aspect of sport brand architecture is that teams require other teams to 

produce their core product.  Therefore, leagues and teams can only exist if teams both 

co-operate and compete with each other (Koenigstorfer, et al., 2010).  This indicates 

that not only are leagues and their teams in a close brand relationship, but also teams 

within the same league are in a brand relationship.  That means, team brands are to an 
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extent connected with and influenced by other team brands in the same league.  As a 

result, consumers’ brand evaluation of one team brand may not only influence their 

evaluation of the league brand but also influence their brand evaluation of other team 

brands in the same league.  For example, the style of football associated with Brisbane 

Roar may impact the perceived style of football associated with another A-League team 

(e.g., “My favourite team plays as graciously as Brisbane Roar”).  Thus, as discussed 

between leagues and teams, similar spill-over effects of consumers’ brand evaluations 

may also exist between teams within the same league. 

However, the brand relationship between different team brands within one 

league is not as strong or positive as the brand relationship between leagues and their 

teams.  The A-League for example requires its teams to print the league logo on the 

teams’ jerseys to demonstrate the close brand relationship between the league and the 

teams.  However, the brand relationship between different teams in one league may 

even be a negative relationship.  This means teams may want to actively distance and 

differentiate their brand from the brand of other teams through brand differentiation 

strategies (e.g., Carlson, Donavan, & Cumiskey, 2009).  For example, teams may utilise 

their rivalry with other teams (e.g., Kilduff, Anger Elfenbein, & Staw, 2010) in their 

brand building approach, by portraying negative brand associations of their major rival 

to promote their own team brand.  As a result, leagues need to monitor and regulate the 

individual team brand building process to ensure alignment with the league brand 

within their brand architecture.  Hence, while the brand relationship between teams 

within one league contributes to the brand architecture of leagues and teams, the 

predominant brand relationship exists between the league and the teams, which is the 

focus of this thesis. 
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In summary, brand architecture provides the foundation for the brand 

relationship between leagues and teams.  The brand architecture of leagues and teams is 

characterised by mixed-branding between the league and the teams.  Within this mixed-

branding brand architecture, brands are connected in the mind of consumers, and their 

evaluation of one brand influences their evaluation of the partner brand.  This close 

brand relationship is expected to underpin the influence of the league on consumers of 

teams. 

 

2.3.3 Research questions and hypotheses. 

This section presents the research questions and hypotheses that were developed 

by integrating the reviewed literature.  The PCM provides the theoretical framework to 

explore the influence of the league on consumers’ connection with their favourite team.  

Within the PCM, it is proposed that external factors interact with internal factors to 

influence consumers’ connection with a team.  The review of the structural relationship 

between leagues and teams identified that both are structurally connected through their 

franchise contracts, which are based on an agency theoretical foundation.  The review of 

the brand relationship between leagues and teams identified that both are connected as 

perceived by the consumers.  Therefore, leagues represent an external factor that may 

influence consumers’ connection with a team.   

Figure 6 presents a schematic overview of the influence of the league on 

consumers’ connection with their favourite team.  The conceptualisation addresses two 

aspects that have not been empirically confirmed to date.  First, it was identified that the 

sport league represents an external factor that may influence consumers of teams.  

Second, it was proposed that an integration of beliefs about team game attendance may 
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moderate the joint influence of consumers’ league brand associations and team 

involvement on their intentions to attend games of their favourite team.  Both aspects 

are conceptualised in Figure 6 that guides the development of the research questions and 

hypotheses underpinning this research project.   
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Figure 6: Schematic overview of the influence of the league on consumers’ 

connection with their favourite team 

 

Figure 6 provides a proposed structural research model that depictures a 

conceptualisation of the influence of the league on consumers of teams.  The 

perceptions individuals hold of a league are based on brand associations they link with 

the league.  League brand associations represent any idea, thought or image associated 

with a professional sport league.  These associations represent attributes and benefits 

consumers link with the league and are presented in the box on the top left in Figure 6.  

However, to date, brand associations that individuals link with sport leagues have not 
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been explored.  Therefore, Research Question 1 was developed to unearth league brand 

associations.  

 

Research Question 1: What are the brand associations that consumers link with sport 

leagues? 

 

In light of the conceptualised mixed-branding brand architecture of sport leagues 

and teams, it is proposed that consumers’ league brand associations influence their team 

involvement.  In this conceptualisation, team involvement represents a proxy measure 

of consumers’ connection with their favourite team and captures motives from previous 

literature as a state of motivation instead of examining each motive individually.  The 

identified brand architecture indicates that leagues and teams are not evaluated in 

isolation from one another.  As Andres (2003) shows, brands that are in a close 

relationship with each other significantly impact the consumer evaluation of their 

partner brands.  Drawing from broader brand management literature, spill-over effects 

of individuals’ evaluation of brands in close brand relationships have been found for co-

branded products (e.g., Simonin & Ruth, 1998) and brand extensions (e.g., Völckner & 

Sattler, 2006).  Drawing on the close brand relationship between leagues and teams as 

perceived by consumers, the associations they link with a league may operate as a 

catalyst to influence attitude development towards a team.  This relationship is 

presented in Figure 6 by the arrow from the box ‘League Brand Associations’ to the box 

‘Involvement TEAM’.  However, to date, the influence of league brand associations on 

team involvement has not empirically been explored.  Thus, Research Question 2 and 

Hypothesis 2.1 were developed to examine the influence of the league on team 

involvement.   
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Research Question 2: How do consumers’ league brand associations influence their 

team involvement? 

 

Hypothesis 2.1: Consumers’ league brand associations predict their team involvement. 

 

In light of the conceptualised mixed-branding brand architecture of sport leagues 

and teams, it is also proposed that consumers’ league brand associations influence their 

intentions to attend team games.  The consumption of the league is limited to media 

consumption, whereas the consumption of teams encompasses the direct consumption 

of live games, merchandise and media.  However, consumption of the league is, 

generally, consumption of content generated by, or related to, the teams (Mason & 

Slack, 2005).  This review focuses on intentions to perform team-related behaviour with 

an emphasis on team game attendance because game attendance represents the most 

important form of team-related behaviour as other income streams of teams are affected 

by game attendance numbers (Mason, 1999; Neale & Funk, 2006).  Therefore, leagues 

should have an interest in supporting their teams in attracting consumers.  Research 

Question 3 was developed to investigate the influence of consumers’ league brand 

associations on intentions to attend team games.  

 

Research Question 3: How do consumers’ league brand associations influence their 

intentions to attend team games? 

 

Hypothesis 3.1: Consumers’ league brand associations predict their intentions to attend 

team games. 
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It is proposed that league brand associations influence intentions to attend team 

games.  Drawing on sport brand architecture, the review of the PCM framework 

indicates that consumers’ league brand associations influence beliefs about team game 

attendance; namely consumers’ attitudes towards attending games of their favourite 

team (ATT), consumers’ perceived social norms towards attending games of their 

favourite team (SN) and consumers’ perceived behavioural control over attending 

games of their favourite team (PBC).  Research Question 4 was developed to investigate 

whether the joint influence of consumers’ league brand associations and consumers’ 

team involvement on intentions to attend team games was mediated by their beliefs 

about team game attendance. 

 

Research Question 4: Is the joint influence of consumers’ league brand associations 

and consumers’ team involvement on their intentions to attend team games mediated by 

beliefs about team game attendance? 

 

It is proposed that league brand associations influence ATT, because 

individuals’ can satisfy their needs and wants through consumption of the team.  For 

example, consumers who hold positive league brand associations may feel the need or 

want to stay informed about the league.  As a result, they may attend team games to 

satisfy this need and want.  Therefore, it is expected that individuals’ ATT are 

influenced by league brand associations.  This relationship is presented in Figure 6 by 

the arrow from the box ‘League Brand Associations’ to the box ‘ATT’ and is proposed 

in Hypothesis 4.1.   
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Hypothesis 4.1: Consumers’ league brand associations predict their attitudes towards 

team game attendance. 

 

It is proposed that league brand associations influence SN, because the social 

environment of individuals who are connected with a league brand is likely to also show 

a high level of involvement with the league.  Similar to the concept of BIRGing and 

CORFing with teams (Wann & Branscombe, 1990), it may be socially more acceptable 

to follow a specific league compared to other leagues.  For example, in Australia, 

individuals’ location or their cultural heritage is responsible for their perceived social 

norms related to sport leagues and teams.  Therefore, it is expected that individuals’ SN 

are influenced by league brand associations.  This relationship is presented in Figure 6 

by the arrow from the box ‘League Brand Associations’ to the box ‘SN’ and is proposed 

in Hypothesis 4.2.   

 

Hypothesis 4.2: Consumers’ league brand associations predict their perceived social 

norms towards team game attendance. 

 

It is proposed that league brand associations influence PBC, because the league 

directly influences the factors of time and money that were identified as the biggest 

constraints to attending team games.  For example, the league introduces teams in 

strategic locations, schedules team games and can influence ticket prices.  Individuals 

with strong brand associations are likely to be more knowledgeable about game related 

information, because the league is more central to their life, than individuals with weak 

brand associations.  This information can help save the time and money that are 

required to attend games.  For example, knowledge of the game schedule at the 
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beginning of the season can assist individuals in planning ahead for games.  

Furthermore, these individuals may also have a good understanding of the league-wide 

ticket price structure.  This understanding may lead to the perception that game tickets 

are priced reasonably and they feel more in control of having enough money to pay for 

the tickets, compared to individuals with weaker brand associations who may perceive 

the price as being too high.  Therefore, it is expected that consumers’ PBC is influenced 

by league brand associations.  This relationship is presented in Figure 6 by the arrow 

from the box ‘League Brand Associations’ to the box ‘PBC’ and is proposed in 

Hypothesis 4.3.   

 

Hypothesis 4.3: Consumers’ league brand associations predict their perceived 

behavioural control over team game attendance. 

 

In light of the PCM framework, it is proposed that individuals’ involvement with 

a team influences their intentions to perform team-related behaviour.  Generally, the 

stronger individuals’ involvement is with a team, the more likely they are to perform 

team-related behaviour (Funk & James, 2006).  The review of the PCM framework 

provides conceptual support that team involvement influences beliefs about this form of 

behaviour, which is conceptualised in the Theory of Planned Behaviour (TPB).  During 

the integration of the TPB within the PCM framework it was identified that ATT are 

formed based on the evaluation of the perceived costs and benefits of the behaviour.  

Therefore, it was proposed that team involvement influenced ATT.  This relationship is 

presented in Figure 6 as indicated by the arrow from the box ‘Involvement TEAM’ to 

the box ‘ATT’.  However, the conceptualisation has not empirically been confirmed.  
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Thus, Hypothesis 5.1 was developed to empirically test the theoretical 

conceptualisation.  

 

Hypothesis 5.1: Consumers’ team involvement predicts their attitudes towards team 

game attendance. 

 

During the integration of the TPB within the PCM framework it was identified 

that SN are formed based on the evaluation of the expectations of significant others.  

Therefore, it was proposed that team involvement influenced SN.  This relationship is 

presented in Figure 6 as indicated by the arrow from the box ‘Involvement TEAM’ to 

the box ‘SN’.  However, the conceptualisation has not empirically been confirmed.  

Thus, Hypothesis 5.2 was developed to empirically test the theoretical 

conceptualisation.  

 

Hypothesis 5.2: Consumers’ team involvement predicts their perceived social norms 

towards team game attendance. 

 

During the integration of the TPB within the PCM framework, it was identified 

that PBC is formed based on individuals’ confidence in their ability and resources to 

perform the behaviour.  Therefore, it was proposed that team involvement influenced 

PBC.  This relationship is presented in Figure 6 as indicated by the arrow from the box 

‘Involvement TEAM’ to the box ‘PBC’.  However, the conceptualisation has not 

empirically been confirmed.  Thus, Hypothesis 5.3 was developed to empirically test the 

theoretical conceptualisation.  
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Hypothesis 5.3: Consumers’ team involvement predicts their perceived behavioural 

control over team game attendance. 

 

Within the TPB, it is proposed that attitude towards the behaviour, perceived 

subjective norms towards the behaviour and the perceived behavioural control over the 

behaviour interact with each other.  That means, it is proposed that ATT are related to 

SN and PBC and SN are related to PBC.  These relationships are presented in Figure 6 

as indicated by the double-headed arrow between the box ‘ATT’ and the box ‘SN’, the 

double-headed arrow between the box ‘ATT’ and the box ‘PBC’ and the double-headed 

arrow between the box ‘SN’ and the box ‘PBC’.  However, this theoretical 

conceptualisation has not been empirically confirmed.  Thus, Hypothesis 6.1, 

Hypothesis 6.2 and Hypothesis 6.3 were developed to empirically test the theoretical 

conceptualisation.  

 

Hypothesis 6.1: Attitudes towards team game attendance correlate positively with 

perceived social norms towards team game attendance. 

 

Hypothesis 6.2: Attitudes towards team game attendance correlate positively with 

perceived behavioural control over team game attendance. 

 

Hypothesis 6.3: Perceived social norms towards team game attendance correlate 

positively with perceived behavioural control over team game attendance. 

 

 In concert, it is proposed that ATT, SN and PBC influence individuals’ 

behavioural intentions.  These intentions capture the three dimensions and represent 

 



 76

individuals’ willingness to attend games.  Therefore, it is expected that individuals’ 

behavioural intentions are influenced by ATT, SN and PBC.  These relationships are 

presented in Figure 6 as indicated by the arrow from the box ‘ATT’ to the box ‘Team 

Game Attendance Intentions’ , the arrow from the box ‘SN’ to the box ‘Team Game 

Attendance Intentions’ and the arrow from the box ‘PBC’ to the box ‘Team Game 

Attendance Intentions’.  However, this theoretical conceptualisation has not been 

empirically confirmed.  Thus, Hypothesis 7.1, Hypothesis 7.2 and Hypothesis 7.3 were 

developed to empirically support the theoretical conceptualisation. 

 

Hypothesis 7.1: Attitudes towards team game attendance predict consumers’ intentions 

to attend team games. 

 

Hypothesis 7.2: Perceived social norms towards team game attendance predict 

consumers’ intentions to attend team games. 

 

Hypothesis 7.3: Perceived behavioural control over team game attendance predicts 

consumers’ intentions to attend team games. 

 

This section outlined the research questions and hypotheses that were developed 

to guide this research project.  Figure 6 provided an overview of the conceptualisation 

developed to examine the influence of the league on consumers of teams.  The 

conceptualisation is theoretically based on the PCM framework and integrates sport 

brand architecture and the Theory of Planned Behaviour.  Three research questions were 

developed to frame the focus of the examination of the influence of the league on 

consumers of teams, whereas hypotheses were developed to guide the examination.  The 
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next section provides a summary of the literature review and the proposed structural 

research model.  

 

2.4 Chapter Summary 

In summary, football in Australia represents the context of this research, where a 

specific emphasis is placed on the A-League.  The A-League is in a close relationship 

with its teams, from a structural and from a brand perspective.  From a structural 

perspective, the A-League has covered losses of teams, taken over licences from teams 

and managed the marketing department of a team.  From a brand perspective, the A-

League has launched league-wide marketing campaigns that teams needed to implement 

in their team marketing. 

Leagues can be structured as an open competition with a promotion and 

relegation system or as a closed competition where teams acquire franchise licenses 

from the league.  The leagues that form the context of this research project are 

structured as a closed competition.  Within closed competition leagues, agency theory 

explains the structural relationship of leagues and teams, where the league represents 

the principal and team represent the agents that produce the league product.  Within 

agency theory, it is proposed that leagues and teams have different interests, yet 

franchising contracts represent an effective mechanism to minimise and control these 

different interests.  The league as the franchisor provides its franchisees with a licence 

to join the league’s seasonal competition and use the league’s brand name.  The teams 

as the franchisees produce the league product.  Thus, the structural relationship of 

leagues and teams indicates a close connection.   
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The brand relationship between leagues and teams can be explained by their 

brand architecture.  It was identified that leagues and teams have a mixed-branding 

brand architecture, where both brands are connected with each other as perceived by 

consumers.  Consumers’ evaluation of one brand therefore influences their evaluation of 

the partner brand.  In the context of leagues and teams, consumers’ evaluation of the 

league then influences their evaluation of teams.  This close brand relationship 

represents the foundation to explore the influence of the league on consumers’ 

connection with their favourite team. 

The Psychological Continuum Model represents the theoretical framework of 

this research.  Within the PCM, it is proposed that external and internal factors work in 

concert to influence psychological and behavioural outcomes.  Given the close 

relationship between leagues and their affiliated teams, the league in which a team 

competes represents an important external factor that may influence consumers’ 

psychological and behavioural outcomes regarding a team.  However, the influence of 

the league on consumers’ connection with their favourite team remains unexplored.  

Therefore, the purpose of this research is to examine the influence of the league on 

consumers’ connection with their favourite team.   

Four research questions were developed to address this purpose and guide the 

examination.  Research Question 1 was developed to examine the brand associations 

that consumers link with sport leagues.  Research Question 2 was developed to examine 

the influence of consumers’ league brand associations on their team involvement.  

Research Question 3 was developed to examine the influence of consumers’ league 

brand associations on their intentions to attend team games.  Research Question 4 was 

developed to examine whether the joint influence of consumers’ league brand 

associations and consumers’ team involvement on their intentions to attend team games 
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was mediated by beliefs about team game attendance.  Corresponding hypotheses were 

developed to guide the examination of the research questions.  An overview of the 

research questions and hypotheses is presented in Table 7, whereas Figure 7provides a 

graphical illustration of the hypotheses.  
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Figure 7: Graphical overview of hypotheses 
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Table 7: Overview of Research Questions and Hypotheses 

Research Question 1 
 

What are the brand associations that consumers link with 
sport leagues? 

  

Research Question 2  
 

How do consumers’ league brand associations influence 
their team involvement? 

 

     Hypothesis 2.1 Consumers’ league brand associations predict their team 
involvement. 

  

Research Question 3 How do consumers’ league brand associations influence 
their intentions to attend team games? 

 

     Hypothesis 3.1 Consumers’ league brand associations predict their intentions to 
attend team games.  

  

Research Question 4 Is the joint influence of consumers’ league brand 
associations and team involvement on their intentions to 
attend team games mediated by beliefs about team game 
attendance? 

     Hypothesis 4.1 Consumers’ league brand associations predict their attitudes 
towards team game attendance. 

     Hypothesis 4.2 Consumers’ league brand associations predict their perceived 
social norms towards team game attendance. 

     Hypothesis 4.3 Consumers’ league brand associations predict their perceived 
behavioural control over team game attendance. 

  

     Hypothesis 5.1 Consumers’ team involvement predicts their attitudes towards 
team game attendance. 

     Hypothesis 5.2 Consumers’ team involvement predicts their perceived social 
norms towards team game attendance. 

     Hypothesis 5.3 Consumers’ team involvement predicts their perceived 
behavioural control over team game attendance. 

  

     Hypothesis 6.1 Attitudes towards team game attendance correlate positively 
with perceived social norms towards team game attendance. 

     Hypothesis 6.2 Attitudes towards team game attendance correlate positively 
with perceived behavioural control over team game attendance. 

     Hypothesis 6.3 Perceived social norms towards team game attendance correlate 
positively with perceived behavioural control over team game 
attendance.  

  

     Hypothesis 7.1 Attitudes towards team game attendance predict consumers’ 
intentions to attend team games. 

     Hypothesis 7.2 Perceived social norms towards team game attendance predict 
consumers’ intentions to attend team games. 

     Hypothesis 7.3 Perceived behavioural control over team game attendance 
predicts consumers’ intentions to attend team games. 

Source: Developed for this research 
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3 METHODOLOGY 

This chapter provides an overview of the methodology of this research.  The 

research design and the method were grounded on the theoretical foundation outlined in 

the previous chapter.  Four studies were conducted within a mixed methods research 

design that contained both qualitative elements and quantitative elements.  The 

remainder of this chapter provides an overview of the research paradigm underpinning 

this research project, the research design and the data collection approach.   

 

3.1 Research Paradigm 

This research project was based on a post positivist research paradigm.  The 

paradigm represented a general perspective of the world that was guided by beliefs and 

feelings of how phenomena in the world were understood and studied (Guba, 1990; 

Patton, 1990).  The paradigm was based on ontological, epistemological and axiological 

aspects (Lincoln & Guba, 2000).  The ontological aspect referred to how the researcher 

viewed reality; the epistemological aspect referred to the researcher’s relationship to the 

research phenomena and the axiological aspect referred to the influence that the 

researcher’s values and beliefs had on the findings of the research.   

Regarding the ontological aspect, the author of this research acknowledges that 

observation and perception may not perfectly reflect reality because reality can be 

understood only imperfectly and probabilistically (Ivory, 2006).  Therefore, he utilised a 

debriefing process in which findings from a qualitative phase in Study 1 were presented 

to participants and participant feedback was sought to confirm the interpretation of the 

researcher.  
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 Regarding the epistemological aspect, the author of this research acknowledges 

that he was immersed in the research context, yet maintained an objective position.  The 

researcher interacted with participants at occasions related to the research context (e.g., 

attending league games, attending meetings of the GCUSC) to take on a learning role 

(Wolcott, 1990).  However, he also administered quantitative online questionnaires 

without any contact with participants to gain data that enabled him to test relationships 

between constructs without participant interaction.  

Regarding the axiological aspect, the author of this research acknowledges that 

his background, knowledge and values may have influenced the findings of the research 

(Robson, 2002).  He has been involved in the sport of football for many years and holds 

beliefs about teams, leagues and the sport.  The researcher strove to limit the influence 

of personal values and to focus on evidence uncovered in this research.  However, his 

perceptions and observations may be biased and findings may be imperfect.  Therefore, 

as a post positivist researcher, he pursued objectivity of findings by recognising possible 

effects of biases and limiting them through a mixed method research design.  

 

3.2 Research Design 

A mixed method research design was utilised for this research.  The 

investigation of the research objective from different perspectives limited personal and 

methodological biases and enhanced the generalisability of this research through 

utilisation of the strengths of both methods (Creswell, 2009; Decrop, 1999; Johnson & 

Onwuegbuzie, 2004).   Mixed methods research was chosen as it allowed for the 

gaining of a deeper understanding of sport consumers and reduced researcher bias 

(Rudd & Johnson, 2010).  Qualitative methods were utilised to gain detailed knowledge 
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about league brand associations and consumers’ beliefs about team game attendance.  

Quantitative methods were used to investigate scalable attitudes (Jones, 1997) and 

verify the identified league brand associations.  Another strength of a quantitative 

approach was the ability to provide objective, reliable and valid results (Rudd & 

Johnson, 2010) by testing the research hypotheses.  As suggested by Morgan (1998), 

this research project started with a qualitative study followed by quantitative studies to 

validate the findings.  This procedure was recommended to enrich findings from 

quantitative data with qualitative elements (Rudd & Johnson, 2010).  Both data 

collection methods are described in the next section.  

 

3.2.1 Semi-structured in-depth interviews. 

Semi-structured in-depth interviews were employed to collect qualitative data in 

Study 1.  The interviews were recommended to help understand consumer perceptions 

of sport leagues, as they provided opportunities for the participants to express their 

feelings, perceptions and opinions on the research subject (Barriball & While, 1994).  

The open-ended questions that were employed in the interviews provided the flexibility 

for variations, while the interview could remain within the framework of the study 

(Fontana & Frey, 2000).  The semi-structure of the interviews offered the opportunity to 

change the wording of the questions while keeping the meaning the same (Barriball & 

While, 1994).  Therefore, participants could be treated individually and their individual 

characteristics and experiences could be considered (Veal, 2006).  Furthermore, semi-

structured interviews have been deemed an appropriate method to explore “attitudes, 

values, beliefs and motives” (Barriball & While, 1994, p. 329).  Hence, semi-structured 
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interviews were employed in Study 1 to obtain an understanding of brand associations 

that consumers linked with sport leagues.   

 

3.2.2 Online questionnaires. 

Online questionnaires were employed to collect quantitative data in Study 2, 

Study 3 and Study 4.  The questionnaires were recommended as having the ability to 

provide objective, reliable and valid results (Rudd & Johnson, 2010).  The 

questionnaires were available online and could be accessed from potential respondents 

during the periods of data collection.  Based on the reasoning that follows, a distribution 

of online questionnaires was deemed suitable for Study 2, Study 3 and Study 4.  

Online distribution provided several advantages over other forms of distribution.  

First, online distribution provided a high level of accessibility, which was reported to 

improve the convenience of responding because respondents could participate without 

time limitations (Miller et al., 2002; Riva, Teruzzi, & Anolli, 2003).  Second, online 

questionnaires provided the ease and speed of distributing invitations for participation 

and receiving responses (Ilieva, Baron, & Healey, 2002).  Third, online distribution was 

linked with the opportunity to gain a large number of participants (Hewson, 2003) and 

to keep costs low (Andrews, Nonnecke, & Preece, 2003; Ilieva et al., 2002; Riva et al., 

2003).   

Online distribution provided several disadvantages over other forms of 

distribution.  First, online distribution may disadvantage individuals from a low socio-

economic background because they may not have access to the relevant equipment.  

That means that these individuals may not possess a computer with access to the 

Internet.  Second, online distribution may cause technological challenges and therefore 
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disadvantage individuals without the technological ability to complete the 

questionnaire.  Third, online questionnaires are prone to a self-selection process of 

participants because respondents are volunteers who mostly show a greater interest in 

the research object than the general population (Riva et al., 2003).   

The advantages of online distribution outweighted the disadvantages of online 

distribution.  A well-chosen distribution of invitations for participation with proper 

incentives was recommended to attract less involved individuals and to counteract this 

phenomenon (Deutskens, De Ruyter, Wetzels, & Oosterveld, 2004).  The possible large 

sample sizes associated with online questionnaires also increased the validity and the 

generalisability of results (Riva et al., 2003).  For structural equation modelling, the 

minimum sample size depends on several characteristics, however, in general, a sample 

size above 200 participants was recommended to fulfil general model requirements 

(Hair, Black, Babin, & Anderson, 2009; Hoe, 2008).  Quantitative studies conducted for 

this research project had a sample size of 864 respondents (Study 2), 770 respondents 

(Study 3) and 448 respondents (Study 4) and therefore fulfilled sample size 

requirements.  Comparing online questionnaire results with results of traditional 

questionnaires, Riva and colleagues (2003) have supported the internal validity of 

online questionnaires.  Exploring attitudes and behaviours, they also found that 

psychometric characteristics of online respondents did not differ from characteristics of 

traditional respondents.  Considering the discussed advantages, online questionnaires 

were considered an appropriate tool to collect data for Study 2, Study 3 and Study 4.  

The next section describes the data collection approach.  
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3.3 Research Design and Data Collection Approach Overview 

The previous section discussed the need of a mixed method design for this 

research project.  The data collection approach followed Rudd and Johnson’s (2010) 

recommendation to combine qualitative and quantitative data advantageously.  An 

overview of the mixed method research design is provided in Figure 8.  The figure 

moves from left to right, wherein five columns represent five different chapters.  The 

first four columns provide information about each chapter.  In particular, the data 

collection approach, the employed data analyses and the purpose of each study are 

presented.  The last column represents the discussion chapter which provides the 

theoretical contributions and practical implications of the research project.   

The research project focussed on consumers of football in Australia.  Consumers 

of three domestic Australian leagues (i.e., AFL, A-League and NRL) were chosen to 

explore the regional market and account for contextual differences.  Consumers of the 

EPL were chosen to extend the focus of this research beyond the Australian context and 

account for perceptions of increasingly important ‘satellite fans’ (Kerr & Gladden, 

2008).  In total, four studies were conducted to explore the overall purpose of this 

research project.  The first three studies used consumers of different leagues to establish 

generalisable results, whereas Study 4 focussed on consumers of the A-League to 

understand “dynamics within single settings” and test the research hypotheses in a 

specific context (Eisenhardt, 1989b, p. 534).  A brief outline of each study is presented 

in the remainder of this section and a comprehensive overview of the research design 

and data collection approach is presented in Table 8.   
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Figure 8: Illustration of research design 
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Table 8: Overview Data Collection 

Study Data collection Context / Participants Date Purpose  

1 Semi-structured 

Interviews 

Four leagues 

26 attendees of local football events (AFL, A-

League, NRL, A-League, EPL) 

July  

2010 

Purpose: Gain in-depth knowledge on league brand 

associations of sport leagues and support beliefs 

about team game attendance 

2 Online 

questionnaire 

Four leagues 

864 football league consumers (AFL, A-

League, EPL, NRL) 

September 

2010 

Purpose: Quantitatively support identified league 

brand associations. 

 

3 Online 

questionnaire 

Four leagues 

770 football league consumers (AFL, A-

League, EPL, NRL) 

December 

2010 

Purpose:  Develop a reliable and valid measure of 

league brand associations.   

Purpose:  Test whether consumers’ league brand 

associations predict team involvement.   

4 Online 

questionnaire 

A-League 

448 A-League consumers 

May  

2011 

Purpose: Test the influence of league brand 

associations on team involvement. 

Purpose: Test the influence of league brand 

associations on team game attendance.  

Purpose: Test the joint influence of league brand 

association and team involvement on intentions to 

attend team games.  
 

Source: Developed for this research 
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3.3.1 Study 1. 

The purpose of Study 1 was to unearth brand associations that consumers linked 

with sport leagues and support beliefs about team game attendance.  Semi-structured in-

depth interviews were utilised to gain qualitative responses of sport league consumers.  

The interviews involved conversation between the researcher and 26 consumers of four 

different sport leagues.  The leagues under investigation were the AFL, the A-League, 

the NRL and the EPL. 

 

3.3.2 Study 2. 

The purpose of Study 2 was to quantitatively support the identified league brand 

associations.  Online questionnaires were utilised to collect data from consumers of one 

of the four sport leagues: AFL, A-League, NRL and EPL.  The study used single-item 

measures to gain quantitative support for the identified league brand associations and 

function as a pilot test for Study 3.   

 

3.3.3 Study 3. 

The purpose of Study 3 was to develop a reliable and valid measure of league 

brand associations and test the influence of league brand associations on team 

involvement.  Online questionnaires were utilised to collect data from consumers of one 

of the four sport leagues: AFL, A-League, NRL and EPL.   
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3.3.4 Study 4. 

The purpose of Study 4 was to test the influence of consumers’ league brand 

associations on team involvement and intentions to attend games of their favourite team.  

Online questionnaires were utilised to collect data from consumers of one league to 

avoid contextual differences and gain league-specific results.  Participants were 

recruited via fan forums and represented consumers of the A-League.   

 

3.4 Chapter Summary 

This chapter provided an overview of the research methodology that 

underpinned this research project.  A post-positivist research paradigm was justified and 

a mixed method data collection approach proposed.  An illustration of the research 

design was shown in Figure 8, whereas an overview of the data collection approach was 

provided in Table 8.  The method and results of Study 1 are presented in Chapter 4, 

which follows.  
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4 STUDY 1: SEMI-STRUCTURED INTERVIEWS 

Study 1 was designed to unearth brand associations that consumers linked with 

sport leagues and support beliefs about team game attendance.  Semi-structured in-depth 

interviews were utilised to gain qualitative responses of sport league consumers.  The 

interviews involved conversation between the researcher and 26 consumers of four 

different sport leagues.  The leagues under investigation were the AFL, A-League, NRL 

and the EPL.  The chapter provides an overview of the method and results of Study 1. 

 

4.1 Method 

This section provides information about the method employed in Study1.  The 

section follows a logical order8.  First, the procedures employed to collect the data are 

explained.  Second, materials utilised in the data collection process are presented.  

Third, participants comprising the sample are described.  Last, an overview of the 

analysis of the data is provided.  

 

4.1.1 Procedures. 

The interviews were held in July 2010 after ethical clearance had been granted 

by the researcher’s University.  Respondents were approached by the researcher at 

different local sport events and invited to participate in Study 1 by being interviewed 

about their favourite sport league.  A systematic sampling technique (Wilson, Johns, 

                                                 
8 The order deviates from an APA order, because it was deemed more appropriate to describe the 

procedures of selecting participants before describing the participants.   Therefore, the Method section of 

all four studies follows the order: 1) Procedures, 2) Materials, 3) Participants and 4) Analysis.  
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Miller, & Pentecost, 2010) was used to approach every tenth attendee at the local event.  

Before the start of the interviews, participants were asked to sign a consent form and 

agree to be voice recorded.  Participants were approached on five different occasions.  

AFL supporters were approached at the Gold Coast FC Family Day.  NRL supporters 

were approached at a local OZtag Association game.  A-League and EPL supporters 

were approached at local Gold Coast Premier League games, the Gold Coast United 

Family Day and a pre-season game of Gold Coast United vs. a selection of local talent 

(i.e., Gold Coast XI).  The interviews were held at the premises.   

The interviewer asked questions to investigate the associations participants 

linked with their favourite league.  Additionally, questions were asked to examine 

beliefs about team game attendance9.  In total, 26 interviews were held until theoretical 

saturation was reached, which occurred when no additional conceptual insights were 

generated and the researcher heard similar answers repeatedly (Bloor & Wood, 2006).  

Interviews lasted between 15 and 27 minutes, were audio recorded and transcribed 

verbatim.  In total, 53,254 words were transcribed.  Next, the materials utilised in the 

procedures of this study are presented. 

 

                                                 
9 Participants who indicated the EPL as their favourite league were interviewed about the factors 

that influence their game watching behaviour.  This modification was necessary because these 

respondents represent satellite fans.  The term ‘satellite fans’ refers to fans that have developed a 

psychological connection with a foreign-based team and team game consumption via media represents the 

consumption behaviour that reflects team game attendance closely (Kerr & Gladden, 2008). 
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4.1.2 Materials. 

This section provides an overview of materials used in Study 1.  Materials 

included an information sheet for participants to read and an informed consent sheet to 

sign before the start of the interview.  Furthermore, a voice recorder was utilised to 

audio-tape the interview and a guide was used to lead the interview.  The information 

sheet, the consent sheet and the interview guide are provided in Appendix 1, Appendix 

2 and Appendix 3, respectively.  The interview guide included questions to cover the 

main aspects of the interview and potential probe questions.  Having a rough guide 

ensured that the interviews remained within the framework of the study, yet allowed for 

additional relevant topics to emerge.  The guide was flexible enough to consider 

participants’ individual characteristics and experiences (Veal, 2005) with football 

leagues.  Additionally, the utilisation of the interview guide fostered the reliability of 

findings (Boyce & Neale, 2006), because the guide increased consistency between the 

interviews.  That means, although some participants provided answers outside the scope 

of the research, the guide enabled the researcher to ask each participant the same 

questions.  

Interview questions were developed from reviews of existing team brand 

association literature, behavioural beliefs literature as explained by the TPB and 

discussions with two academic experts from the researchers’ sport management 

department (e.g., Bryman, 2008).  The interview guide consisted of a section for 

administration details, a section for interview questions and a section for additional 

notes.  The interview guide was then pilot tested with two academic colleagues of the 

researcher before it was used in the field.  This enabled the researcher to become 

familiar with the structure of the research and the questions (Griffee, 2005) before they 

were posed to participants of Study 1.   
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4.1.3 Participants. 

Interviewed participants supported one of four different football leagues and 

were attendees at local sport events of their favourite sport.  Table 9 provides an 

overview of the demographics and background information of the participants.  Of the 

26 participants, the majority were male, aged 18 – 24 years and were considered of 

Australian ethnicity, thus the sample was deemed suitable for this study because they 

represented characteristics of the target market of sport leagues.  Six preferred the AFL, 

six preferred the A-League, nine preferred the EPL and five preferred the NRL.   

 

Table 9: Demographics Participants Study 1 

               Category Number of Participants 
Gender Male 23 
 Female 3 
 

Age Brackets 
  

18 – 24 15 
 25 – 34 3 
 35 – 44 4 
 45 – 54 2 
 55 – 64 1 
 65 plus 1 
   

Favourite League AFL 6 
 A-League 6 
 EPL 9 
 NRL 5 
 

Ethnicity 
 

Australian 
 

18 
 Other* 8 
* Respondents classified in this category were born in a country other than Australia (i.e., England, 
Serbia). 
Source: Developed for this research from interviews Study 1 

 

Table 10 provides detailed demographic and background information about each 

participant.  Pseudonyms were used instead of participants’ real names to introduce 

quotations in the results section.  These pseudonyms are presented in the first column.  

The second column provides participants’ gender, whereas their age is presented in 
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column three.  Column four indicates their favourite football league and column six 

shows the occasion where participants were interviewed.  The last column provides 

information about the ethnic background of participants.  

 

Table 10: Detailed Background Information Participants Study 1 

Pseudonym Gender Age  League Occasion Ethnicity  
Bruce M >= 65 AFL GCFC Family day A 
Pino M 45 – 54 AFL GCFC Family day A 
Tom M 35 – 44 AFL GCFC Family day A 
Bruce M 35 – 44 AFL GCFC Family day A 
James M 35 – 44 AFL GCFC Family day A 
Jacob M 18 – 24 AFL GCFC Family day A 
Scott M 45 – 54 A-League GC U – GC XI A 
Sandra F 18 – 24 A-League GC U – GC XI A 
Jenna F 18 – 24 A-League GC U – GC XI A 
Jacob M 18 – 24 A-League GC U – GC XI O 
Heidi F 35 – 44 A-League GC U Family day A 
Marc M 18 – 24 A-League GC U Family day A 
Luca M 55 – 64 EPL GC U – GC XI O 
David M 18 – 24 EPL GC U – GC XI A 
Lance M 18 – 24 EPL Premier League O 
Nick M 18 – 24 EPL Premier League O 
Steve M 25 – 34 EPL Premier League O 
Sebastian M 18 – 24 EPL Premier League O 
Victor M 18 – 24 EPL Premier League O 
Adam M 18 – 24 EPL Premier League O 
Zack M 18 – 24 EPL Premier League O 
Chuck M 18 – 24 NRL Oztag Association A 
Will M 25 – 34 NRL Oztag Association A 
Ben M 18 – 24 NRL Oztag Association A 
Sam M 25 – 34 NRL Oztag Association A 
Ritchie M 18 – 24 NRL Oztag Association A 
A = Australian ethnic background; O = Other (i.e., Europe) 
M = Male  
F = Female 
Source: Developed for this research from interviews Study 1 
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4.1.4 Analysis. 

Content analysis was employed to analyse the collected data.  The transcripts 

were entered into NVivo 8 qualitative data analysis software.  The software helped to 

organise the data in a structured way.  Neumann’s (2003) three-round coding sequence 

was chosen as the framework procedure, as it was comprehensive and well described 

with step-by-step explanations.  The three sequences were: open coding, axial coding 

and selective coding.  These sequences are described in detail in the following sections.  

The first sequence was open coding.  In this phase, the researcher examined the 

data to locate common themes.  Initial codes were assigned to the located themes to 

condense the data into categories.  Each code represented a distinct category that 

reflected a common theme.  Neumann (2003) argued that a theoretical framework helps 

in the open coding sequence when it is used in a flexible way.  The theoretical 

background that was used to guide the open coding sequence was the existing team 

brand association literature (Gladden & Funk, 2002; Ross et al., 2006) and behavioural 

beliefs literature as explained by the TPB (Ajzen, 2006).  Furthermore, comprehensive 

themes that were not captured in the literature were allowed to emerge unprompted.  At 

the end of the open coding sequence, a codebook was developed (Ryan & Bernard, 

2000).  The codebook functioned as a coding manual that included a section for each 

identified code and the common theme that the code represented (MacQueen, McLellan, 

Kay, & Milstein, 1998).  The codebook contained the identified league brand 

associations themes with direct quotes representing each category.   

The second sequence was axial coding.  In this phase, an academic from the 

researchers’ sport management department who was familiar with the study provided 

feedback on the codebook.  After a discussion, the codebook was revised and then used 
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as a guide to review the initial codes.  The initial codes were then recoded into the 

categories that were existent in the revised codebook.   

The third sequence was selective coding.  In this phase, the researcher identified 

quotes that represented the final themes (Edwards & Skinner, 2009).  Following this, 

the data was coded by the researcher and an external examiner (i.e., academic from the 

same sport management department) using the codebook as a guide.  Results of the 

researcher and the external examiner were compared and resulted in 82% inter-coder 

reliability.  Perreault and Leigh’s (1989) index of reliability was utilised to measure 

inter-coder reliability.  Index of reliability was found superior to other forms of inter-

coder reliability measures.  For example, Cohen’s kappa was criticised because its 

design assumes fixed marginal frequencies. This means that set response patterns are 

expected and evaluated against standard patterns that have been set in advance (Leiva, 

Rios, & Martinez, 2006; Perreault & Leigh, 1989).  Index of reliability does not assume 

fixed marginal frequencies and it thus is a “more appropriate measure of reliability for 

marketing researchers” (Perreault & Leigh, 1989, p. 146) and the most applicable for 

this research project.  The differences in coding were resolved by comparison with 

existing team brand association literature and a discussion of the coders, resulting in 17 

identified themes.  

 

4.2 Results 

Results are arranged in two sections.  The first section provides a narrative 

overview of each identified league brand association.  In total, 17 league brand 

associations were identified.  The second section provides an overview of beliefs about 

game attendance that influence intentions to attend team games.  Pseudonyms were used 
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to introduce participants’ quotes.  Please see Table 10 for additional information 

relating to each participant. 

 

4.2.1 League brand associations. 

In total, 17 league brand associations were identified.  The 17 were: Atmosphere, 

Community pride, Competitive balance, Diversion, Education, Excitement, Game 

representation, Logo/colours, Management, Nostalgia, Performance, Player 

development, Rivalry, Socialisation, Specific team, Star player and Tradition.  The next 

sections provide more detailed description of each association through the usage of 

quotes.  

 

4.2.1.1 Atmosphere. 

Atmosphere refers to whether individuals perceived stadium atmosphere with a 

league.  For example, BRUCE described the atmosphere at AFL games in the following 

manner: “The first thing that I think of is just the buzz that you get when they all say the 

same thing at the same time and all rise together in unison and go “whooow”; It is 

fantastic.”  SANDRA decided to change her support from following the NRL to 

following the A-League, because of the atmosphere in the stadiums of the league.  She 

stated: “I swapped from supporting NRL to the A-League. There is just a different 

atmosphere to the NRL; more people seem to be more friendlier [sic], more enthusiastic 

about giving the team encouragement like they cheer and all that.”  This view was 

shared by DAVID who compared the atmosphere of the EPL with the atmosphere of the 

NRL.  He liked that consumers of the EPL actively support their teams during games 
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and was relieved that vuvuzelas10 were banned from stadiums in England, because it 

remained possible to hear the noise of the audience and their songs.  The following 

quote highlights the importance of the atmosphere for his support of the EPL: “It’s not 

like in an NRL game where they are just dead for about 70 minutes and they only 

celebrate when there is a try.  In football they are always singing, always celebrating.”  

These quotes indicate that respondents associated stadium atmosphere with sport 

leagues.   

 

4.2.1.2 Community pride. 

Community pride refers to whether individuals perceived that a league has the 

ability to elevate the image of its host community.  For PINO, the “AFL provides 

something different.  They promote being part of a community.”  TOM added that the 

AFL “are very community oriented and that’s probably one of their strongest points, 

rather than being about winning gold medals like some of the other sports, they are very 

much focused on the community.”  The communities, as respondents perceived them, 

were not defined by location, but rather represented league supporter communities, as 

PINO’s statement highlights: “I mean soccer is a worldwide game but I’d say in this 

country we [AFL] out-sale soccer, we make better decisions than the A-League does. 

We are the ultimate code.”  Furthermore, MARC talked about the importance of being 

able to support the local league.  He elaborated:  “We don’t have to watch the English 

football.  It is much better to have the A-League here, so we can support our own teams 

                                                 
10 A vuvuzela is an approximately 65cm long plastic horn that produces a monotone sound and 

was frequently used in South Africa during the FIFA World Cup 2010.  Television audiences perceived 

vuvuzelas as disturbing while watching World Cup games (Hughes, 2010). 
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and our own country.”  For him, the A-League provided a chance to support Australian 

football and belong to a national football community.  These quotes indicate that 

respondents associated community pride with sport leagues.   

 

4.2.1.3 Competitive balance. 

Competitive balance refers to whether individuals perceived competitive games 

with a league.  It indicates the expectation of consumers about which team will be the 

winner of a game or which team will win the league title.  The following quote from 

NICK describes this competitive balance aspect: “The fact that anyone can beat anyone 

in the one league makes it so exciting.  It’s so close that you can’t really say who is 

going to get relegated this year for sure, who’s going to be champions.”  Similarly, 

JACOB acknowledged the competitive balance of the A-League as an important factor 

that made the league interesting to him.  He also recognised that a salary cap led to this 

balance.  He stated:  “I would say the games are never really predictable, because of a 

salary cap teams are pretty much even.  You can probably say that team is going to win 

but you can never really know for sure.”   

Both respondents acknowledged that the uncertainty of single game outcomes 

and title races played an important role for their support of the league.  Accordingly, 

DAVID identified the importance of competitively balanced games.  He noted: “There 

is always excitement when you are watching a game, because it’s not always a 

guaranteed victory for the team that is the more favourite team.”  Furthermore, ZACK 

mentioned the importance of a competitive title race within the league.  In the EPL, 

“you never know at the start of the season who is going to win it, because you have got 

Arsenal, Manchester United, Chelsea, now Manchester City or Liverpool they can all 
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win the League.  So it is pretty competitive.”  These quotes indicate that respondents 

associated competitive balance with sport leagues.   

 

4.2.1.4 Diversion. 

Diversion refers to whether individuals perceived that a league has the ability to 

provide a break from the daily routine.  BRUCE used the league and everything 

associated with the leagues, such as reading league-related newspaper articles and 

watching league games as excuses to break out of his daily routine, stating that the AFL 

was “…a good excuse to not mow the lawn; you cannot do the dishes all those things; 

footy is on, that is Saturday and Sunday afternoon covered; cannot wash the car.”  For 

JAMES, the league provided an escape that takes him to another place where he can 

forget about other things in his life.  He described the AFL as:  

Fantastic, it takes you to another world really sometimes.  Yeah it takes 

you into a vortex of the moment where you forget about other things in 

your life.  So it’s an escape, euphoric escape, similar to if I was a drug 

user, what I get from drugs, I get it from football games. 

BRAD provided similar insights.  For him, the league also provided a chance to 

escape from his daily problems.  He reported that: “It is two and half hours where you 

can switch off from your work, your financial worries you know.  You forget all about 

that for three hours.  I can switch off just watching the game.”  These quotes indicate 

that respondents associated diversion with sport leagues.   
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4.2.1.5 Education. 

Education refers to whether individuals perceived that a league has the ability to 

provide educational opportunities.  These opportunities include gaining knowledge 

about the sport itself and keeping up-to-date, as well as about specific techniques and 

tactics.  For example, MARC used league games to increase his knowledge of the 

tactics that are required to make him a better player.  He mentioned that by following 

the A-League “I can learn different skills.  I play defender so I watch defenders a lot; 

how they position themselves on the field and things like that so I can improve the way 

I play.” On a similar note, STEVE talked about the educational value of following the 

EPL, stating that “Watching the EPL you can learn some things; like you see a player 

do something that you can try out on the pitch.”  LANCE, who played football in the 

Gold Coast Premier League, also said: “You learn a lot of things; the skills involved.  

You learn different things that make your own game improve every day.”  Furthermore, 

education also refers to consumers following the league to gain a general understanding 

of football and to keep up-to-date.  For example, DAVID followed transfers and kept 

informed about the league in general. He said: “I know about the player transfers of all 

different clubs, not just Newcastle.  I know all about the Premier League”.  These 

quotes indicate that respondents associated educational aspects with sport leagues.   

 

4.2.1.6 Excitement. 

Excitement refers to whether individuals perceived that a league has the ability 

to satisfy their need for excitement.  Excitement was linked with different sources.  

TOM linked the excitement with the great play of a specific team and success, saying 

 



 103

that “Everyone wants to see someone take that ultimate ‘specky’11, the ultimate kick, 

the winning scoring goal in the last minute of the last quarter of the last game of the 

year, that’s excitement to me.”  For DAVID, the excitement stemmed from the 

competitive balance of the league and the uncertainty of the games.  He described the 

positive aspects of the EPL as following:  

The excitement is top shelf.  The team coming first can beat the team 

coming eighth or ninth. So there is always excitement when you are 

watching a game because it’s not always a guaranteed victory for the 

team that is the more favourite team. 

In line with this, SEBASTIAN’s comment highlights that the excitement of 

leagues was linked with the performance and the uncertainty of the outcome of games.  

When probed as to what makes the excitement of the league for him, he answered: 

“Well the goals, the cross, the really close moment of scoring a goal and then when the 

team actually does score a goal; that is excitement”.  These quotes highlight that 

consumers associated excitement with sport leagues.   

 

4.2.1.7 Game representation. 

Game representation refers to whether individuals perceived that a league has 

the ability to represent a specific game/sport.  Consumers followed a specific league 

because the league represented football, Australian Rules football or rugby league.  The 

consumers were fans of the sport itself, such as DAVID who described himself as a 

football fan.  He said “I’m a big fan of the whole concept of football.”  Another 

                                                 
11 Slang for ‘spectacular mark’ 
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example is SAM who watched NRL games because he liked the sport itself.  He 

elaborated: “It could be any game; the sport is greater than its own. Last night was 

Brisbane Broncos against the Bulldogs and I don’t support any of those teams but that 

was just a great game to watch.”  SEBASTIAN also followed the EPL because he liked 

the game of football.  When he was asked for the first thought that came into his mind 

when he hears EPL, he answered: “Soccer; a lot of fun basically.  Soccer is just a really 

beautiful game to watch.”  These quotes indicate that respondents associated the 

game/sport a league represents with sport leagues.   

 

4.2.1.8 Logo/colours. 

Logo/colours refers to whether individuals perceived that a league’s logo and the 

colours of a league are attractive.  For TOM, the logo of the AFL represented a trade 

mark.  The AFL logo indicated that, whenever he was watching AFL games, he would 

be provided with the best possible quality of Australian Rules football.  He said that 

“the AFL logo is a logo that has huge value.  In other words there is a meaning behind 

the value of the logo. The AFL logo stands for superior quality.”  Other than indicating 

a high quality product, the logo and colours were also perceived as attractive.  

Respondents liked a league because of the colours of specific team merchandise.  When 

NICK described how he started following the EPL, the colours were an important factor 

for him.  “I just started liking the colours of the logo and from there, it went on from 

just little things picking up and little things come to one and we fall in love. Like for 

females.”  The merchandise, such as baseball hats and jerseys, sold by AFL teams also 

made JACKSON become a supporter of the league.  He said: “I like the AFL because 

the hats of the teams are pretty awesome and I like all the uniforms and stuff like that 
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[merchandise].”  These quotes indicate that respondents associated a logo and colours 

with sport leagues.   

 

4.2.1.9 Management. 

Management refers to whether individuals perceived that a league’s 

management impacts their associations of a league.  Supporters of the AFL were proud 

of the management decisions of the league.  When TOM talked about the management 

of the league, he said:  “I don’t think you can get any higher standard of management 

and I believe the way the AFL has done bringing in a new team into the competition 

they have learned from their mistakes.”  In line with this view is BRAD’s opinion of the 

AFL’s management abilities.  He elaborated:  

I would say it is a very well managed league, the AFL just seems to be 

breaking into new ground, constantly breaking into new regions, in new 

areas where I find other codes are not doing that, they seem to be 

reducing.  If there is an issue in the AFL, it gets handled fairly quickly 

and it gets handled fairly well.  But I found in other leagues, they are 

struggling to deal with bad performances or financial issues.  

In contrast to consumers of the AFL, WILL was not satisfied with the 

management of the NRL.  He felt that, because of poor management decisions of the 

NRL, the AFL and A-League would take supporters away from the NRL.  He said: 

“They say AFL is the biggest game in Australia.  And soccer.  AFL and soccer have 

taken over Australia.  I reckon the NRL have got to do something”, otherwise they will 

lose more ground to the other two leagues.  The quotes of BRAD and WILL illustrate 

the same topic from two totally different perspectives.  BRAD perceived the 
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management of the AFL as positive because the league was expanding, whereas WILL 

saw that one of the main competitor leagues of the NRL was expanding into a 

traditional NRL market.  That is why he feared that the AFL was taking over consumers 

of the NRL which could, ultimately, lead to the folding of the NRL.  Therefore, he 

wanted the NRL management to react to the actions of their competitors to protect the 

interests of the NRL, and their teams. 

Other respondents were less concerned about the competition of other leagues, 

rather than the conflict of interests between the league and the teams.  JENNA stressed 

the point that the A-League did not give the teams enough decision power.  She said:  “I 

reckon that Australian Football Federation pulls all the strings.  We might have a say 

but the federation in Australia really control what is going to happen.”  In line with this, 

CHUCK highlighted the conflict of interests in the management of leagues and teams.  

He stated:  “I think a lot of the management have their own agendas.  There is a lot of 

infighting that goes on so this comes back to me saying that I don’t think it [the NRL] is 

managed as well as it could be.”  These quotes indicate that respondents associated the 

management with sport leagues.   

 

4.2.1.10 Nostalgia. 

Nostalgia refers to whether individuals perceived that a league has the ability to 

conjure up feelings of fond memories.  Most respondents talked about memories that 

they linked with the league.  RICHIE talked about his most memorable NRL moment 

summarising: “That was probably going to be one of the [NRL] semi-final games when 

I was younger with my old man, he was supporting his favourite team and I just had a 

great day out with my dad.”  Although RICHIE supported the Gold Coast Titans and 
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had watched many games in his life, he remembered one specific game from the semi-

final play-offs that did not feature the Gold Coast Titans.  Additionally, BRAD recalled 

nostalgic moments after watching AFL-related video footage from past seasons.  He 

reported feeling nostalgic after watching movies related to the AFL that included 

historical moments, popular players or provided further insights into the sport and the 

people involved.  He stated: 

The things that I have seen through video footage; I guess it makes me 

understand the game and the players around the clubs, the history of 

other teams, yeah, the day to day about the AFL.  Or the guys who 

kicked eight goals every week.  It is just that friendship that players 

had…that you don’t hear until it comes out later that sort of stuff makes 

me very nostalgic about football. 

These quotes indicate that respondents associated nostalgic moments with sport 

leagues.  

 

4.2.1.11 Performance. 

Performance refers to whether individuals perceived a specific style of play with 

a league.  When STEVE described the EPL, he elaborated on why he liked the league: 

The games are played in a fast pace, there is heaps of attacking football.  

Yeah, it is fast paced, there is a lot of skill involved, it is attacking 

football, it is not like some of the other leagues, for example the Italian 

league is boring for me and more about tactics and defending, whereas 

here [EPL] it is just more attacking and trying to score goals. 
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STEVE did not only describe the style of play in the EPL but he also compared 

it with other leagues and mentioned why he preferred the EPL over other football 

leagues.  The same impression was held by DAVID who described the EPL as 

following:   

The goals that are scored are some of the best you are seeing, there is 

never a boring game, it is not luck, it is not a very tactical league, it is 

more the teams just go and battle it out, there is always going to be goals 

scored, there is never going to be a chance of a nil-all draw, it is more a 

chance of 3-2 or 4-4, it is just more fast, up-tempo games, other than 

other leagues. 

Both described the specific style of football that is played in the EPL and 

compared it to the style that is played in other football leagues.  JAMES was impressed 

by the versatility of plays that were present in AFL games, saying:  “I just like the range 

of things you can see in a game.  Marks, kicking, tackling, long runs, long goals, short 

goals”.  These quotes indicate that respondents associated a certain performance and 

style-of-play with sport leagues.   

 

4.2.1.12 Player development. 

Player development refers to whether individuals perceived that a league has the 

ability to develop local talent and/or provide chances for youth players to proceed in 

their career.  The development of local talent and young players was perceived as one of 

the tasks of professional sport leagues.  DAVID was not satisfied with the EPL’s ability 

to develop young local talent.  He felt that sport leagues should implement rules that 

make it mandatory for their teams to have youth academies.  He provided 
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recommendations as to how the EPL could improve, saying that “They should introduce 

more youth academies that can bring through young English talent, because at the 

moment they haven’t; the youth aren’t getting much of a chance.”  His view was that 

teams did not provide enough chances for local talent and bought foreign players that 

take away starting positions from young players.  “An up and coming youth player, gets 

up to here [holds out his hand] but there is a foreign player stopping him from getting a 

chance and then they are forced to play the league cup matches.”  STEVE perceived that 

teams in the EPL had a good infrastructure to develop young players and pointed out 

that A-League teams needed to implement better youth development systems. 

I think they have got good youth departments, and they care more about 

the youth system whereas in the A-League the focus is on bringing in 

players from other clubs that already established.  Over there [EPL] they 

nurture players from their own youth leagues so they [A-League] should 

introduce more of that.  Here at Gold Coast United, they have got one 

youth team and that’s it.  They haven’t got different categories.  

Despite both respondents having a different opinion about the quality of the EPL 

youth academies, they both pointed out the importance of youth academies.  HEIDI also 

mentioned that the A-League provided chances for young local players.  However, she 

recognised that the level of the A-League was less competitive than the level of 

European football leagues and therefore saw the league as a stepping stone in a young 

player’s football career.   

If you were a really good soccer player in Australia before, you had to 

get overseas to do anything but now [with the A-League] there is a 
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stepping stone.  If you are not good enough for overseas leagues you still 

may be well good enough to play in Australia here, still live your dream 

of playing first grade football and be paid for it.  The A-League provides 

the chance for young players to continue playing the game so that they 

can progress somewhere rather than give up when they hit [the age of] 

16, 17. 

These quotes indicate that respondents associated the league’s role of player 

development with sport leagues.   

 

4.2.1.13 Rivalry. 

 Rivalry refers to whether individuals perceived that rivalries exist within a 

league.  Two different categories of rivalry were identified in the interviews.  First, 

there were rivalries that were perceived by all supporters of the league.  Examples for 

these rivalries were teams that are based in close proximity or historically grown 

rivalries.  The statement of DAVID, who is a Newcastle United FC supporter, 

highlights this:  

I always like watching the Manchester United against Liverpool games 

just for the rivalry.  It’s always enjoyable to watch the two teams hate 

each other so much.  I always think about the rivalry between the teams.  

And then there is also Liverpool against Everton.  There is Manchester 

United against Liverpool.  Manchester United against Manchester City.  

There are a lot of rivalries going on in the league itself, but there is also 

for me Newcastle against Sunderland, which I care about more than any 

other ones. 
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Another example of historically grown rivalries was provided by CHUCK.  The 

reason for the rivalry he mentioned was the history of a rich team constantly buying 

talented players from another team with fewer resources.  He described:  

The Roosters is one of the teams that like to buy all the junior talent, so I 

know the Raiders fans and the Roosters fans do not like each other very 

much and I am probably one of those people, they are probably one of 

my least favourite team.  It is much sweeter when you beat a team that 

you have a rivalry with - it is also much more devastating when you lose 

to that team. 

Second, there were rivalries that were only perceived by the individual.  These 

rivalries were not historically grown, but were based on personal rivalries.  Respondents 

enjoyed personal rivalries with their peers, such as CHUCK.  His friends supported the 

Gold Coast Titans, whereas he was a Canberra Raiders supporter.  He mentioned that 

“when the Raiders and the Titans play, we normally all get together, watch it and 

support our teams – and have a good time not supporting the other team.”  Accordingly, 

SEBASTIAN mentioned the personal rivalries with his friends contributed to the 

enjoyment of the league.  He stated:  

My friends [and I], we all cheer for different teams.  We are not all for 

one [team].  I have friends that go for Liverpool, Arsenal, Chelsea, 

Manchester City or whatever and of course they talk about their 

upcoming game, I talk about Manchester United, they say Manchester is 

not going to win, I say it is going to win and we have little arguments, 

which is also a part of the Premier League experience. 
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These quotes indicate that respondents associated rivalries with sport leagues.   

 

4.2.1.14 Socialisation. 

Socialisation refers to whether individuals perceived that a league has the ability 

to provide the chance for social interactions.  Respondents mentioned socialising 

opportunities when they watched league games, but also in their daily life.  SCOTT 

described that he followed the A-League “just to actually spend time with your friends 

and families socializing.  BRAD attributed the socialising opportunities that the AFL 

provided as one of the league’s main characteristics, stating:  “The AFL is extremely 

social.  I mean I guess that is the whole thing about the AFL.  If you are not playing you 

are watching it.  And if you are watching it, it is generally with your friends or family.”  

VICTOR expanded on this notion:  

I usually watch the EPL with friends.  We all get together and watch it. 

So watching the Premier League is a good chance to meet up with 

friends and it is good for socialising with friends and everyone is there to 

watch soccer, it is good. 

Leagues also provided socialisation opportunities beyond the actual match 

experience and watching league games.  BEN used the league to be able to talk to his 

friends.  He stated that the benefit of following the NRL was “obviously the social 

aspect.  A lot of my friends follow it, so I get to talk to them about it.”  DAVID could 

even incorporate talking about the league and socialising in his work.  He worked part-

time at a store which sold sport equipment.  He stated: “I work at Rebel Sport and 

whenever someone comes in asking football boots or football gear, automatically we are 

talking about the Premier League.  It is just – you can find a common ground socializing 
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with the Premier League.”  These quotes indicate that respondents associated social 

aspects with sport leagues. 

 

4.2.1.15 Specific team. 

Specific team refers to whether individuals perceived a specific team with a 

league.  BRUCE said:  “I was given a Collingwood bib when I was born and I was a 

Magpie from that point on.”  When he was asked what his first thought about the AFL 

was, he said:  “That is Collingwood. They are never out of my mind. I am one-eyed.  I 

was born black and white.”  He further explained how he was proud to be a member of 

the team:  “The AFL offers membership and things like that, so you can become part of 

the club.  My last grandchild is only two weeks old and he is already a member of the 

Richmond Football Club in Melbourne”.  He would have preferred to enrol his 

grandson into the Collingwood FC baby supporter program, but stated:  “That was his 

father’s present; he goes for Richmond so he signed his son up as a Richmond 

supporter.  I did not have that choice; I know they would not appreciate it so I did not 

do it.”   

On a similar note, SEBASTIAN stated how his favourite team influenced his 

feelings towards the league:  “Every time I see Manchester United play really well, I 

become a bigger fan of the Premier League.”  ADAM also mentioned his favourite team 

[Manchester United] as the first thought that comes into his mind when he thinks about 

the EPL.  These quotes indicate that respondents associated a specific team with sport 

leagues.   
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4.2.1.16 Star player. 

Star player refers to whether individuals perceived outstanding players with a 

league.  When LANCE was asked what was the first thought that came into his mind 

about the EPL, he responded: “Good players. There is a lot of talent from all those 

different countries overseas and it is just getting better and better every year with the 

different signings.”  He liked that teams in the EPL were able to attract good players 

from different countries.  New signings indicated for him that the quality of league 

games was constantly improving.  Individual players and their ability to play 

outstanding football also attracted DAVID to follow the EPL.  The following statement 

is evidence of this:  “Sometimes I will watch a game purposely to see, let’s say 

Christiano Ronaldo or to watch Steven Gerrard play.  When Alan Shearer was playing I 

could watch it because he was playing.”   

For ADAM a certain player, Christiano Ronaldo, was the reason why he started 

following the EPL.  When he described how he got interested in the EPL and how he 

chose his favourite team, he said:  “After the World Cup about four years ago, I got into 

the EPL because of Ronaldo.”  Besides being interested in the skills of certain players, 

LUCA also perceived players as celebrities.  He noted how the EPL “can be very 

entertaining”.  When he was asked what made-up the entertainment for him, he 

described very enthusiastically:  “Oh the players. Not so much the club but the players 

on the field.  They I mean, basically to me they are like professional entertainment, like 

a rock group or a musical group or whatever.”  These quotes indicate that participants 

associated star players with sport leagues.   
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4.2.1.17 Tradition. 

Tradition refers to whether individuals perceived history and tradition with a 

league.  When ADAM talked about the tradition of the league, he stated that it “makes it 

a richer experience because of all the history [of the EPL].”  On a similar note, DAVID 

mentioned that “there is a lot of history with the clubs; they date back to a long time”.  

He kept explaining:  “That history goes back a long way so the tradition of the league is, 

it is there and it is being upheld in the way that the teams that were good 20, 30 years 

ago are still good now.”  These two statements acknowledged the history and tradition 

of both the league and the teams and how intertwined the two are, where the tradition of 

the teams influences the tradition of the league and vice versa.  JACOB, who supported 

the relatively young A-League, mentioned a lack of tradition in the league.  He said that 

“there is no tradition through the whole league”.  This indicates that not only existing 

tradition was perceived as a positive association, but also a lack of tradition within the 

league was perceived as a negative association.  CHUCK commented on the history of 

the NRL more positively.  When he was asked to describe positive aspects of the league 

he stated: 

The tradition of the league.  I think they have focused a lot more on it in 

recent years.  In 2008 it was a hundred years of the game in Australia 

and they put a lot of money and effort into promoting that and 

celebrating that, and I got out to a few museums and things that had 

special exhibits on for that, which is really good.  So it is good to know 

that the game is being played for a long time and that means a lot, to a lot 

of people. 
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These quotes indicate that respondents associated tradition and history with 

sport leagues.   

 

In summary, 17 sport leagues brand associations were identified in the 

interviews.  Each of the 17 associations represents a unique dimension that respondents 

linked with sport leagues.  The associations were: Atmosphere, Community pride, 

Competitive balance, Diversion, Education, Excitement, Game representation, 

Logo/colours, Management, Nostalgia, Performance, Player development, Rivalry, 

Socialisation, Specific team, Star player and Tradition.  The associations are presented 

in Table 11.  The first column presents each league brand association, whereas a 

definition is provided in the second column.  The third column shows two 

representative quotes for each association.   

 

Table 11: Identified League Brand Associations, Definitions and Representative 

Quotes 

Association Definition Representative Quotes 
Atmosphere Refers to whether 

individuals 
associate stadium 
atmosphere with a 
league. 
 

 I swapped from supporting NRL to the A-
League. There is just a different atmosphere to the 
NRL, more people seem to be more friendlier 
[sic], more enthusiastic about giving the teams 
encouragement like they cheer and all that 
whereas at the football [NRL] you just kind of sit 
there by yourself and abuse the players, whereas 
[in the A-League] it is more a team atmosphere 
with the supporters. 
 The first thing that I think of is just the buzz 

that you get when they all say the same thing at 
the same time and  all rise together in unison and 
go “whooow”, you hear it right on the ground 
when they all go “whooow” and it’s fantastic. 
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Community 
pride 

Refers to whether 
individuals 
associate 
community pride 
with a league. 
 

 It is much better to have the A-League here, so 
we can support our own teams and our own 
country. 
 I mean soccer is a worldwide game but I’d say 

in this country we [AFL] out-sale soccer, we make 
better decisions than the A-League does. We are 
the ultimate code. 

Competitive 
balance 

Refers to whether 
individuals 
associate 
competitive games 
with a league. 

 I would say the games are never really 
predictable, because of a salary cap teams are 
pretty much even.  You can probably say that 
team is going to win but you can never really 
know for sure. 
 The fact that anyone can beat anyone in the one 

league makes it so exciting.  It’s so close that you 
can’t really say who is going to get relegated this 
year for sure, who’s going to be champions. 

Diversion Refers to whether 
individuals 
associate diversion 
with a league.  
 
 

 Yeah it takes you into a vortex of the moment 
where you forget about other things in your life.  
So it’s an escape, euphoric escape, similar to if I 
was a drug user, what I would get from drugs, I 
get it from football [AFL] games. 
 A good excuse to not to mow the lawn; you 

cannot do the dishes all those things; footy is on, 
that is Saturday and Sunday afternoon covered; 
cannot wash the car.   

Education Refers to whether 
individuals 
associate 
educational aspects 
with a league.  

 You learn a lot of things; the skills involved.  
You learn different things that make your own 
game improve every day 
 I like to watch the A-League because I can 

learn different skills.  I play defender so I watch 
defenders a lot; how they position themselves on 
the field and things like that so I can improve the 
way I play. 

Excitement Refers to whether 
individuals 
associate 
excitement with a 
league.  
 

 Everyone wants to see someone take that 
ultimate ‘specky’ [spectacular mark], the ultimate 
kick, so there is always excitement when you are 
watching a game. 
 The excitement is top shelf.  There is always 

excitement when you are watching a league game 
because it’s not always a guaranteed victory for 
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the team that is the more favourite team. 
Game 
representation 

Refers to whether 
individuals 
associate a specific 
game with a league. 
 

 It could be any game; the sport is greater than 
its own. Last night was Brisbane Broncos against 
the Bulldogs and I don’t support any of those 
teams but that was just a great game to watch. 
 I am a big fan of the whole concept of football. 

Logo / colours Refers to whether 
individuals 
associate a logo and 
colours with a 
league.  
  

 I just started liking the colours of the logo and 
from there, it went on from just little things 
picking up and little things come to one and we 
fall in love. 
 I like the AFL because the hats of the teams are 

pretty awesome and I like all the uniforms and 
stuff like that [merchandise]. 

Management Refers to whether 
individuals 
associate 
management with a 
league.  
 
 

 I would say it is a very well managed league, 
the AFL just seems to be breaking into new 
regions, where I find other codes are not doing 
that. 
 If there is an issue in the AFL, it gets handled 

fairly quickly and it gets handled fairly well.  But 
I found in other leagues, they are struggling to 
deal with bad performances or financial issues.   

Nostalgia Refers to whether 
individuals 
associate nostalgic 
thoughts with a 
league.  
 

 My most memorable NRL moment was 
probably going to one of the semi-final games 
when I was younger with my old man. 
 The things that I have seen through video 

footage; I guess it makes me understand the game 
and the players around the clubs, the history of 
other teams, the day to day about football.  It is 
just that friendship that players had, that you don’t 
hear until it comes out later that sort of stuff 
makes me very nostalgic about football. 

Performance Refers to whether 
individuals 
associate a specific 
style of play with a 
league.  
 

 I just like the exciting range of things you can 
see in a game.  Marks, kicking, tackling, long 
runs, long goals, short goals. 
 The games are played in a fast pace, there is 

heaps of attacking football.  Yeah, it is fast paced, 
there is a lot of skill involved, it is attacking 
football, and it is not like some of the other 
leagues. 

Player Refers to whether  Over there [EPL], they nurture players from 
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development individuals 
associate player 
development 
aspects with a 
league.  
  

their own youth leagues so they [A-League] 
should introduce more of that.  Here [local A-
League team] they have got one youth team and 
that’s it.  They haven’t got different categories. 
 [The A-League] provides the chance for young 

players to continue playing the game so that they 
can progress somewhere rather than give up when 
they hit 16, 17. 

Rivalry Refers to whether 
individuals 
associate rivalries 
with a league.  
 
 

 When the Raiders and the Titans play, we 
normally all get together, watch it and support our 
teams.  And have a good time NOT supporting the 
other team. 
 My friends [and I] we all cheer for different 

teams.  I have friends that go for Liverpool, 
Arsenal, Chelsea, Manchester City or whatever 
and of course they talk about their upcoming 
game, I talk about Manchester United, they say 
Manchester is not going to win, I say it is going to 
win and we have little arguments, which is also a 
part of the Premier League experience. 

Socialisation Refers to whether 
individuals 
associate the 
chance for social 
interactions with a 
league.  
 

 The AFL is extremely social.  I mean I guess 
that is the whole thing about the AFL.  If you are 
not playing you are watching it.  And if you are 
watching it, it is generally with your friends or 
family. 
 I usually watch [the EPL] with friends.  We all 

get together and watch it. So watching the Premier 
League is a good chance to meet up with friends 
and, it is good for socializing with friends and 
everyone is there to watch soccer, it is good. 

Specific team Refers to whether 
individuals 
associate a specific 
team with a league. 
 

 The AFL offers membership and things like 
that, so you can become part of the club.  My last 
grandchild is only two weeks old and he is already 
a member of the Richmond Football Club in 
Melbourne. 
 Every time I see Manchester United play really 

well, I become a bigger fan of the Premier League
Star player Refers to whether 

individuals 
associate an 

 The players make up most of the 
entertainment. I mean, basically to me they are 
like professional entertainment, like a rock group 
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outstanding player 
with a league.  
 
 

or a musical group or whatever.  
 Sometimes I will watch a game purposely to 

see, let’s say Christiano Ronaldo or to watch 
Steven Gerrard play.  

Tradition Refers to whether 
individuals 
associate tradition 
with a league.  
 

 That history goes back a long way so the 
tradition of the league is, it is there and it is being 
upheld in the way that the teams that were good 
20, 30 years ago are still good now. 
 In 2008 it was a hundred years of the game 

[NRL] in Australia and they put a lot of money 
and effort into promoting that and celebrating that 
and I got out to a few museums and things that 
had special exhibits on for that which is really 
good. 

Source: Developed for this research from interviews Study 1 
 

Theoretically, brand associations have been linked with behaviour.  The second 

aim of the interviews was to qualitatively support beliefs that were proposed as 

influencing team game attendance, as theoretically identified by a review of the TPB.  

These results are presented in the next section.  

 

4.2.2 Beliefs about team game attendance. 

This section presents consumers’ beliefs that influence team game attendance12.  

Quotes that support three types of beliefs about team game attendance are presented.  

First, beliefs that lead to attitudes towards team game attendance are offered.  Second, 

beliefs that lead to perceived social norms towards team game attendance are provided.  

                                                 
12 Participants who indicated the EPL as their favourite league were interviewed about the 

factors that influence their game watching behaviour.  This modification was necessary because these 

respondents represent satellite fans and team game consumption via media is consumption behaviour that 

represents team game attendance closely (Kerr & Gladden, 2008). 
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Third, beliefs that lead to perceived behavioural control over team game attendance are 

presented.   

 

4.2.2.1 Attitudes towards team game attendance. 

Attitudes towards team game attendance refer to the beliefs of how the likely 

costs and benefits of the behaviour may impact the individual’s team consumption.  

LUCA stated: “I just basically enjoy watching a good game of football.”  When he was 

probed about the factors that could obstruct this behaviour, he replied: “Nothing, I just 

make myself available.”  Similarly, WILL stated: “I love going to the games, I haven’t 

missed a game for up to two years.”  Both respondents reported strong positive attitudes 

towards attending team games.  Conversely, PINO’s following statement about 

attending team games demonstrates negative attitudes towards attending games.  He 

said: “You turn up at the stadium and they don’t open the gates until an hour before the 

game and then the queues are 1000 people long, it’s just madness.  I like the team but 

that’s just a hassle.”  These quotes indicate that respondents held positive or negative 

attitudes towards team game attendance.   

 

4.2.2.2 Perceived social norms towards team game attendance. 

Perceived social norms refer to the beliefs of how significant others may impact 

individuals’ team game attendance.  SEBASTIAN’s support for the league and his 

favourite team was influenced by his friends.  He wanted to be a part of the group and, 

to be able to discuss the EPL, he needed to stay up-to-date.  The influence of his peers is 

exemplified by the following statement:  “If you haven’t watched it for a while and your 

friends start talking about the Premier League and then you go – Oh yeah, I missed a 
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few a matches I should watch them”.  This perception of the influence of the social 

environment on the consumption of the team was emphasised by CHUCK.  He 

described the obstacles he needed to overcome to integrate his social environment into 

his consumption of his favourite team and the league:  “A lot of people have an effect 

on the game because they are central to my life, so I have to watch football around them 

and incorporate them into that.”  While CHUCK highlighted the perceived social norms 

that he needs to consider when attending team games, ADAM’s statement emphasised 

the influence of his social environment on his consumption behaviour.  He stated: 

“Whenever it’s on, I have a mate say there is a game on, do you want to come over and 

watch; yeah I will come watch the game then.”  These quotes indicate that respondents 

perceived social norms towards team game attendance.   

 

4.2.2.3 Perceived behavioural control over team game attendance. 

Perceived behavioural control refers to the beliefs of the extent to which the 

individual feels in control of attending team games.  When respondents were asked 

what influences their game attendance, TOM said: “Well obviously there are monetary 

reasons that stop me from attending games”, while JAMES mentioned that “time is 

precious, so we don’t generally come to games often”.  Both respondents cited external 

constraints as reasons that influence whether they feel in control of attending games.  

Additionally, CHUCK mentioned that he did not feel in control of watching games via 

media outlets.  He stated:  

Well recently I moved out of home which is where we had FoxTel so it 

was a lot easier to watch a game, to watch all eight games a week, now it 

might be a bit harder because we don’t have FoxTel so there is more 
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planning going around finding a TV that’s broadcasting the games so I 

think that would be a factor.   

CHUCK’s comment highlighted that respondents do not always feel in complete 

control of watching games via media.  The factors that may foster or hinder the 

perceived behavioural control of respondents were availability of time, availability of 

time money and the ease of access.  These quotes indicate that respondents held game 

attendance or game consumption beliefs that might influence their perceived control 

over attending or watching team games.   

In summary, attitudes towards team game attendance, perceived social norms 

towards team game attendance and perceived behavioural control over team game 

attendance were confirmed as beliefs that may influence team game attendance.  These 

findings supported the integration of game attendance beliefs in the conceptualisation 

that was tested in Study 4.  The three types of beliefs are presented in Table 12 that 

provides a general overview of each aspect, its definition and representative quotes.   
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Table 12: Beliefs that Influence Watching Team Games 

Theme Definition Representative Quotes 
Attitudes 
towards the 
behaviour 

The beliefs of how 
the likely costs and 
benefits of the 
behaviour may 
impact the 
individual’s team 
game consumption. 
 

 I just basically enjoy watching a good game of 
football. [Nothing gets in the way] I just make 
myself available. 
 I love going to the games, I haven’t missed a 

game for up to two years. 
 You turn up at the stadium and they don’t open 

the gates until an hour before the game and then 
the queues are 1000 people long, it’s just 
madness.  I like the team but that’s just a hassle. 

Perceived 
social norms 
towards the 
behaviour 

The beliefs of how 
significant others 
may evaluate the 
individual’s team 
game consumption. 
 
 

 A lot of people have an effect on the game 
because they are central to my life, so I have to 
watch football around them and incorporate them 
into that. 
 If you haven’t watched it for a while and your 

friends start talking about the Premier League and 
then you go “Oh yeah, I missed a few a matches I 
should watch them”. 

Perceived 
behavioural 
control over 
the behaviour 

The beliefs of how 
much the individual 
feels in control of 
consuming team 
games.  
 

 Well obviously there are monetary reasons 
[that stop me from attending games] 
 Time is precious and so we don’t generally 

come to games often. 
 Well recently I moved out of home which is 

where we had FoxTel so it was a lot easier to 
watch a game, to watch all eight games a week, 
now it might be a bit harder because we don’t 
have FoxTel so there is more planning going 
around finding a TV that’s broadcasting the games 
so I think that would be a factor.   

Source: Developed for this research from interviews Study 1 

 

4.3 Chapter Summary  

 Chapter 4 provided the method and results from Study 1.  The purpose of Study 

1 was to gain in-depth knowledge of consumer brand associations of sport leagues and 
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support beliefs about team game attendance.  Qualitative content analysis of 26 semi-

structured interviews with football fans of four different leagues (i.e., AFL, A-League, 

NRL and EPL) revealed 17 unique brand associations respondents linked with sport 

leagues.  The 17 league brand associations were: Atmosphere, Community pride, 

Competitive balance, Diversion, Education, Excitement, Game representation, 

Logo/colours Management, Nostalgia, Performance, Player development, Rivalry, 

Socialisation, Specific team, Star player and Tradition.  Furthermore, three theoretically 

proposed types of beliefs that influence individuals’ team game attendance were 

supported.  Attitudes towards team game attendance, perceived social norms towards 

team game attendance and perceived behavioural control over team game attendance 

were qualitatively supported as factors influencing team game attendance.  Table 13 

provides a summary of the findings from Chapter 4 in regards to the purpose of the 

study.  To expand on this knowledge, the next study was needed to quantitatively 

validate the findings.   

 

Table 13: Summary of Findings from Study 1 

Purpose  Summary of findings 
 

Purpose: Identify 
consumers’ league 
brand associations 
of sport leagues. 
 

 

 In total, 17 league brand associations were qualitatively 
indentified.  Respondents associated: Atmosphere, Community 
pride, Competitive balance, Diversion, Education, Excitement, 
Game representation, Logo/colours Management, Nostalgia, 
Performance, Player development, Rivalry, Socialization, Specific 
team, Star player and Tradition with sport leagues.  
 

Purpose: Support 
theoretically 
identified beliefs 
about team game 
attendance.  
 

 The three theoretically identified types of beliefs were 
confirmed.  The three were:  
 Attitudes towards team game attendance  
 Perceived social norms towards team game attendance  
 Perceived behavioural control over team game attendance 

Source: Developed for this research from interviews Study 1 
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5 STUDY 2: ONLINE QUESTIONNAIRES 

The purpose of Study 2 was to quantitatively support the 17 identified league 

brand associations.  Study 2 focussed on league brand associations because of the 

exploratory nature of the identified league brand associations.  In contrast, results 

related to beliefs about team game attendance examined in Study 1 supported existing 

theory explained by the TPB.  This support was considered sufficient and thus, these 

dimensions were not included in Study 2.  Online questionnaires were utilised to collect 

data from consumers of one of the four sport leagues; AFL, A-League, NRL or EPL.  

The study used single-item measures to gain quantitative support for the identified 

league brand associations and function as a pilot test for Study 3.  This chapter provides 

an overview of the method and results of Study 2.  

 

5.1 Method 

This section provides information about the method employed in Study 2.  First, 

the procedures of data collection are described.  Second, materials utilised in the data 

collection process are presented.  Third, information about participants and their 

characteristics is given.  Last, an overview of the analysis of the data is provided.  

 

5.1.1 Procedures. 

A national database of individuals who opted-in to participate in market research 

surveys was utilised to recruit participants.  The email list consisted of individuals who 

participated in the ‘Great Australian Survey’.  Participants from this particular email list 

were chosen because respondents were derived from most social and ethnical groups, 
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thus representing a broad range of potential football consumers.  Email invitations were 

sent to 6000 potential respondents in Brisbane, Melbourne and Sydney (2000 for each 

city), because these cities hosted teams from the three Australian leagues, namely AFL, 

A-League and NRL teams.  Potential respondents were invited by email to click on a 

link that directed them to a web page containing the online questionnaire (Van Selm & 

Jankowski, 2006).  The questionnaire resided on a web page operated by Qualtrics.  The 

welcome page of the online questionnaire informed participants as to the purpose of the 

research and the chance to be entered in a prize draw.  Participants had the chance to 

review ethics information and contact the researcher before participating in the 

questionnaire.  Participants were informed that they would provide their consent simply 

by responding and were reminded that their responses were considered confidential and 

were only for research purposes.  This procedure was consistent with previous online 

survey work (Riva et al., 2003).  The questionnaire was available to participants for two 

weeks in September, 2010.  Completed questionnaires were downloaded at the end of 

the data collection period and prepared for statistical analyses.   

 

5.1.2 Materials. 

An online questionnaire was developed to measure consumers’ perceptions and 

attitudes towards their favourite league.  The design allowed for usage of online 

questionnaires such as skip-logic, which is a function that skips unrelated questions 

based on information provided in earlier questions.  Demographic measurements 

included age, gender, ethnicity, education, employment status and geographic region.  

The wording of the items was guided by Australian Bureau of Statistic standards for 

each category.  Psychographic measurements examined league brand associations and 
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consumers’ commitment with the league.  Existing team brand literature (Bauer et al., 

2008; Gladden & Funk, 2002; Ross et al., 2008), spectator motive literature (Funk et al., 

2009; Funk, Mahony, Nakazawa, & Hirakawa, 2001; Neale & Funk, 2006; Robinson, 

Trail, & Kwon, 2004) and attractiveness of sport leagues literature (Koenigstorfer et al., 

2010) were used to develop a questionnaire to measure each of the 17 identified 

associations with a single item measure.  As some existing measures were utilised to 

measure the 17 brand associations, modification to the wording was required to reflect 

the sport league setting.   

Single-item measures were utilised to collect data in Study 2.  The use of single-

item measures has been questioned (Churchill Jr., 1979; Oshagbemi, 1999).  However, 

there are situations in which single-item surveys are considered adequate and preferable 

to multi-item surveys (Kwon & Trail, 2005; Rossiter, 2002).  Single-item scales showed 

practical advantages (Wanous & Hudy, 2001; Wanous & Reichers, 1997), because they 

were less time consuming and less monotonous than multi-item surveys (Gardner, 

Cummings, Dunham, & Pierce, 1998).  This made single-item measures predestined for 

online survey, which was the chosen method of data collection in Study 2.  

Furthermore, single-item measures have been used by various sport researchers (Fink et 

al., 2002; Madrigal, 1995; Trail & James, 2001), and it has been demonstrated that 

single-item measures of brand constructs (Bergkvist & Rossiter, 2007) and 

identification constructs (Kwon & Trail, 2005) were equally valid as multiple-item 

measures of the same construct (Jordan & Turner, 2008).  In consideration of these 

arguments the use of single-item measures was considered suitable.   

Items were measured on a 7-point Likert scale with the anchors from strongly 

disagree [1] to strongly agree [7].  Likert scales were used as they were easy to use to 

assess a level of agreement with a statement according to the research object, and were 
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identified as the most popular scale type used in social science (Vogt, 2005).  All league 

brand association items measured, along with their source, are presented in Table 14. 

 

Table 14: Measurement Items Study 2 – League Brand Associations 

Brand Association Measurement Item Source (adapted from) 
Atmosphere In the league’s stadiums, there is 

a great atmosphere. 
Koenigstorfer et al., 2010 
 

Community pride The league brings pride to the 
national football community. 

Gladden & Funk, 2002 

Competitive balance In the league, anybody can beat 
anyone. 

Koenigstorfer et al., 2010 

Diversion  Watching, reading and talking 
about the league helps me forget 
my day-to-day problems. 

Gladden & Funk, 2002 

Education Following the league helps me to 
increase my knowledge about 
football. 

Robinson et al., 2004, 

Excitement I enjoy the excitement 
surrounding the league. 

Gladden & Funk, 2002 

Game 
representation 

I follow the league because 
football is my favourite sport.  

Funk et al., 2001 

Logo/colours I like the logo and colours of the 
league.  

Gladden & Funk, 2002 

Management The league is well managed.  Gladden & Funk, 2002 
Nostalgia  Thinking of the league brings 

back good memories. 
Gladden & Funk, 2002 

Performance I enjoy the style of football 
played in the league.  

Funk et al., 2009 

Player development The league helps young players to 
progress in their career. 

Study 1 

Rivalry  I like the rivalry that exists 
between teams in the league.  

Ross et al., 2008 

Socialisation The league provides the chance to 
socialize with friends and others. 

Gladden & Funk, 2002 

Star player  The league has star players that I 
like to watch. 

Gladden & Funk, 2002 

Specific team The league has a specific team 
that I follow. 

Funk et al., 2001 

Tradition The league has a strong tradition. Ross et al., 2008 
Source: Developed for this research from review of relevant literature 
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A single item commitment to the league measure and a single item league-

related media behaviour measure were included in the questionnaire.  Commitment to 

the league was assessed with the item “I am a committed fan of the league” (adapted 

from Filo et al., 2008), measured a 7-point Likert scale with the anchors from strongly 

disagree [1] to strongly agree [7].  League-related media behaviour was assessed with 

the item “I watch the league’s games” (adapted from Pritchard & Funk, 2010), 

measured on a 7-point Likert scale with the anchors from never [1] to frequently [7].   

 

5.1.3 Participants. 

Participants were recruited via email sent to 6000 individuals who participated 

in the ‘Great Australian Survey’ and opted-in to receive market research.  Of the 6000 

invitations to participate in the research, 894 fully completed surveys were returned.  

After a data cleaning process, which is described in section 5.1.4.1, data from 864 

respondents were retained for analysis.  The sample consisted of 405 (46.9%) females 

and 459 (53.1%) males with an average age of 39.95 years.  Most respondents had an 

Oceanic background (N = 640; 74%), followed by European (N = 138; 16%), Asian (N 

= 35; 4%), Other (N = 29; 3.5%), or preferred not to answer the question (N = 22; 

2.5%).  Respondents earned an average income of AUD $ 1023 per week.  Of the 864 

respondents, 308 indicated their favourite league was the AFL (35.6%), 53 indicated 

their favourite league was the A-League (6.1%), 103 indicated their favourite league 

was the EPL (11.9%) and 400 indicated their favourite league was the NRL (46.3%).  

The sample was compared to Australian Bureau of Statistic data and deemed 

appropriate for the purpose of the study.  The comparison is explained further in section 

5.1.4.2.   
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5.1.4 Analysis. 

Quantitative statistical analyses were employed to analyse collected data.  Data 

were entered in IBM SPSS Statistic 19.  Analysis of collected data involved three steps.  

First, data quality control was employed.  Second, demographic statistics of the sample 

were calculated.  Third, descriptive statistics, one-sample t-tests and correlation 

analyses were performed to examine the research question.  

 

5.1.4.1 Data quality control. 

Collected data were examined for errors and to ensure data quality.  SPSS 

descriptive statistics were utilised to ensure the accuracy of data entry.  The cleaning 

process involved investigation for unrealistic short completion times, respondents who 

marked the same response for every question and inconsistent combinations (Hospers, 

Kok, Harterink, & de Zwart, 2005).  ‘Unrealistically short completion times’ were 

classified as respondents who completed the questionnaire in less than seven minutes.  

It took the researcher, who was familiar with the design and the questions, 

approximately seven minutes to complete the questionnaire; therefore it was assumed 

that respondents could not accurately have completed the questionnaire in less time.  A 

maximum completion time was not assigned.  Respondents who marked the same 

response at every question were flagged in the cleaning process unless the same 

response made theoretical sense.  Inconsistent combinations were examined using 

theoretically close constructs and identifying nonsense responses.  Reverse coded 

questions were helpful in identifying both inconsistent combinations and respondents 

who marked the same response at every question.  Respondents who were flagged were 

eliminated from the data set.  In total, the data set was reduced from initially 894 
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respondents who completed the questionnaire to 864 useable cases.  Hence, 30 cases 

were omitted in the data cleaning process.  

 

5.1.4.2 Demographics. 

Demographic details of the sample were examined using frequencies and 

descriptive statistics.  Participants were examined for gender, age, ethnicity, education, 

employment status and their favourite league.  Secondary data from the Australian 

Bureau of Statistic (2010) reported that the majority of Australians were female 

(50.5%), while the average Australian was 37 years old and earned a weekly income of 

$811 (Australian Bureau of Statistic, 2008).  Comparing Australian Bureau of Statistic 

data with the sample of respondents in this study, it was revealed that respondents had a 

higher income than the average Australian.  Additionally, females were overrepresented 

in the present sample when compared to female attendance at sport events (Australian 

Bureau of Statistic, 2010).  However, as the aim of this study was to test whether the 

identified brand associations were connected with sport leagues in general, a 

representative population of game attendees of the leagues mentioned was not a 

necessary criterion for the sample collection.  Therefore, the sample was deemed to 

serve the purpose of this study adequately.  Potential respondent biases of all studies are 

discussed in detail in the limitation section (see section 8.4.2).   

 

5.1.4.3 Descriptive statistics, one-sample t-tests and correlations. 

Statistics were calculated to examine whether consumers agreed that the 

identified league brand associations were applicable for sport leagues.  Mean scores and 

standard deviations were calculated for all brand associations.  Furthermore, one-sample 
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t-tests (p = 0.05) were utilised to compare brand associations with a test value to 

examine whether respondents agreed with the league brand associations.  The test value 

was 4.0, which represented the mid-point of a 7-point Likert scale.  Pearson product-

moment correlation coefficient was computed to examine whether the league brand 

associations were positively correlated with attitudinal and behavioural outcomes 

related to leagues.  

 

5.2 Results 

Results of Study 2 quantitatively supported the identified 17 league brand 

associations.  An overview of the results is provided in Table 15.  League brand 

associations are presented in the first column of the table.  The mean score ranged from 

M = 4.13 to M = 5.37 and is shown in column two.  Standard deviations ranged from  

SD = 1.17 to SD = 1.73 and are presented in column three.  Columns four and five 

present the t-value and the significance level results of the one sample t-test.  All 17 

identified league brand associations showed a mean score significantly above 4.0 (p < 

.05).  These results provided initial support for the fact that respondents agreed with the 

identified league brand associations.  Thus, further analyses were performed to support 

the identified league brand associations.   

 



 

Table 15: Means, T-Test and Correlation Coefficients 

     Correlations 
Association  Mean Std. Deviation T-Value p CMNT BHVR 
Atmosphere 4.58 1.49 13.32 ** .52 .42 
Community pride 4.56 1.47 13.21 ** .44 .38 
Competitive balance 4.42 1.35 9.57 ** .48 .34 
Diversion 4.21 1.67 4.43 ** .65 .49 
Education 5.03 1.33 21.43 ** .54 .43 
Excitement 5.34 1.38 30.02 ** .51 .62 
Game representation 4.70 1.73 15.65 ** .69 .54 
Logo/colours  4.34 1.39 8.43 ** .45 .32 
Management 4.26 1.55 5.77 ** .44 .33 
Nostalgia 4.89 1.57 19.61 ** .50 .44 
Performance 4.13 1.76 2.55 .01* .59 .47 
Player development 5.37 1.17 32.88 ** .47 .34 
Rivalry 5.27 1.46 29.72 ** .46 .36 
Socialisation 4.43 1.63 9.78 ** .54 .46 
Specific team 5.14 1.42 25.34 ** .40 .51 
Star player 5.18 1.49 27.08 ** .49 .40 
Tradition 5.37 1.44 32.89 ** .37 .39 
* = significant at p < .05       ** = significant at p < .001 
Source: Developed for this research from results of Study 2 
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The identified league brand associations were positively correlated with 

commitment towards the league and league-related media behaviour.  Column six of 

Table 15 shows the Pearson product-moment correlation coefficient between each 

league brand association and commitment towards the league.  The correlation 

coefficients ranged above the recommended threshold of .30 (Kline, 1998) from r = .36 

to r = .69, n = 864, p < .05.  Column seven presents the Pearson product-moment 

correlation coefficient between each league brand association and league-related media 

behaviour.  The correlation coefficients also ranged above the recommended threshold 

from r = .32 to r = .62, n = 864, p < .05.  Thus, the identified league brand associations 

were supported through positive correlations with attitudinal and behavioural outcomes 

related to sport leagues.   

 

5.3 Chapter Summary 

Chapter 5 provided the method and results from Study 2.  The purpose of Study 

2 was to quantitatively support the 17 league brand associations that were identified in 

Study1.  Quantitative survey data were gathered from 864 potential consumers of four 

different leagues (i.e., AFL, A-League, NRL and EPL).  One-sample t-tests were 

conducted to examine whether the identified league brand associations scored above the 

test value of 4.0.  Correlation analyses were conducted to test whether the identified 

league brand associations were correlated with attitudinal and behavioural outcomes 

related to sport leagues.  All 17 league brand associations scored above the test value of 

4.0 and were positively correlated with attitudinal and behavioural outcomes related to 

sport leagues.  Table 16 provides a summary of the findings from Chapter 5 in regards 

to the league brand associations identified in Chapter 4.  Study 2 functioned as a pilot 
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test to gain initial support for the identified league brand associations.  However, a 

further study was needed to develop a reliable measure of league brand associations.   

 

Table 16: Summary of Findings from Study 2 

League Brand 
Association  

Mean > 4.0 Correlated with 
League Commitment

Correlated with 
League Behaviour 

Atmosphere    
Community pride   
Competitive balance   
Diversion,   
Education   
Excitement   
Game representation   
Logo/colours   
Management   
Nostalgia   
Performance   
Player development   
Rivalry   
Socialisation   
Specific team   
Star player    
Tradition    

 = initial quantitative support for identified league brand associations 
Source: Developed for this research from findings of Study 2 
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6 STUDY 3: ONLINE QUESTIONNAIRES 

The purpose of Study 3 was to develop a reliable and valid measure of league 

brand associations and test whether consumers’ league brand associations predict team 

involvement.  Online questionnaires were utilised to collect data from consumers of one 

of the four sport leagues; AFL, A-League, NRL or EPL.  This chapter provides an 

overview of the method and results of Study 3. 

 

6.1 Method 

This section provides information about the method employed in Study 3.  First, 

the procedures of the data collection are described.  Second, materials utilised in the 

data collection process are presented.  Third, information about participants and their 

characteristics is given.  Last, an overview of the analysis of the data is provided.  

 

6.1.1 Procedures. 

Procedures for Study 3 replicated the procedures of Study 2.  Invitations to 

participate in the research were sent to email addresses of potential respondents.  

However, for this study, the email addresses were purchased from a different provider 

to ensure respondents differed from the participants of Study 2.  Email invitations were 

sent to 15000 individuals from Australian metropolitan areas that had ‘opted-in’ to 

receive market research surveys.  The questionnaire was available to participants for 

four weeks in December, 2010.  Completed questionnaires were downloaded at the end 

of the data collection period and prepared for statistical analyses.   
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6.1.2 Materials. 

An online questionnaire was developed to measure respondents’ demographics 

and psychographics.  Demographic measurements included age, gender, ethnicity, 

education, employment status and geographic region.  Psychographic measurements 

included league brand association measures and consumer involvement with the team 

measures.  Answers were provided by ticking a box on a 7-point Likert scale.  Details of 

the utilised scales are provided in two tables.  Constructs, items, their source and factor 

loadings in the original measures are presented.  

First, individuals’ involvement with a team was measured.  Consumer 

involvement with the team was examined adapting Beaton et al.’s (2009) items to 

measure the three involvement dimensions of pleasure, sign and centrality.  Details are 

presented in Table 17.  The first column provides the three involvement dimensions, the 

items measuring each dimension are presented in the second column and the source 

from which the item was adapted is shown in the third column. 
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Table 17: Constructs and Items measuring Team Involvement  

Construct Item Source 
Pleasure Following the [TEAM] gives me pleasure. Self-Developed 
 I really enjoy following the [TEAM]. Beaton et al., 2009  
 Compared to other activities, following the 

[TEAM] is very interesting. 
Beaton et al., 2009  

Sign Following the [TEAM] says a lot about who I 
am. 

Beaton et al., 2009  

 When I watch the [TEAM], I can really be 
myself. 

Beaton et al., 2009  

 I want others to know that I am a fan of the 
[TEAM].* 

Ross et al., 2008  

Centrality I find a lot of my life organized around 
following the [TEAM]. 

Beaton et al., 2009  

 A lot of my time is organized around 
following the [TEAM]. 

Beaton et al., 2009  

 Following the [TEAM] has a central role in 
my life. 

Beaton et al., 2009  

All items measured on a scale of [1] strongly disagree to [7] strongly agree. 
* = used to measure the construct “Identification” in the original study. 
Source: Developed for this research from review of relevant literature 

 

Second, league brand associations were measured.  Examined constructs 

stemmed from the results of Study 1.  Items utilised to examine each construct were 

identified in Study 2, the existing team brand literature (Gladden & Funk, 2002; Ross et 

al., 2008) and other sport management literature that reported items for the examined 

constructs (i.e., Filo et al., 2008; Funk et al., 2009; Koenigstorfer et al., 2010; Pritchard 

& Funk, 2010; Robinson et al., 2004).  Additional items were self-developed from the 

results of Study 1 to represent identified constructs.  Details are presented in Table 18.  

 

 

 



 

Table 18: Constructs and Items to Measure League Brand Associations 

Construct Item Source Original FL 
Atmosphere There is a friendly, family atmosphere at league games. Self-Developed N/A 
 In the league's stadiums there is a great atmosphere. Koenigstorfer et al., 2010 .91 
 The league's stadiums enhance the enjoyment of attending games. Gladden & Funk, 2002 Ф .82 
Community  The league helps elevate the image of the national football community. Gladden & Funk, 2002 Ф .88 
Pride The league brings pride to the national football community. Gladden & Funk, 2002 Ф .87 
 The league helps to be a proud part of the national football family. Gladden & Funk, 2002 Ф .80 
Competitive  To me, the league is a very balanced league. Koenigstorfer et al., 2010 .84 
Balance In the league, you never know for sure which team will win. Koenigstorfer et al., 2010 .74 
 In the league, anybody can beat anyone. Koenigstorfer et al., 2010 .97 
Diversion The league provides me with a break from my daily routine. Gladden & Funk, 2002Ф .88 
 Because of the league, I can get away from the tension in my life. Funk et al., 2009 Ф .85 
 Watching, reading and talking about the league helps me forget my day-

to-day problems. 
Gladden & Funk, 2002 Ф .94 

Education  Following the league helps me to increase my knowledge about football. Robinson et al., 2004 Ф .79 
 Watching the league helps me to learn about the tactical aspects of 

football. 
Robinson et al., 2004 Ф .87 

 Watching the league helps me to learn about the technical aspect of 
football. 

Robinson et al., 2004 Ф .86 

Excitement Following the league is very exciting. Funk et al., 2009 Ф .88 
 I enjoy the excitement surrounding the league. Funk et al., 2009 Ф .88 
 I like the excitement associated with the league. Pritchard & Funk, 2010 Ф .77 
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Game Interest I love to follow the game of football. Funk et al., 2001 .80 
 I am a huge fan of football in general. Funk et al., 2001 .69 
 I follow the league because football is my favourite sport. Pritchard & Funk, 2010 Ф .68 
 First and foremost, I consider myself a fan of football. Pritchard & Funk, 2010 Ф .68 
Logo / Colours I like the logo of the league. Gladden & Funk, 2002 Ф .75 
 The uniforms in the league are attractive. Gladden & Funk, 2002 Ф .86 
 The logo of the league is unique. Ross et al., 2008 Ф .82 
Management The league is well managed. Self-Developed N/A 
 The management of the league does a good job. Gladden & Funk, 2002 Ф .96 
 The league is a well structured league. Self-Developed N/A 
Nostalgia I have fond memories of following the league. Gladden & Funk, 2002 Ф .87 
 Thinking of the league brings back good memories. Gladden & Funk, 2002 Ф .74 
 I get a feeling of nostalgia when I think of the league. Self-Developed N/A 
Player  The league develops young talent. Self-Developed N/A 
Development The league provides a chance for local talent. Self-Developed N/A 
 The league helps young players to progress in their career. Self-Developed N/A 
 The league helps kids get into the game. Self-Developed N/A 
Performance I enjoy the beauty and grace of league games. Funk et al., 2009 Ф .89 
 I enjoy the style of football played in this league. Self-Developed N/A 
 The football played in this league is beautiful to watch. Self-Developed N/A 
Rivalry I am more interested in the league because of certain team rivalries. Self-Developed N/A 
 I like the rivalry that exists between teams in the league. Self-Developed N/A 
 The rivalries of teams within the league contribute to the enjoyment of 

the league. 
Self-Developed N/A 
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Socialisation The league provides the chance to socialise with others. Funk et al., 2009 Ф .74 
 The league provides the opportunity to interact with other people. Funk et al., 2009 Ф .80 
 The league provides a good opportunity to see friends. Ross et al., 2008 Ф .93 
Star Players I like to watch the league's star players. Gladden & Funk, 2002 Ф .78 
 The league has star players that I like to watch. Gladden & Funk, 2002 Ф .93 
 The star players in the league are one of the reasons why I follow the 

league. 
Self-Developed N/A 

Specific Team I have a favourite team that I like to watch. Funk et al., 2001 Ф .70 
 I tend to follow a specific team more than the entire league. Funk et al., 2001 Ф .54 
 The league has a specific team that I follow. Self-Developed N/A 
Tradition The league has a rich history. Gladden & Funk, 2002 Ф .75 
 The league has a strong tradition. Gladden & Funk, 2002 Ф .75 
 It is important that the league has a strong history. Self-Developed N/A 
All items measured on a scale of [1] strongly disagree to [7] strongly agree. 
* = used to measure the construct “Identification” in the original study 
Ф = Adapted from 
FL = Factor loading in original study 
Source: Developed for this research from review of relevant literature 
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6.1.3 Participants. 

Participants represented a sample of potential football consumers within 

Australia.  Participants in this study were obtained from a pool of 15000 consumers 

from Australian metropolitan areas who had “opted-in” to receive market research 

surveys about topics they indicated interest.  The questionnaire was commenced by 

1245 respondents, with 895 completing the survey.  After the same data cleaning 

process as described in Study 2, 770 useable cases remained for further analysis.  More 

respondents were female (N = 410; 53.2%) than male (N = 360; 46.8%) with an average 

age of 43.35 years.  Most respondents had an Oceanic background (N = 436; 56.6%), 

followed by European (N = 203; 26.4%), Asian (N = 79; 10.3%), Other (N = 16; 2.1%), 

or preferred not to answer the question (N = 36; 4.7%).  Respondents earned an average 

income of AUS $ 1134 per week.  Respondents answered the questionnaire in the 

context of their favourite league, where most respondents indicated the AFL (N = 402; 

52.2%) as their favourite league, followed by the NRL (N = 232; 30.1%), the EPL (N = 

77; 10%) and the A-League (N = 59; 7.7%).  The sample was compared to Australian 

Bureau of Statistic data and deemed appropriate for the purpose of the study.  The 

comparison is explained further in section 6.1.4.2.   

 

6.1.4 Analysis. 

Quantitative statistical analyses were employed to analyse 770 surveys.  Data 

were downloaded from Qualtrics and imported in IBM SPSS Statistic 19 and MPlus 6.1.  

The advantage of the MPlus software, over rival software (e.g., IBM SPSS AMOS), 

was that MPlus used the Satorra-Bentler estimate (MLM for maximum likelihood mean 

adjusted) as default estimator.  The data for this research was positively skewed.  
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Hence, MPlus and the MLM estimator were utilized to analyse the structure of league 

brand associations, because the MLM estimator was found to behave “extremely well in 

nearly every condition across sample size, distribution, and model specification” 

(Curran, West, & Finch, 1996, p. 27).   

Analysis of collected data involved three steps.  First, descriptive statistics were 

calculated for the measures under investigation.  Second, a confirmatory factor analysis 

(CFA) was conducted using the 17 identified league brand association constructs.  Third 

linear regression analysis was used to test whether league brand associations predicted 

involvement with a team13.  

 

 

                                                 
13 The term ‘predicts’ is utilised in this thesis to indicate association, rather than causality.  As 

identified by Pearl (2009, 2012), Structural Equation Modelling (SEM) utilises statistical measures of fit 

from inputs to test assumptions and derive causal conclusions.  These causal conclusions do not prove 

proposed causal assumptions (Bollen & Pearl, 2012; Pearl, 2009, 2012), an d hence the utilisation of the 

term ‘association’ may be more appropriate than the term ‘predicts’.  However, the term ‘predicts’ is used 

in this thesis for two reasons.  First, the term ‘association’ is heavily utilised in this thesis to indicate 

league brand associations. Hence to avoid confusion derived from the terminology used in this thesis, the 

term ‘predicts’ was employed.  Second, the results of this research should be interpreted as results that 

convey causal assumptions, rather than results that produce validated causal conclusions.  This practise is 

in line with Pearl (2009, 2012) who argued that for every set of assumptions there is a unique set of 

conclusions that can be deducted from data and SEM operates within this relationship.  Hence, by using 

the term ‘predicts’ rather than ‘association’, the author of this thesis does not claim to make causal 

assumptions (Bollen & Pearl, 2012).  
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6.1.4.1 Data quality control. 

Data quality control actions were similar to those conducted in Study 2 (section 

5.1.4.1).  However, for this questionnaire, the minimum completion time was 10 

minutes compared to the seven minutes minimum completion time in Study 2.  Overall, 

125 cases were omitted in the data cleaning process, because the respondents finished 

the survey in unrealistic short completion times, marked the same response for every 

question or provided inconsistent combinations. 

 

6.1.4.2 Demographics. 

Demographic details of the sample were examined using frequencies and 

descriptive statistics.  Participants were examined for gender, age, ethnicity, 

employment status and their favourite league.  Demographics were compared with 

Australian Bureau of Statistic data.  Equally to respondents from Study 2, respondents 

of Study 3 had a higher income than the average Australian and females were 

overrepresented in the sample.  However, the focus of this study was to develop a 

reliable and valid measure for league brand associations.  Therefore, a representative 

population of game attendees of sport leagues was not a necessary criterion for the 

sample collection.  Therefore, the sample was deemed to serve the purpose of this study 

adequately.   

 

6.1.4.3 Confirmatory factor analysis. 

Confirmatory factor analysis (CFA) was conducted using MPlus software 

version 6.1.  CFA was utilised to test how well the measured items represented 
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constructs in theoretically conceptualised models.  The assumption of CFA testing was 

that the researcher determined the factor structure a-priori, based on theoretical 

assumptions, confirming or rejecting proposed theory (Hair et al., 2009).  The sample 

size was above the recommended minimum of 200 participants.  CFA analysis was 

performed to validate proposed league brand associations.  Diagnostics that were 

performed evaluating the CFA were model fit diagnostics and validity diagnostics (Hair 

et al., 2009).  The decision criteria to ensure a good fitting measurement model are 

discussed next.  

 

6.1.4.3.1 Model fit diagnostics. 

 Several diagnostics were used to determine how well the model fit the data.  

These diagnostics aimed to assess if the proposed measurement model was rejected or 

accepted.  Goodness-of-fit statistics, absolute fit indices and incremental fit indices were 

utilised to examine the model fit (Hu & Bentler, 1999).   

Goodness-of-fit statistics that were examined were the χ² goodness-of-fit test.  

The test represents the most popular way of evaluating model fits (Netemeyer, Bearden, 

& Sharma, 2003), with a non-significant (p > .05) χ² result indicating a close fitting 

model (Hu & Bentler, 1999).  However, the test was reported to be “susceptible to 

numerous sampling fluctuations” (Netemeyer et al., 2003, p. 151), such as sample size 

and skewed data.  The normed chi-square (χ²/df) was developed to overcome the 

disadvantages associated with the χ² goodness-of-fit test, and measures absolute model 

fits.  Acceptable figures were recommended by Hair et al. (2009).  The authors 

identified values below 2.0 as very good and values between 2.0 and 5.0 as acceptable.  
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Therefore, χ²/df values below 5.0 were utilised as the cut-off criterion for this research 

project.   

Absolute fit indices that were examined were root mean square error of 

approximation (RMSEA) and the standardised root mean square residual (SRMR) fit 

indices.  The RMSEA estimated how well the model fit the covariance matrix of the 

sample population.  Hu and Bentler (1999) reported a good fitting model to be 

represented by RMSEA values below .06.  Values between .06 and .08 were deemed 

reasonable, between .08 and .10 mediocre and above .10 poor (MacCallum, Browne, & 

Sugawara, 1996).  The SRMR reports the standardised difference between the predicted 

covariance and the observed covariance.  Values below .06 indicate a good fitting 

model (Hu & Bentler, 1999).  Therefore, RMSEA values below .08 and SRMR values 

below .06 were utilised as the cut-off criteria for this research project.   

Incremental fit indices that were examined were the Tucker-Lewis-Index (TLI) 

and the Comparative Fit Index (CFI).  These indices compared the observed model with 

other baseline models.  The assumptions of the baseline model were that the observed 

variables were independent from another.  For both fit indices, values close to 1 

indicated a good fitting model with .90 (Bentler, 1992) or .95 (Hu & Bentler, 1998) 

being reported as the cut-off criteria.  Therefore, CFI and TLI values above .90 were 

utilised as the cut-off criteria for this research project.   

Additional fit criteria exist but were not reported in this study.  Additional 

indices were the Goodness-of-Fit Index (GFI) or the Adjusted Goodness-of-Fit Index 

(AGFI) that both represent absolute indices, the Normed Fit Index (NFI) that represents 

incremental indices and the Akaike Information Criterion (AIC) that represents a 

parsimony measure.  However, the GFI and AGFI were reported to be sensitive to 
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sample size, factor loadings and model complexity and their usage was therefore not 

recommended (Hu & Bentler, 1999).   

It was advocated to use a combination of fit indices to evaluate model fits (Hu & 

Bentler, 1999).  Table 19 provides an overview model fit diagnostics and decision 

criteria underpinning fit evaluations.  The first column presents the selected model fit 

diagnostics employed in this research, whereas the utilised abbreviation is provided in 

column two.  Column three shows the three categories to which the model fit 

diagnostics belong.  Finally, acceptable levels for the cut-off criteria utilised in this 

research project are presented in column four.  

 

Table 19: Model Fit Diagnostics – Decision Criteria Overview 

Name Abbreviation Type Acceptance Level 

Chi Square χ² Model Fit p > .05 

Normed Chi Square  χ²/df Absolute Fit χ² /df < 5.0  

Root Mean Square Error of 
Approximation  

RMSEA Absolute Fit < .08  
 

Standardized Root Mean 
Square Residual 

SRMR Absolute Fit < .06  
 

Comparative Fit Index CFI Incremental Fit > .90  

Tucker Lewis Index TLI Incremental Fit > .90  

Source: Developed for this research from review of relevant literature 

 

6.1.4.3.2 Construct validity diagnostics. 

Construct validity referred to how well items measured the construct they were 

intended to measure (Bagozzi, 1978).  Construct validity was a major objective in the 

development of the league brand association scale (see recommendations by Hair et al., 
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2009; Netemeyer et al., 2003).  Construct validity of the measurement model was 

examined though investigation of translation validity, convergent validity and 

discriminant validity.  

Translation validity ensured that the content of the league brand association 

items (content validity) and the appearance of the measure (face validity) measured 

what they were supposed to measure (Netemeyer et al., 2003).  Content validity was 

established through an understanding of every item’s meaning and the connection 

between items and constructs.  Face validity was more concerned with the overall 

appearance of the league brand association scale and was established through an overall 

investigation of items and constructs representing league brand associations and their 

theoretical meaning.  

Convergent validity ensured that league brand association items that were 

designed to measure the same construct were related (Netemeyer et al., 2003).  

Convergent validity was examined through inspection of parameter estimates, factor 

loadings and average variance extracted (AVE) loadings.  Parameter estimates needed 

to have significant (p < .05) loading with a t-value greater than ±1.96.  Hair et al. (2009) 

classified factor loadings ≥ .50 as acceptable, whereas AVE scores  ≥ .50 indicated good 

convergence.  Therefore, factor loadings ≥ .50 and AVE scores ≥ .50 were utilised as 

the cut-off criteria for this research project.   

Discriminant validity ensured that a measured league brand association was 

distinct from another measured league brand association.  Two tests were performed to 

examine the discriminant validity of the league brand association measurement model.  

First, inter-construct correlations needed to be lower than .90 (Holmes-Smith, 2009).  

Second, correlations between the constructs of the model were squared and compared 

with the AVE of each construct.  The AVE was calculated as the mean variance 
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extracted for the item loadings on a league brand association construct (see Hair et al., 

2009).  Discriminant validity was accepted when the AVE by each of the items 

representing a league brand association dimension exceeded the squared correlations 

between each dimension (see Fornell & Larcker, 1981). 

An overview of the validity decision criteria employed in this research is 

provided in Table 20.  The first column presents the construct validity diagnostics 

employed in this research, whereas the utilised abbreviation is provided in the second 

column.  The third column provides the type of validity that is examined with each 

diagnostics. Finally, acceptance levels utilised in this research project are presented in 

the fourth column. 

 

Table 20: Construct Validity Diagnostics – Decision Criteria Overview 

Name Abbreviation Type Acceptance Level 

Face & Content - Translation Validity Theoretical 
Examination 

Parameter Estimates t-value Convergent Validity > ±1.96 

Factor Loadings FL Convergent Validity > .50  
 

Average Variance 
Explained 

AVE Convergent Validity > .50 

Inter-Construct 
Correlations 

ICC Discriminant Validity < .90 

AVE > Squared ICC - Discriminant Validity AVE > ICC 

Source: Developed for this research from review of relevant literature 
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6.1.4.3.3 Standardised residuals and modification indices. 

After construct validity was examined, standardised residuals (SI) and 

modification indices (MI) were evaluated.  Standardised residuals represent the 

difference between the observed covariance matrix and the theorized covariance matrix 

(Netemeyer et al., 2003).  Values under 2.58 are considered non-significant (Hair et al., 

2009) and were therefore used to assess how well the developed league brand 

association items fit the collected survey data.  Modification indices indicate the 

influence of a change in the model on the chi-square value.  Values above 3.84 indicate 

statistical significance (p < .05) and imply that a change in the measurement model 

would improve the model fit (Netemeyer et al., 2003).  Recommended modification 

indices were followed when the recommended modifications were theoretically logical. 

   

6.1.4.4 Reliability. 

Reliability of the league brand association scale was examined using Cronbach’s 

α.  Cronbach’s α scores are the internal consistency measure of the reliability of 

constructs (Nunnally & Bernstein, 1994).  The score increases as the correlations 

between items measuring the same league brand association increase.  A score above 

.70 represents acceptable reliability and was utilised in this research project as the cut-

off threshold.  

 

6.2 Results 

The results from Study 3 are arranged in two sections.  The first section provides 

an overview of results of confirmatory factor analyses conducted to develop a league 
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brand association scale.  The second section provides an overview of results of a 

multiple regression analysis conducted to test the influence of league brand associations 

on consumer involvement with a team.  

 

6.2.1 Confirmatory factor analysis. 

Three CFAs were necessary to develop a reliable and valid league brand 

association scale.  The first CFA tested the 17 league brand associations with 53 items 

identified in the literature.  The results of this CFA indicated a poor model fit with 

cross-loadings between items and constructs.  Decision criteria outlined in section 

6.1.4.3 led to the elimination of five items (i.e., CB_1, MGNT_3, NOS_3, RIV_1, 

SPL_3) and a second CFA was conducted.  The second CFA tested 17 league brand 

associations with 48 items.  The fit indices for this model indicated an acceptable model 

fit (χ² = 1845.66; df = 944; χ²/df = 1.95; p < .001; RMSEA = .05; CFI = .93; TLI = .92 

and SRMR = .04).  The factor loadings for each item exceeded the r = .70 benchmark, 

and the t-values for each item ranged from 21.23 to 121.97.  However, the correlation 

matrix for the latent variables indicated that the discriminant validity was violated, 

because squared correlations between league brand dimensions exceeded the AVE of 

three league brand association dimensions.  Therefore, a third CFA was necessary to 

achieve discriminant validity.   

In the third CFA, the three factors Atmosphere, Community pride and 

Excitement were deleted because they cross-loaded between items and constructs.  The 

final league brand association scale consisted of 14 league brand associations measured 

with 38 items.  The fit indices indicated an acceptable model fit (χ² = 1146.78; df = 611; 

χ²/df = 1.87; p < .001; RMSEA = .048; CFI = .95; TLI = .94 and SRMR = .038).   
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Table 21 provides an overview of the results of the CFA.  The first column 

shows the label for each association and item.  The second column presents the 

associations and the items utilised to measure each association.  Factor loadings for 

each item exceeded the r = .50 benchmark and are presented in the third column.  The t-

values that are provided in the fourth column were all significant and ranged from 22.19 

to 91.12.  The AVE scores all exceeded the recommended .50 cut-off and are presented 

in the fifth column.  Cronbach’s α scores all exceeded values of .70 and are provided in 

the sixth column.  



 

Table 21: CFA League Brand Association Scale – 14 Associations 

Label Factor Names and Items Factor 
Loadings 

T-values AVE Cronbach’s 
α 

CB Competitive Balance   .59 .71 
CB_2 In the league, you never know for sure which team will win.  .72 22.19   
CB_3 In the league, anybody can beat anyone. .81 30.03   
DIV Diversion   .74 .89 
DIV_1 The league provides me with a break from my daily routine. .81 37.70   
DIV_2 Because of the league, I can get away from the tension in my 

life. 
.89 58.79   

DIV_3 Watching, reading and talking about the league helps me forget 
my day-to-day problems. 

.87 51.02   

EDU Education    .75 .89 
EDU_1 Following the league helps me to increase my knowledge about 

football. 
.88 61.18   

EDU_2 Watching the league helps me to learn about the tactical 
aspects of football. 

.89 50.57   

EDU_3 Watching the league helps me to learn about the technical 
aspect of football. 

.83 39.12   

GR Game representation    .78 .93 
GR_1 I love to follow the game of football. .89 70.46   
GR_2 I am a huge fan of football in general. .91 83.62   
GR_3 I follow the league because football is my favourite sport. .86 56.79   
GR_4 First and foremost, I consider myself a fan of football. .88 68.38   
LC Logo / colours   .68 .83 
LC_1  I like the logo of the league. .84 43.12   
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LC_2 The uniforms in the league are attractive. .80 32.54   
LC_3 The logo of the league is unique. .84 37.30   
MGNT Management   .84 .90 
MGNT_1 The league is well managed. .94 57.09   
MGNT_2 The management of the league does a good job. .89 49.25   
NOS Nostalgia   .82 .92 
NOS_1 I have fond memories of following the league. .93 63.59   
NOS_2 Thinking of the league brings back good memories. .88 65.23   
PD Player development   .70 .89 
PD_1 The league develops young talent.  .76 22.14   
PD_2 The league provides a chance for local talent. .87 47.06   
PD_3 The league helps young players to progress in their career. .86 43.37   
PD_4 The league helps kids get into the game. .85 39.58   
PER Performance   .75 .89 
PER_1 I enjoy the beauty and grace of league games. .84 47.02   
PER_2 I enjoy the style of football played in this league.  .87 48.71   
PER_3 The football played in this league is beautiful to watch. .88 63.50   
RIV Rivalry   .74 .80 
RIV_2 I like the rivalry that exists between teams in the league. .92 54.89   
RIV_3 The rivalries of teams within the league contribute to the 

enjoyment of the league. 
.79 26.10   

SOC Socialisation   .71 .87 
SOC_1 The league provides the chance to socialise with others. .83 43.03   
SOC_2 The league provides the opportunity to interact with other 

people. 
.89 58.70   

SOC_3 The league provides a good opportunity to see friends. .80 27.82   
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SPL Star player   .78 .89 
SPL_1 I like to watch the league's star players. .88 55.75   
SPL_2 The league has star players that I like to watch. .89 54.16   
ST Specific team    .78 .89 
ST_1 I have a favourite team that I like to watch. .93 81.52   
ST_2 I tend to follow a specific team more than the entire league. .76 28.03   
ST_3 The league has a specific team that I follow. .94 91.12   
TRA Tradition   .69 .86 
TRA_1 The league has a rich history. .76 29.41   
TRA_2 The league has a strong tradition. .85 43.48   
TRA_3 It is important that the league has a strong history. .88 45.32   
Goodness of fit measures: χ² = 1146.78; df = 611; χ²/df = 1.87; p < .001; RMSEA = .048; CFI = .95; TLI = .94; SRMR = .038 
Source: Developed for this research from results of Study 3
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Table 22 presents the correlation matrix for the latent variables.  Labels were 

used to represent the league brand associations.  The correlation estimates for the latent 

variables are provided below the diagonal.  Values above the diagonal are the squared 

correlation estimates.  Additionally, AVE scores are shown in the table.  A comparison 

between AVE scores and squared correlation estimates shows that all AVE scores 

exceeded the squared correlation estimates, demonstrating the discriminant validity of 

the 14 league brand association factors.  

 



  

Table 22: Correlation Matrix for the Latent Variables 
 

  CB DIV EDU GR LC MGNT NOS PD PER RIV SOC SPL ST TRA 

 AVE .59 .74 .75 .78 .68 .84 .82 .70 .75 .74 .71 .78 .78 .69 

CB .59 1 .30 .48 .41 .45 .34 .36 .58 .49 .58 .34 .48 .25 .42 
DIV .74 .55 1 .52 .61 .50 .24 .56 .29 .58 .49 .50 .59 .37 .50 
EDU .75 .69 .72 1 .49 .52 .28 .53 .40 .72 .61 .52 .66 .40 .50 
GR .78 .64 .78 .70 1 .38 .18 .56 .28 .66 .62 .38 .62 .52 .44 
LC .68 .67 .71 .72 .62 1 .53 .48 .52 .59 .53 .53 .58 .30 .52 
MGNT .84 .58 .49 .53 .43 .73 1 .18 .38 .37 .31 .26 .28 .14 .27 
NOS .82 .60 .75 .73 .75 .69 .43 1 .30 .59 .54 .58 .61 .42 .66 
PD .70 .76 .54 .63 .53 .72 .62 .55 1 .44 .46 .48 .46 .26 .31 
PER .75 .70 .76 .85 .81 .77 .61 .77 .66 1 .72 .49 .74 .44 .61 
RIV .74 .76 .70 .78 .79 .73 .56 .74 .68 .85 1 .46 .72 .44 .61 
SOC .71 .58 .71 .72 .62 .73 .51 .76 .69 .70 .68 1 .53 .36 .42 
SPL .78 .69 .77 .81 .79 .76 .53 .78 .68 .86 .85 .73 1 .44 .66 
ST .78 .50 .61 .63 .72 .55 .37 .65 .51 .66 .66 .60 .66 1 .26 
TRA .69 .65 .71 .71 .66 .72 .52 .81 .56 .78 .78 .65 .81 .51 1 

Values below the diagonal are correlation estimates.  
Values above the diagonal are the correlation estimates squared. 

Source: Developed for this research from results of Study 3 
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The factor loadings shown in Table 21 were used to calculate the composite 

mean scores for the league brand associations.  A one sample t-test (p = .05) with a test 

value of 4.0, indicating the midpoint of a 7-point Likert scale, was used to examine the 

level of agreement with league brand associations.  Table 23 shows the mean scores, 

standard deviations and the results of the t-test.  League brand associations are presented 

in the first column of the table.  The mean scores for 14 league brand associations 

ranged from M = 4.77 to M = 5.54 and are shown in the second column.  The standard 

deviations ranged from SD = 1.01 to SD = 1.49 and are presented in the third column.  

The fourth and fifth column present the t-value and the significance level results of the 

one sample t-test respectively and indicated that all 14 league brand associations 

showed a mean score significantly above 4.0.  

 

Table 23: Mean Scores, Standard Deviations and T-Tests 

Association Mean SD T-Value p 
Competitive balance 5.26 1.10 31.60 ** 
Diversion 4.50 1.42 9.64 ** 
Education 5.03 1.21 23.72 ** 
Game representation  4.95 1.49 17.56 ** 
Logo / Colours 4.92 1.04 24.57 ** 
Management 4.77 1.29 16.49 ** 
Nostalgia 4.93 1.44 17.86 ** 
Performance 5.47 1.01 40.01 ** 
Player development 5.12 1.20 25.85 ** 
Rivalry 5.54 1.13 37.65 ** 
Socialisation 4.91 1.18 21.44 ** 
Star Player 5.15 1.31 24.35 ** 
Specific Team  5.34 1.38 26.87 ** 
Tradition 5.06 1.23 23.85 ** 
* = significant at p < .05       ** = significant at p < .001 
Source: Developed for this research from results of Study 3 
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In summary, a reliable and valid measure of league brand associations was 

developed.   The league brand association scale contained 14 of the 17 league brand 

associations identified in Study 1 and confirmed in Study 2.  Three associations did not 

meet criteria for discriminant validity and were eliminated from further analyses.  In the 

second section of this study, the influence of the 14 league brand associations on team 

involvement was examined. 

 

6.2.2 Multiple regression analysis. 

Multiple regression analysis was employed to measure the effect of league brand 

associations on consumers’ team involvement.  The results of the regression model are 

provided in Table 24 and indicate that 63 % of the variance in consumer involvement 

with a team was explained by league brand associations (F (14, 755) = 93.80, p < 

0.001).  Results revealed that the associations Diversion (β = .38), Game representation 

(β = .17), Logo/colours (β = .13), Socialisation (β = .10) and Specific team (β = .24) 

predicted team involvement.  The assumption check according collinearity diagnostics 

unveiled that the regression model was appropriate with VIF values ranging from 1.95 

to 4.09, suggesting that multi-collinearity was not present in the regression model.   
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Table 24: Results Multiple Regression Analysis for League Brand Associations 

and Team Involvement  

Association β T-value Significance VIF 
Competitive balance - .01 - .17 .86  1.95 
Diversion .38 9.25 .00 ** 3.47 
Education - .01 - .09 .93  3.17 
Game representation  .17 3.99 .00 ** 3.85 
Logo / colours .13 3.37 .00 ** 2.98 
Management .03 1.03 .30  2.12 
Nostalgia .08 1.78 .08  3.32 
Performance - .04 -.89 .37  4.09 
Player development - .03 -.82 .41  2.44 
Rivalry - .06 - 1.55 .12  3.13 
Socialisation .10 2.80 .01 * 2.44 
Star player - .05 - 1.23 .22  3.60 
Specific team  .24 7.54 .00 * 2.10 
Tradition .01 0.02 .98  2.86 
F (14, 755) = 93.80, p < .001             R² = .63              * p < .05               ** p < .001 

Source: Developed for this research from results of Study 3 

 

Table 25 presents the correlation matrix of the league brand associations and 

team involvement.  Labels were used to represent the examined constructs.  The 

correlation estimates for the latent variables are provided below the diagonal.  The 

highest inter-construct correlation was .78 which was below the .90 threshold (Holmes-

Smith, 2009) supporting the discriminant validity of the league brand associations and 

team involvement.  

 

 



 

Table 25: Correlation Matrix for the Results Regression Analysis 
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_T 1

 INV_T CB DIV EDU GR LC MGNT NOS PD PER RIV SOC SPL ST TRA 

INV                 
CB .41 1              
DIV .73 .47 1             
EDU .59 .55 .70 1            
GR .69 .50 .78 .67 1           
LC .58 .55 .62 .64 .58 1          
MGNT .43 .50 .49 .52 .41 .67 1         
NOS .65 .51 .73 .68 .72 .62 .45 1        
PD .47 .61 .51 .60 .50 .64 .57 .50 1       
PER .61 .59 .70 .76 .74 .69 .60 .71 .60 1      
RIV .54 .59 .60 .68 .67 .61 .51 .65 .63 .74 1     
SOC .59 .47 .65 .66 .58 .62 .45 .66 .59 .62 .59 1    
SPL .61 .52 .70 .72 .74 .66 .49 .71 .59 .74 .73 .64 1   
ST .62 .40 .56 .57 .65 .49 .38 .61 .50 .60 .62 .51 .62 1  
TRA .57 .53 .65 .65 .65 .66 .52 .72 .55 .71 .66 .61 .71 .53 1 
Source: Developed for this research from results of Study 3
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In summary, the developed league brand association scale explained 63 % of the 

variance of consumers’ team involvement.  The league brand associations diversion, 

game representation, logo/colours, socialisation and specific team predicted team 

involvement.  The next section provides a summary of this chapter.  

 

6.3 Chapter Summary 

Chapter 6 provided the method and results from Study 3.  The purpose of Study 

3 was to develop a reliable and valid league brand association scale and measure 

whether consumers’ league brand associations predicted team involvement.  CFA 

results supported 14 of the 17 identified league brand associations.  The associations 

Atmosphere, Community pride and Excitement cross-loaded between several other 

constructs and violated discriminant validity assumptions.  Therefore, these associations 

were not included in the final league brand association scale.  The final scale consisted 

of 38 items that conceptually represent a multidimensional league brand association 

scale comprised of 14 dimensions. 

Results of the regression analysis show that league brand associations explained 

63 % of the variance of team involvement.  Table 26 provides a summary of the 

findings from Chapter 6 in regards to the purpose of Study 3.  To expand on results, a 

further study was conducted to test the influence of league brand associations on 

intentions to perform team-related behaviour.  This study is described in the following 

chapter.  
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Table 26: Summary of Findings from Study 3 

Purpose  Summary of findings 
 

Purpose:  Develop a reliable and valid 
measure of league brand associations.   
 

 

 A reliable and valid league brand 
association scale was developed.  The scale 
consisted of 38 items that conceptually 
represent 14 unique league brand 
associations  
 

 

Purpose:  Test whether consumers’ league 
brand associations predict team 
involvement.   
 
 

 

 League brand associations significantly 
explained 63 % of the variance of team 
involvement.  

Source: Developed for this research from findings of Study 3
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7 STUDY 4: ONLINE QUESTIONNAIRES 

The purpose of Study 4 was to test the influence of league brand associations on 

team involvement, as well as to test the joint influence of league brand associations and 

team involvement on consumers’ intentions to attend games of their favourite team.  

Online questionnaires were utilised to collect data from consumers of one league to 

avoid contextual differences and gain league-specific results.  Participants were 

recruited via fan forums and represented consumers of the A-League.  This chapter 

provides an overview of the method and results of Study 4. 

 

7.1 Method 

This section provides information about the method employed in Study 4.  First, 

the procedures of the data collection are described.  Second, materials utilised in the 

data collection process are presented.  Third, information about participants and their 

characteristics is given.  Last, an overview of the analysis of the data is provided.  

 

7.1.1 Procedures. 

Invitations to participate in the research were posted in online fan forums of 10 

A-League clubs.  The researcher created an online profile for each fan forum, then 

introduced himself to a moderator of the forum and asked for permission to post the 

invitation to participate in the research (as recommended by Kozinets, 2002).  A list of 

the utilised fan forums is presented in Table 27.  The introduction letter, response from 

the forum moderators and the posting made in each fan forum are presented in 

Appendix 4, Appendix 5 and Appendix 6, respectively.   
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Table 27: Contacted Online Forums 

Club Online Forum webpage 
Adelaide United http://www.wearethereds.com.au/ 
Brisbane Roar http://theroarforum.com/ 
Central Coast Mariners http://ccmfc.proboards.com/index.cgi 
Gold Coast United http://www.gcusc.com/forum/ 
Melbourne Heart http://www.redwhiteunite.com/forums/ 
Melbourne Victory http://www.melbournevictory.net/forum/index.php 
Newcastle Jets http://www.newcastlefootball.net/forums/ 
Perth Glory http://letstalkfootball.org/ 
Sydney FC http://sfcu.com.au/smf111/ 
Wellington Phoenix http://www.yellowfever.co.nz 
Source: Developed for this research  
 

The invitations were posted after permission was granted by a moderator and 

included a link that directed potential participants to a webpage containing the online 

questionnaire (see Van Selm & Jankowski, 2006).  The questionnaire resided on a web 

page operated by Qualtrics.  The webpage provided a general overview of the research 

project, information about the chance to be entered in a prize raffle (three $100 

vouchers), the ethical clearance number of the research project, and the researcher’s 

contact information.  The webpage reminded participants that their responses were 

confidential and that they would automatically provide their consent by participating 

(Riva et al., 2003).  Participants spent on average 23 minutes answering the 

questionnaire, which was available for two weeks in May 2011 after the 2010/11 A-

League season.   

Completed questionnaires were downloaded at the end of the data collection 

period and prepared for statistical analyses. The questionnaire was fully completed by 

457 participants.  Participants who completed the questionnaire in less than seven 
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minutes, marked the same response for every question and provided inconsistent 

combinations were excluded.   This process led to the exclusion of 14 respondents.  

Furthermore, 17 respondents indicated that they followed the league as a whole and did 

not have a favourite team and six respondents indicated that their favourite team was 

North Queensland Fury, which was not part of the A-League during the period of data 

collection.  Therefore, these respondents were excluded from data analyses.  After this 

data cleaning process, 420 useable cases remained for further analysis. 

 

7.1.2 Materials. 

An online questionnaire was developed to gain demographic, psychographic and 

behavioural information.  Demographic measurements included questions about 

respondents’ age, gender, ethnicity and annual income.  Psychographic measurements 

included nine items to examine consumers’ involvement with the team, 10 items to 

examine beliefs about team game attendance and 14 items to examine league brand 

associations.  The nine involvement items were the same items utilised in Study 3.  The 

three involvement dimensions, the items measuring each dimension and the source from 

which the item was adapted are presented in Table 28. 
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Table 28: Constructs and Items Measuring Team Involvement  

Construct Measurement Item Source 
Pleasure Following the [TEAM] gives me pleasure. Self-Developed 
 I really enjoy following the [TEAM]. Beaton et al., 2009  
 Compared to other activities, following the 

[TEAM] is very interesting. 
Beaton et al., 2009  

Sign Following the [TEAM] says a lot about who I 
am. 

Beaton et al., 2009  

 When I watch the [TEAM], I can really be 
myself. 

Beaton et al., 2009  

 I want others to know that I am a fan of the 
[TEAM].* 

Ross et al., 2008  

Centrality I find a lot of my life organized around 
following the [TEAM]. 

Beaton et al., 2009  

 A lot of my time is organized around 
following the [TEAM]. 

Beaton et al., 2009  

 Following the [TEAM] has a central role in 
my life. 

Beaton et al., 2009  

All items measured on a scale of [1] strongly disagree to [7] strongly agree. 
* = used to measure the construct “Identification” in the original study. 
Source: Developed for this research from review of relevant literature 
 

Beliefs about team game attendance were measured by 10 items.  Consumers’ 

attitudes towards attending games of their favourite team (ATT) were measured with 

three items on a semantic differential.  Consumers’ perceived social norms towards 

attending games of their favourite team (SN) were measured with three items on a 7-

point Likert scale.  Consumers’ perceived behavioural control over attending games of 

their favourite team (PBC) was measured with three items on a 7-point Likert scale.  

Behavioural intentions to attend team games were measured with one open ended item.  

These items are presented in Table 29.   
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Table 29: Constructs and Items to Measure Beliefs about Team Game 

Attendance 

Construct Measurement Item Source 
ATT2 Attending [favourite TEAM] games is:  
 Bad  :   Good Funk & Bruun, 2007 Ф

 Awful  :   Nice R Funk & Bruun, 2007 Ф

 Unpleasant  :   Pleasant R Funk & Bruun, 2007 Ф

SN1 Attending the team's games with people close 
to me is something I like to do. 

Cunningham & Kwon, 
2003 Ф 

 People who are important to me attend the 
team's games. 

Cunningham & Kwon, 
2003 Ф 

 People close to me (family, friends, colleagues) 
attend the team’s games. 

Cunningham & Kwon, 
2003 Ф 

PBC1 I would have the time available to follow the 
team if I wanted to. 

Cunningham & Kwon, 
2003 Ф 

 I would have the money available to attend the 
team's games if I wanted to. 

Cunningham & Kwon, 
2003 Ф 

 It is easy for me to attend the team's games. Smith et al., 2007 Ф 
Behavioural 
Intentions3 

Please indicate how many games you plan to 
watch live in the stadium. 

Cunningham & Kwon, 
2003 Ф 

1 = [1] strongly disagree to [7] strongly agree.  2 = semantic differential  3 = open ended 
question Ф = Adapted from  R = Reverse coded 
Source: Developed for this research from review of relevant literature 

 

League brand associations were measured by 14 items each representing one 

league brand association construct.  Single-item league brand association measures were 

used to limit the length of the questionnaire because items measuring other constructs 

(e.g., beliefs about game attendance) were included in this questionnaire.  To improve 

the face and content validity of the chosen items (Hardesty & Bearden, 2004), items 

from Study 3 were submitted to a panel of three academics who are considered experts 

in the field of sport brand marketing (cf. Bryman, 2008).  The panel provided qualitative 

feedback on the items.  The feedback was utilised to choose the item that represented 

the league brand association dimension best.  Furthermore, the feedback resulted in 

rewording ambiguous items and changing the focus of the item to better represent the 
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league brand association under investigation.  League brand associations were measured 

on a 7-point Likert scale.  The items are presented in Table 30 along with the source 

from which the item was adapted. 
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Table 30: Constructs and Items to Measure League Brand Associations 

Brand Association Measurement Item Source 
Atmosphere In the A-League’s stadiums, there is 

a great atmosphere. 
Koenigstorfer et al., 2010

 
Community pride The A-League brings pride to the 

national football community. 
Gladden & Funk, 2002 

Competitive 
balance 

In the A-League, anybody can beat 
anyone. 

Koenigstorfer et al., 2010

Diversion  Because of the A-League, I can get 
away from the tension in my life. 

Gladden & Funk, 2002 

Education Following the A-League helps me to 
increase my knowledge about 
football. 

Robinson et al., 2004, 

Excitement There is a lot of excitement 
surrounding the A-League.* 

Gladden & Funk, 2002 

Game 
representation 

The A-League represents the game 
of football very well.* 

Funk et al., 2001 

Logo/colours The logo and colours of the A-
League are attractive.* 

Gladden & Funk, 2002 

Management The A-League is well managed.  Gladden & Funk, 2002 
Nostalgia  Thinking of the A-League brings 

back good memories. 
Gladden & Funk, 2002 

Performance The style of football played in the A-
League is attractive.* 

Funk et al., 2009 

Player 
development 

The A-League helps young players 
to progress in their career. 

Study 1  

Rivalry  There is great rivalry between teams 
in the A-League.* 

Ross et al., 2008 

Socialisation The A-League provides a chance to 
socialise and interact with friends 
and others.* 

Gladden & Funk, 2002 

Star player  The A-League has many star 
players.* 

Gladden & Funk, 2002 

Specific team The A-League has a specific team 
that I follow. 

Funk et al., 2001 

Tradition The A-League has a strong tradition. Ross et al., 2008 
* = Wording of items has been adapted based on expert feedback  
Source: Developed for this research from review of relevant literature and expert 
feedback 
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7.1.3 Participants. 

Participants were a sample of football consumers with an interest in the 

Australian A-League.  Each participant was a registered user of an A-League clubs’ 

online fan forum.  In total 420 respondents were utilised for data analysis.  Respondents 

were mainly male (N = 385; 91.7%) with an average age of 32.39 years.  Most 

respondents had an Oceanic background (N = 217; 51.8%), followed by European (N = 

166; 39.5%), Other (N = 28; 6.7%), or preferred not to answer the question (N = 9; 2%).  

Respondents earned an average income of AUS $ 1288 per week.  The sample was 

compared to previous research on A-League consumers by Lock et al. (2009) and 

deemed appropriate for the purpose of the study.  For example, the majority of 

respondents in Lock and colleagues’ research was male (91.8%), within the age group 

of 21 to 35 years and indicated an Oceanic background (68.2%).  These characteristics 

are similar to the characteristics of the sample of Study 4.  A distribution of 

respondents’ favourite A-League team is presented in Table 31.   

 

Table 31: Respondents’ Favourite A-League Team 

Favourite Team N Percentage 
Adelaide United 22 5.2 
Brisbane Roar 67 15.9 
Central Coast Mariners 21 5.0 
Gold Coast United 55 13.1 
Melbourne Heart 39 9.3 
Melbourne Victory 44 10.5 
Newcastle Jets 39 9.3 
Perth Glory 16 3.8 
Sydney FC 70 16.6 
Wellington Phoenix 47 11.2 
Source: Developed for this research from results of Study 4 
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7.1.4 Analysis. 

Quantitative statistical analyses were employed to analyse 420 online surveys.  

Data were downloaded from Qualtrics and imported in IBM SPSS Statistic 19 and 

MPlus 6.1.  The quantitative data analysis involved calculating descriptive statistics, 

inferential statistics and multivariate statistics.  A confirmatory factor analysis (CFA) 

was conducted using the nine team involvement items, the nine beliefs about team game 

attendance items (Behavioural intention to attend team games was measured with a 

single item measure and therefore not included in the CFA) and the 14 league brand 

association items.  The factor loadings shown in Table 32 in the results section were 

used to calculate composite mean scores for team involvement, ATT, SN, PBC and 

league brand associations.   

Structural equation modelling was utilised to test direct effects of league brand 

associations on team involvement and behavioural intentions to attend team games, as 

well as team involvement on behavioural intentions to attend team games.  Following 

these tests for direct effects between constructs, a mediated model was tested.  The 

mediated model tested whether the joint influence of league brand associations and team 

involvement on intentions towards attending team games was mediated by beliefs about 

team game attendance.  Explained variance was utilised as the criterion to support 

mediation (Hair et al., 2009).  Three models were used to test direct effects between 

league brand associations, team involvement and behavioural intentions to attend team 

games.  The three models were saturated, which means that the number of free 

parameters equalled the number of known values.  Thus, fit indices were not available 

for these direct effect models.  Only, the ‘Chi-Square Test of Model Fit for the Baseline 

Model’ provides meaningful information for saturated models and was therefore used.  

The test needed to be statistically significant (p < .05) to indicate that the correlation 

 



 174

between the constructs was significantly different from the null hypothesis (Geiser, 

2010).  Results are presented in the next section.  

 

7.2 Results. 

The results from Study 4 are arranged in three sections.  The first section 

provides an overview of results of confirmatory factor analyses conducted to ensure 

reliability and validity of constructs examined in the structural model.  The second 

section provides the results of the direct tests for relationships between constructs.  The 

third section provides an overview of results of structural equation modelling to test 

whether the joint influence of league brand associations and team involvement on 

intentions towards attending team games was mediated by beliefs about team game 

attendance. 

 

7.2.1 Confirmatory factor analysis. 

CFA (N = 420) was employed to examine the reliability and validity of the 

constructs included in the structural model.  A first CFA tested 32 items loading on five 

constructs.  Nine items were computed to load on a factor representing team 

involvement (INV_T) to create a uni-dimensional team involvement construct that 

serves as a proxy measure of consumers’ connection with their favourite team.  Three 

items were computed to load on a factor representing ATT; three items were computed 

to load on a factor representing SN; three items were computed to load on a factor 

representing PBC; and 14 items were computed to load on a factor representing league 

brand associations (LBA).  The results of this CFA indicated a poor model fit with 

cross-loadings between items and constructs.  Therefore, decision criteria outlined in 
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section 6.1.4.3 were followed to improve the model fit and develop reliable and valid 

measures.   

Following the decisions criteria led to the elimination of six involvement items 

and six league brand associations because they cross-loaded between items and 

constructs.  A second CFA tested 20 items loading on five constructs.  The fit indices 

suggested a good model fit (χ² = 270.06; df = 160; χ²/df = 1.69; p < .001; RMSEA = 

.040; CFI = .97; TLI = .96 and SRMR = .043).   

Table 32 provides an overview of the results of the CFA.  Factor loadings for 

each item exceeded the r = .50 benchmark.  The t-values were all significant and ranged 

from 10.82 to 53.46.  The AVE scores for INV_T, ATT, SN and PBC met the 

recommended .50 threshold, whereas the AVE for LBA (.48) approached the threshold, 

but did not exceed it.  All Cronbach’s α scores exceeded values of .70, therefore, the 

AVE score of .48 for LBA was considered adequate because Cronbach’s α as another 

measure for internal consistency provided support of the LBA construct.  

 

 



 

 

Table 32: CFA Results  

Label Factor Names and Items Factor 
Loadings 

T-values AVE Cronbach’s 
α 

      

LBA League brand associations   .48 .87 
DIV Because of the A-League, I can get away from the tension in my 

life. 
.61 15.84   

GR The A-League represents the game of football very well. .81 27.41   
LC The logo and colours of the A-League are attractive. .58 11.71   
PER The style of football played in the A-League is attractive. .80 27.59   
PD The A-League helps young players to progress in their career. .57 10.82   
RIV There is great rivalry between teams in the A-League. .64 15.97   
SOC The A-League provides a chance to socialise and interact with 

friends and others. 
.75 27.85   

STPL The A-League has many star players. .79 27.54   
      

      

INV_T Involvement TEAM   .68 .86 
PLE I really enjoy following the A-League. .89 53.46   
SGN Following the A-League says a lot about who I am. .86 42.52   
CEN Following the A-League has a central role in my life. .71 24.98   
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ATT Attitude towards game attendance   .71 .94 
ATT_1 Good       :      Bad .91 48.06   
ATT_2 Nice        :      Awful .78 30.35   
ATT_3 Unpleasant        :      Pleasant .84 31.65   
      

      

SN Perceived social norms   .61 .83 
SN_1 Attending the team's games with people close to me is 

something I like to do. 
.73 20.57   

SN_2 People who are important to me attend the team's games. .84 30.54   
SN_3 People close to me (family, friends, colleagues) attend the 

team’s games. 
.77 28.09   

      

      

PBC Perceived behavioural control   .50 .73 
PBC_1 I would have the time available to follow the team if I wanted to. .67 15.56   
PBC_2 I would have the money available to attend the team's games if I 

wanted to. 
.77 17.82   

PBC_3 It is easy for me to attend the team's games. .67 15.78   
      

Source: Developed for this research from results of Study 4 
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Table 33 presents the correlation matrix for the latent variables.  Labels were 

used to represent the constructs.  The correlation estimates for the latent variables are 

provided below the diagonal.  Values above the diagonal are the squared correlation 

estimates.  Additionally, AVE scores are shown in the table.  A comparison between 

AVE scores and squared correlation estimates shows that all AVE scores exceeded the 

squared correlation estimates, demonstrating the discriminant validity of the five 

examined constructs.  

 

Table 33: Correlation Matrix CFA constructs 

  LBA INV_T ATT SN PBC 

 AVE .48 .68 .71 .61 .50 

LBA .48 1 .33 .25 .11 ..09 
INV_T .68 .58 1 .18 .20 .25 
ATT .71 .50 .43 1 .24 .20 
SN .61 .33 .45 .49 1 .45 
PBC .50 .31 .50 .45 .67 1 
Values below the diagonal are correlation estimates.  
Values above the diagonal are the correlation estimates squared.

Source: Developed for this research from results of Study 4 

 

The factor loadings shown in Table 32 were used to calculate composite mean 

scores for LBA (M = 5.43), INV_T (M = 5.29), ATT (M = 5.43), SN (M = 5.36) and 

PBC (M = 5.52).  Respondents indicated their intention to attend approximately 12 team 

games in the following season (M = 12.06).  The direct effect of league brand 

associations and team involvement on behavioural intentions to attend team games were 

tested in three structural equation models.  The first model tested the direct effect of 

league brand associations on behavioural intentions towards team game attendance.  

The Chi-Square Test of Model Fit for the Baseline Model was significant (χ² = 42.56; df 
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= 1; p < .001), indicating that the correlation between league brand associations and 

behavioural intentions was significant.  League brand associations predicted (β = .34; p 

< .001) 12% of the variance of behavioural intentions towards team game attendance.  

These results are depicted in Figure 9.   
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Figure 9: Direct effect of league brand associations on behavioural intentions to 

attend team games  

 

The second model tested the direct effect of team involvement on behavioural 

intentions towards team game attendance.  The Chi-Square Test of Model Fit for the 

Baseline Model was significant (χ² = 128.38; df = 1; p < .001), indicating that the 

correlation between team involvement and behavioural intentions was significant.  

Team involvement predicted (β = .50; p < .001) 25% of the variance of behavioural 

intentions towards team game attendance.  These results are depicted in Figure 10.   
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Figure 10: Direct effect of team involvement on behavioural intentions to attend 

team games 
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The third model tested the joint influence of league brand associations and team 

involvement on intentions to attend team games.  The Chi-Square Test of Model Fit for 

the Baseline Model was significant (χ² = 242.52; df = 3; p < .001), indicating that the 

correlations between league brand associations, team involvement and behavioural 

intentions were significant.  League brand associations predicted (β = .55; p < .001) 

team involvement and behavioural intentions towards team game attendance (β = .11; p 

= .04).  Furthermore, league brand associations explained 30% of the variance of team 

involvement.  Team involvement predicted behavioural intentions towards team game 

attendance (β = .48; p < .001).  Jointly, league brand associations and team involvement 

explained 28% of the variance of behavioural intentions towards team game attendance.  

These results are depicted in Figure 11. 
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Figure 11: Direct effect model of league brand associations and team 

involvement on behavioural intentions to attend team games 

 

The results indicated a direct influence of league brand associations on team 

involvement, as well as, a direct influence of both league brand associations and team 

involvement on behavioural intentions to attend team games.  However, it was 
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hypothesised that the influence was mediated by consumers’ attitudes towards team 

game attendance (ATT), their perceived social norms towards team game attendance 

(SN) and perceived behavioural control over team game attendance (PBC).  This 

relationship was tested in the structural research model depicted in Figure 12. 
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Figure 12: Mediated model of league brand associations and team involvement 

on behavioural intentions to attend team games 

 

The mediated model is presented in Figure 12.  The fit indices suggested a good 

model fit (χ² = 4.40; df = 2; χ²/df = 2.20; p = .11; RMSEA = .054; CFI = .99; TLI = .98 

and SRMR = .011).  League brand associations explained (β = .55) 30% of the variance 

of team involvement.  League brand associations predicted ATT (β = .22), SN (β = .16) 

and PBC (β = .24).  Team involvement predicted ATT (β = .63), SN (β = .52) and PBC 

(β = .48).  Combined, league brand associations and team involvement explained 60% 

of the variance of ATT, 39% of the variance of SN and 41% of the variance of PBC.  

ATT were positively correlated with SN (β = .14) and PBC (β = .15).  SN were 
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positively correlated with PBC (β = .24).  The three constructs ATT (β = .23), SN to (β 

= .16) and PCB (β = .37) explained 43% of the variance of respondents’ intentions to 

attend games of their favourite team.  Results are summarised in Table 34.   

 

Table 34: Overview Results Mediated Model  

Path   Estimate Significance
Involvement TEAM   LBA .55 ** 
     

ATT  LBA .22 ** 
SN   LBA .16 ** 
PBC   LBA .24 ** 
     

ATT  Involvement TEAM .63 ** 
SN   Involvement TEAM .52 ** 
PBC   Involvement TEAM .48 ** 
     

ATT  SN .14 .04 
ATT  PBC .15 .04 
SN  PBC .24 ** 
     

Behavioural Intentions   ATT .24 ** 
Behavioural Intentions   SN .16 ** 
Behavioural Intentions   PBC .37 ** 
     

Explained Variance      
Involvement TEAM   .30 ** 
Attitude t. Behaviour   .60 ** 
Perceived social norms   .39 ** 
Perceived Behavioural 
Control 

  .41 ** 

Behavioural Intentions   .43 ** 
Note: ** = significant at p < .001 level 
Source: Developed for this research from results of Study 4 

 

In summary, league brand associations predicted 30% of consumers’ 

involvement with a team.  The direct effects of both league brand associations and team 

involvement predicted 28% of the variance of consumers’ intentions towards team game 
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attendance.  However, the joint influence of consumers’ league brand associations and 

team involvement on intentions to attend team games was mediated by ATT, SN and 

PCB.  The mediated model explained 43% of consumers’ intentions to attend team 

games.   

 

7.3 Chapter Summary 

Chapter 6 provided the method and results from Study 4.  The purpose of Study 

4 was to test the influence of league brand associations on team involvement, as well as 

to test the joint influence of league brand associations and team involvement on 

consumers’ intentions to attend games of their favourite team.  League brand 

associations predicted 30% of team involvement.  Furthermore, ATT, SN and PBC 

mediated the joint influence of consumers’ league brand associations and team 

involvement on intentions to attend team games.  In total, 43 % of the variance of 

intentions to attend team games was explained by the mediated model, which represents 

an increase of 15% compared to the direct effect model.  Table 35 provides a summary 

of the findings from Chapter 7 in regards to the purpose of Study 4.  
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Table 35: Summary of Findings from Study 4 

Purpose Finding 
  

Purpose: Test the influence of 
league brand associations on 
team involvement.  

 League brand associations predicted 30% of the 
variance of team involvement. 

  
  

Purpose: Test the influence of 
league brand associations on 
intentions to attend team games.  

 League brand associations predicted 12% of the 
variance of team involvement. 

  

  

Purpose: Test whether the joint 
influence of consumers’ league 
brand associations and team 
involvement on their intentions 
to attend team games is mediated 
by beliefs about team game 
attendance? 

 The direct effect model indicated that consumers’ 
league brand associations and team involvement 
explained 28% of the variance of their intentions to 
attend games of their favourite team.  
 The mediated model indicated that the influence 

of consumers’ league brand associations and team 
involvement on their intentions to attend team games 
was mediated by beliefs about team game attendance.  
These were:  

 Attitudes towards team game attendance 
 Perceived social norms towards team game 

attendance 
 Perceived behavioural control over team game 

attendance 
 The mediated model explained 43% of 

consumers’ intentions to attend games of their 
favourite team.  

  

Source: Developed for this research from findings of Study 4 

 

7.4 Synopsis of results 

Results of this research represent four major points.  First, league brand 

associations were qualitatively identified and quantitatively supported.  Findings of 

interviews revealed 17 unique consumer-based league brand associations.  Of the 17 

identified league brand associations, 11 were previously identified team brand 
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associations, whereas six were newly identified league-specific brand associations.  

Findings of quantitative analyses supported the identified brand associations, indicating 

that consumers link brand associations with leagues.  Second, league brand associations 

predicted consumers’ involvement with their favourite team.  Third, league brand 

associations predicted consumers’ intentions to attend games of their favourite team.  

Fourth, the joint influence of consumers’ league brand associations and team 

involvement was mediated by their attitudes towards game attendance, their perceived 

social norms towards game attendance and their perceived behavioural control over 

game attendance.  Overall 43% of the variance of consumers’ intentions to attend games 

of their favourite team was explained by the mediated model, which represented an 

increase of 15% variance explained compared to the direct effect model indicating that 

beliefs about team game attendance mediated the influence of league brand associations 

and team involvement on team game attendance.  In the next section, results are 

interpreted and discussed in light of the literature reviewed in Chapter 2. 
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8 DISCUSSION 

This chapter presents a discussion of the findings of the research in light of the 

literature reviewed in Chapter 2.  The research project addresses a conceptualisation 

proposed from an extensive review of relevant sport management literature to examine 

the influence of the league on consumers’ connection with their favourite team.  In 

particular, the research addressed how leagues influence consumers’ team involvement 

and intentions to attend games of their favourite team.  Four research questions were 

developed to frame the focus of this research project and hypotheses were developed to 

guide the examination of the research questions.  The discussion chapter consists of five 

sections.  In the first section, the research questions and hypotheses are discussed and 

findings are related to, and extend, existing literature.  In the second section, the 

theoretical contributions of this research are presented.  In the third section, practical 

implications of this research are described.  In the fourth section, limitations of this 

research project are acknowledged and future research directions are suggested.  The 

chapter finishes with a conclusion to this research in the fifth section.  

 

8.1 Discussion of Results 

In this section the research questions and hypotheses are addressed and findings 

are related to and extend existing sport management literature.  Four major findings of 

this research project were made.  The first finding relates to identifying and supporting 

league brand associations.  The second finding relates to examining the influence of 

league brand associations on consumers’ team involvement.  The third finding relates to 

the influence of the league on consumers’ intentions to attend team games.  The fourth 
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finding related to the mediating effect of beliefs about team game attendance.  These 

four findings are discussed in the next sections.   

 

8.1.1 RQ 1: Identification and support of league brand 

associations. 

This section discusses findings related to Research Question 1, which was 

developed to unearth league brand associations.  Within the PCM framework, it was 

proposed that attributes of a team and the benefits that a team provides to its consumers 

can fulfil utilitarian needs and hedonic motives (Funk & James, 2001, 2006).  

Subsequently, consumers form beliefs about the team based on these attributes and 

benefits.  These beliefs represent brand associations that individuals create about the 

sport team (Funk & James, 2006; Gladden & Funk, 2002).  Several studies have been 

undertaken to gain a deeper understanding of consumers’ brand associations of sport 

teams (e.g., Bauer et al., 2008; Gladden & Funk, 2001; Gladden & Funk, 2002; Ross et 

al., 2006; Ross et al., 2008).  However, the brand associations that consumers link with 

sport leagues have not been identified.   Therefore, Research Question 1 asked:  “What 

are the brand associations that consumers link with professional sport leagues?” 

Results of Study 1, Study 2 and Study 3 provided a response to this question.  In 

Study 1, 17 league brand associations were identified.  Each of the 17 associations 

represented a dimension that respondents linked with sport leagues.  The associations 

were: Atmosphere, Community pride, Competitive balance, Diversion, Education, 

Excitement, Game representation, Logo/colours, Management, Nostalgia, Performance, 

Player development, Rivalry, Socialisation, Specific team, Star player and Tradition.  In 

Study 2, the identified 17 league brand associations were quantitatively supported.  All 
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17 identified league brand associations scored above the 4.0 midpoint, indicating 

agreement that the identified league brand associations were linked with leagues, and 

were positively correlated with attitudinal (i.e., league commitment) and behavioural 

outcomes (i.e., league games watched on television) related to sport leagues.  In Study 

3, a reliable and valid league brand association scale was developed.  The three 

associations Atmosphere, Community pride and Excitement did not meet discriminant 

validity standards and were omitted from further quantitative analyses.  The researcher 

provides a theoretical explanation for the failure of discriminant validity, after the 17 

identified league brand associations are discussed in relation to existing literature in the 

following sections. 

The association Atmosphere refers to whether individuals associate a specific 

atmosphere with leagues.  Findings of this research indicate that individuals not only 

link a certain atmosphere with teams, but also with leagues in general.  A specific 

atmosphere at games has previously been identified as an important motive for 

consumers to attend games (Wakefield & Blodgett, 1999), whereas a specific 

atmosphere has been linked to leagues in general (Koenigstorfer et al., 2010). 

The association Community pride refers to whether a league has the ability to 

elevate the image of its community.  Findings of this research demonstrate that 

individuals felt proud of the achievements of the league which they followed.  Leagues 

may function as symbolic representations of a community and provide individuals with 

a sense of belonging to that community (Robinson & Trail, 2005).  The association 

community pride of sport leagues may be closely related to the notion of brand 

communities (e.g., Grant, Heere, & Dickson, 2011).  The community therefore consists 

of individuals who follow a specific league.  These individuals then may feel a sense of 
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community pride when the league represents something to which the individual can 

relate.   

The association Competitive balance refers to whether individuals associate 

competitive games with a league.  Findings of this research show that the competitive 

balance of leagues represented an important aspect that individuals linked with leagues.  

Within competitive balanced leagues, each team has an equal chance of winning a game 

and the league title (Szymanski, 2001).  Competitively balanced games with an 

uncertain outcome increase the attractiveness of league games (Marques, 2002) and the 

competitive balance of sport leagues was reported as an influential factor for the 

attractiveness of national and international leagues (Koenigstorfer et al., 2010).  Some 

teams have limited chances to win the league title because of their limited resources.  

However, these teams may still have a chance to win individual games against teams 

with more resources.  Koenigstorfer and colleagues (2010) examined the attractiveness 

of European football leagues and concluded that “The most important factor in keeping 

a league attractive from the perspective of fans is guaranteeing competitive balance.” 

(p.155).  Therefore, many leagues utilise mechanisms that foster the competitive 

balance of league games, such as salary caps, player drafts, revenue sharing 

mechanisms, collective broadcasting contracts and many more (Szymanski & Kesenne, 

2004). 

The association Diversion refers to whether watching league games and talking 

about the league can provide individuals with a break from their normal routine.  

Findings of this research highlight that individuals use sport leagues to escape their 

daily routines by consuming the league through the media or discussions with others.  

Diversion has previously been identified as a brand association (labelled ‘escape’) 
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linked to teams (Gladden & Funk, 2001, 2002) and has been discussed as an internal 

factor and core motive for individuals’ support of sport teams (Funk et al., 2009).   

The association Education refers to whether individuals associate educational 

aspects with a league.  It reflects individuals’ benefit of gaining knowledge by 

following a sport league.  This knowledge can result in a better understanding of the 

technical and tactical aspects of the sport, and has previously been reported as an 

important aspect of attending professional golf events (Robinson, Trail, & Kwon, 2004).  

Furthermore, enhanced knowledge about technical and tactical aspects of the league 

may impact other brand associations, such as diversion because individuals with broad 

knowledge about the league are enabled to discuss news related to the league with other 

people.    

The association Excitement refers to whether individuals think that a league 

provides exciting experiences.  Excitement represents a core motive of why individuals 

engage in sport related behaviour (Funk et al., 2009).  Funk and colleagues linked 

excitement with the overall sport experience and the drama of the uncertainty of a 

game’s outcome.  This was supported by the findings of this research, because 

individuals connected other league brand associations with excitement.  For example, 

the competitive balance leads to a close game with an uncertain outcome, therefore 

influencing the excitement that individuals link with leagues.   

The association Game representation refers to whether individuals associate the 

game or sport that is played in a specific league.  That means individuals associated that 

the A-League represents the game of football, whereas the NRL represented the game of 

rugby league.  Previous research showed that individuals’ interest in a game/sport 

influenced their relationship with teams that played this game/sport (Fisher & 

Wakefield, 1998; Kolbe & James, 2000).  Lock and colleagues (2009b; Lock, Taylor, & 
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Darcy, 2011) found that individuals’ relationship with a game (i.e., football) was a first 

step that led to the formation of team identification.  The importance of the game was 

demonstrated by Pritchard and Funk (2010) who found that involvement with the game 

itself was an important factor in influencing attitudes towards the game/sport as well as 

towards teams within a league.  Thus, findings of this research, which highlight that 

individuals associated a specific game with the sport leagues under investigation, are in 

line with previous findings. 

The association Logo/ colours refers to whether individuals link the logo and 

colours with a league.  League logos are presented on league homepages, linked with 

sponsorship activities, and are presented on team jerseys.  Sport team logos and colours 

primarily foster consumer identification with the team and help to differentiate it from 

other teams.  Furthermore, logos and colours provide information about the quality of 

the team or product (Gladden & Funk, 2002) and act as a shorthand device for other 

brand associations (De Chernatory & Dall’Olmo Riley, 1998).  This means a logo 

represents a promise of what can be expected based on the known brand associations.  

Therefore, sport league logos can function as a promise about the standard of quality 

and influence consumers’ trust in the league.   

The association Management refers to whether individuals link the management 

and management actions with a league.  Findings of this research show that consumers 

hold positive and negative associations about the management of their favourite league 

and also compared the league management with the management of other leagues.  This 

finding can relate to previous research that suggested that a positive connection exists 

between consumers’ trust of a particular organisation and its management (Fournier, 

1998).  In line with this, team management has been found to influence consumers’ 

perceptions of a team (Gladden & Funk, 2002; Ross et al., 2008), because the 
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management influences other brand associations.  For leagues, the management is 

responsible for all of its assets (e.g., teams, players, sponsors) and functions as an 

umbrella organisation for its teams.  

The association Nostalgia refers to whether individuals link nostalgic thoughts 

with a league.  Nostalgic thoughts are based on experiences in the past (Holbrook, 

1993) and nostalgia has previously been identified as a team brand association (Gladden 

& Funk, 2002).  Findings of this research indicate that individuals also associate 

memorable moments with leagues, such as grand finals or other memorable moments 

created in previous seasons.   

The association Performance refers to whether individuals associate a specific 

style of play with a league.  Performance represents a core motive of why individuals 

engage in sport related behaviour (Funk et al., 2009) and is linked with the experience 

individuals derive from watching league games, as sport mainly entertains through the 

delivery of the product (Gladden & Funk, 2002).  Performance represents the aesthetic 

motives of the game consumption (Madrigal, 2006) and describes the effect that the 

beauty and grace of the game has on consumer perceptions of the league.  Findings of 

this research indicate that consumers link a specific style of play with leagues, such as 

attacking football with the EPL and defending football with the Italian Serie A.   

The association Player development refers to whether individuals link the 

development of youth players or local talent with sport leagues.  Findings of this 

research highlight that consumers linked player development with sport leagues and 

spoke more positively of leagues with sustainable player development mechanisms and 

structures.  Sustainable player development (e.g., youth academies, leagues that foster 

local player development) represents an important aspect of many sport organisations 
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(e.g., AFL, 2008; Football Federation Australia, 2011) and sport leagues play an 

important role in this development.   

The association Rivalry refers to whether individuals associate specific team 

rivalries (e.g., Melbourne Heart vs. Melbourne Victory) or rivalries with other leagues 

(e.g., AFL vs. NRL) with a specific league.  Rivalry has been identified as a team brand 

association (Ross et al., 2008), whereas findings of this research suggest that existing 

rivalries between teams within a league represent league brand associations that may 

contribute to the attractiveness of a league.  For example, watching the rivalry between 

two Argentinean football clubs has been voted the number one “sporting thing you must 

do before you die” (Hamilton, 2004), representing historically grown rivalries between 

teams in close proximity.  Furthermore, rivalries that exist between groups of friends or 

other individuals are linked to sport leagues.  These rivalries depend on individuals’ 

relations with one another and have implications for individuals’ behaviour (Kilduff, et 

al., 2010).  Therefore, personal rivalries also represent brand associations linked to 

leagues.  

The association Socialisation refers to whether individuals associate the chance 

for social interactions with a league.  Socialisation has previously been identified as a 

team brand association (Ross et al., 2006), a core motive why individuals engage in 

sport related behaviour (Funk et al., 2009) and was a significant predictor of attendance 

at AFL games (Neale & Funk, 2006).  League-related behaviour, such as attending 

league games, watching league games on television or participating in fantasy leagues, 

provide individuals with the chance for social interaction with friends and other 

consumers of a particular league.  Findings of this research show that individuals use 

the league to socialise with other people.  For example, previous research shows that 

some private fantasy leagues are mainly formed for the social interactions with friends, 
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colleagues and others (Roy & Goss, 2007), highlighting the social aspects of sport 

leagues.   

The association Specific team refers to whether individuals link a specific team 

with a league.  Specific teams may either be the home team representing the host 

community or another team for which the individual has a special interest (Funk et al., 

2002).  This specific team may also be a star team that is historically embedded in the 

league, as some teams are better known than the league itself (Milligan, 2004).  For 

example, the dominating teams Manchester United and Bayern Munich have been 

demonstrated to contribute to the attractiveness of the EPL and the German Bundesliga, 

respectively (Koenigstorfer et al., 2010).  Neale and Funk (2006) identified that 

consumers are interested in a team as a whole.  This interest in a specific team may 

result in individuals following the team and simultaneously developing league brand 

associations.  

The association Star player refers to whether individuals associate an 

outstanding player with a league.  Findings of this research show that individuals linked 

specific players with sport leagues, because they provide the product.  Previous research 

identified that players that were influential team members, rather than superstars, were 

significant to consumers (Lock et al., 2012; Neale & Funk, 2006).  However, findings of 

this research indicate that respondents mainly linked star players with leagues.  These 

findings are in line with previous research on team brand associations that identified star 

players as a team brand association (Gladden & Funk, 2001, 2002) and research that 

identified that star players contribute to the attractiveness of teams (Funk et al., 2001).   

The association Tradition refers to whether individuals associate tradition with a 

league.  Tradition has been identified as a team brand association (Gladden & Funk, 

2002; Ross et al., 2006).  Findings of this research show that individuals associate 
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tradition with leagues.  The tradition of EPL teams was linked to the league and it was 

acknowledged that the NRL promoted 100 years of rugby league in Australia.  Tradition 

can be linked to the past success of a league or factors other than game performance.  

Opening Day in Major League Baseball which has a quasi-religious status functions as 

an example of league tradition (Foster & Hyatt, 2008).   

In summary, 17 league brand associations were identified in Study 1and 

quantitatively supported in Study 2.  Of these 17 league brand associations, 11 have 

been identified as team brand associations (Bauer et al., 2008; Gladden & Funk, 2002; 

Ross et al., 2008).  These associations were:  Community pride, Diversion, Excitement, 

Logo/colours, Management, Nostalgia, Performance, Rivalry, Socialisation, Star player 

and Tradition.  Furthermore, the six associations Atmosphere, Competitive balance, 

Education, Game representation, Player development and Specific team were identified 

to be associated with sport leagues.  The six new associations have not previously been 

captured in the team brand association literature. 

There are several factors that may explain why these associations have not been 

identified as team brand associations.  The league represents the broader master brand 

that has different characteristics compared to the teams, as indicated in the trapezoid in 

Figure 5.  Therefore, these associations represent league specific characteristics.  This 

explanation applies to the associations Competitive balance and Specific team.  

Competitive balance is a league-specific characteristic because it involves all teams 

within the league.  The team-specific equivalent to competitive balance may be the team 

brand association of Success (Gladden & Funk, 2001, 2002), because if all teams within 

a league have the potential to win games and be successful, the league is competitively 

balanced.  For obvious reasons, the league brand association Specific team would be a 
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redundant team brand association because it represents the overall association of a team 

and functions as a league specific characteristic.   

Somewhat surprisingly, the league brand associations Atmosphere, Education 

and Game representation have not been identified in previous team brand association 

literature (i.e., Bauer et al., 2008; Gladden & Funk, 2001, 2002; Ross et al., 2006, 

2008).  Atmosphere (e.g., Holt, 1995; Wakefield & Blodgett, 1999) and Education (e.g., 

Robinson et al., 2004) have been identified as important motives for consumers to 

attend games.  Similarly Game representation or the sport that a team plays was 

important for consumers to attend games (Funk et al., 2001) and connect with a team 

(Lock et al., 2011).  Player development from a consumer perspective has not been 

linked with teams in previous sport management literature.  However, while some 

player development strategies are created by league they are implemented by teams.  

For example, a league introduces a player development policy which requires each team 

to have a youth academy, indicating that player development is put into practice by the 

teams.  

Therefore, these associations may also function as team brand associations but 

have been overlooked in previous team brand association research.  Likewise, Ross et 

al. (2006, 2008) identified seven team brand association dimensions that were not 

identified in Gladden and Funk’s (2001, 2002) research and stated that “it is also 

possible that consumers hold other associations regarding sports teams.”  Therefore, 

“future research should explore the existence of other associations” (Ross et al., 2006, p. 

277).  In consideration of these arguments, the identified league brand associations 

Atmosphere, Education, Game representation and Player development may also 

function as brand associations that consumers link with teams because they are partly 

created through consumers’ experiences with teams, as suggested by the identified sport 
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brand architecture.  However, future research is needed to examine whether these league 

brand associations are also linked with teams in the mind of consumers.  

A reliable and valid league brand association scale was developed in Study 3.  

Results of a confirmatory factor analysis supported 14 of the 17 identified associations.  

The three associations, Atmosphere, Community pride and Excitement did not meet 

discriminant validity standards required for scale development and were therefore 

excluded from further quantitative analyses.  The failure of the discriminant validity test 

of some dimensions comes as no surprise.  Thus far, three empirical studies (Bauer et 

al., 2008; Gladden & Funk, 2002; Ross et al., 2008) have reported confirmatory factor 

analysis results of team brand association scales.  Gladden and Funk (2002) did not 

provide evidence of the discriminant validity of their scale.  Furthermore, their model 

was calculated by correlating the team brand association dimensions, which indicates 

that the dimensions are related.  Bauer et al. (2008) did provide evidence of the 

discriminant validity of their scale but the reported model fit indicates a poor fitting 

model (i.e., χ²/df = 13.01; p < .001; RMSEA = .10; SRMR = .10) according to model fit 

guidelines (cf. Hair et al., 2009).  Ross et al. (2008) acknowledged that some of the 

correlations between the constructs were high but none failed the test of discriminant 

validity.  However, the authors did not provide a correlation matrix of the team brand 

association dimensions, supporting their argument.  Overall, previous brand association 

research has not demonstrated convincing evidence for the discriminant validity of 

brand association dimensions.  

The failure of previous research to demonstrate the discriminant validity of 

brand association dimensions is most likely based on the theoretical argument that 

brand associations are related to each other.  Findings of this research indicate that 

league brand associations are connected with one another.  For example, the Star 
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players of a league may provide topics for individuals to discuss with their friends 

(Diversion), whereas a specific style of play (Performance) may impact the Atmosphere 

in stadiums of the league and the excitement individuals link with the league.  Support 

for the interconnectedness of the identified league brand associations can be found in 

the team brand association research.  Team brand associations in Gladden and Funk’s 

(2002) research correlated with one another and team brand associations in Ross and 

colleagues’ (2008) research all loaded on one higher order construct.  Furthermore, 

Keller (1993) suggested that the entirety of brand associations reflect consumers’ 

perceptions of the overall brand.  The correlation of the 17 identified league brand 

associations supports this perspective and highlights that league brand associations are 

related to one another.  Therefore, based on theoretical arguments, the 17 identified 

league brand associations may be included in future analyses.  However, the researcher 

followed the statistical decision criteria outlined in chapter 6.1.4.1 and excluded the 

three dimensions from further quantitative analyses14. 

In summary, 17 league brand associations were identified to answer Research 

Question 1.  The identified league brand associations were all related to attitudinal and 

behavioural outcomes related to leagues.  A scale development process led to the 

exclusion of three league brand association dimensions to develop a reliable and valid 

measure consisting of 14 dimensions of associations that consumers’ link to sport 

leagues.  In line with Keller (1993), the assessment of these league brand associations 

represents the overall evaluation of the league brand.  The league brand association 

                                                 
14 This aspect is also discussed in the limitation and future research section, where the researcher 

calls for future refinement of the utilised items.  
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scale was then utilised to examine Research Question 2 which is discussed in the next 

section.  

 

8.1.2 RQ 2: The influence of league brand associations on team 

involvement. 

This section discusses findings related to Research Question 2, which was 

developed to examine the influence of consumers’ league brand associations on team 

involvement15.  In Study 1, Study 2 and Study 3, league brand associations were 

identified and it was shown that these associations were positively related with league 

commitment and league-related media behaviour.  Furthermore, within the PCM 

framework, it was shown that team involvement is influenced by consumers’ evaluation 

of team brand associations (Funk & James, 2006).  However, the conceptualised mixed-

branding brand architecture as depicted in Figure 5 of sport leagues and teams indicates 

that the league represents an external factor that also influences team involvement.  

Therefore, drawing on the close brand relationship between leagues and teams as 

perceived by the individual, it was proposed that the associations that individuals link 

with a league may operate as a catalyst to influence team involvement.  To examine the 

relationship between league brand associations and team involvement, Research 

Question 2 asked:  How do consumers’ league brand associations influence their team 

involvement?  Hypothesis 2.1 was developed to guide the examination and stated:  

Consumers’ league brand associations predict their team involvement. 

                                                 
15 Team involvement represents consumers’ psychological connection with their favourite team 

that captures motives from previous literature as a state of motivation.  . 
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Results of Study 3 provided a response to Research Question 2 and Hypothesis 

2.1.  In Study 3, quantitative analysis of 770 surveys was utilised to demonstrate that 

consumers’ league brand associations predicted their team involvement.  The influence 

of the 14 distinct league brand associations on team involvement was measured through 

multiple regression analysis.  Results show that the 14 associations predicted 63% of the 

variance of consumers’ team involvement.  The study revealed that five league brand 

associations (Diversion, Game representation, Logo/colours, Socialisation and Specific 

team) significantly contributed to team involvement.  These associations showed 

significant positive beta weights within the multiple regression analysis.  These findings 

indicate that the more an individual perceives that a league provides diversion, 

represents a certain game, has attractive logos and colours, provides the chance to 

socialise and has specific teams, the more the league influenced these individuals’ team 

involvement.  The other nine league brand associations did not significantly contribute 

to team involvement.  These findings are consistent with previous team brand 

association research.  For example, Gladden and Funk (2001) reported that seven of 13 

examined team brand associations significantly influenced individuals’ team brand 

loyalty, whereas Funk and James (2006) showed that eight of 13 examined team brand 

associations influenced individuals’ team allegiance.  

As outlined in the discussion of Research Question 1, the identified league brand 

associations may also influence each other.  Despite demonstrating the discriminant 

validity of the scale, the identified league brand associations showed high correlations 

with each other and some associations may have dominated others.  That is, some 

associations may have accounted for the shared variance of other associations that 

showed non-significant beta weights (cf. Cohen, Cohen, West, & Aiken, 2003).  To 
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counter this effect, Cohen and colleagues (2003) recommend combining the variables to 

create a latent variable.    

Results of Study 4 also provided a response to Research Question 2 and 

Hypothesis 2.1.  In Study 4, quantitative analysis of 420 surveys was employed to 

demonstrate the influence of league brand associations on team involvement.  In Study 

4, a confirmatory factor analysis for the measurement model was executed.  The 14 

league brand associations were included but cross-loadings occurred with other 

dimensions of the measurement model.  After a refinement process, eight league brand 

associations were retained in the measurement model.  The eight were: Diversion, Game 

representation, Logo/colours, Performance, Player development, Rivalry, Socialisation 

and Star player.  Four of the five dimensions that significantly contributed to team 

involvement in Study 3 were retained (Diversion, Game representation, Logo/colours 

and Socialisation) whereas the other significant association, Specific team, cross-loaded 

with team involvement and could not be retained in the measurement model.  The other 

five associations that cross-loaded with each other and team involvement, and therefore 

were excluded from further analyses were: Competitive balance, Education, 

Management, Nostalgia and Tradition.  The eight associations loaded on one factor, 

labelled ‘league brand associations’.  The factor league brand associations showed a 

significant positive beta weight and predicted 30% of the variance of team involvement.  

This finding supports the findings from Study 3 by demonstrating that league brand 

associations predict team involvement.   

In both studies, consumers’ league brand associations predicted team 

involvement.  Overall, these findings answered Research Question 2 and confirmed 

Hypothesis 2.1.  That means that not only do team brand associations predict team 

involvement (Funk & James, 2006) and team brand loyalty (Gladden and Funk, 2001), 
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but also the external factor of league brand associations predicts team involvement, 

empirically supporting the PCM framework (Funk & James, 2001, 2006).  Furthermore, 

the cross-loadings of six associations with team involvement measures in Study 4 also 

support the close relationship between these league brand associations and team 

involvement, as proposed in Chapter 2.  These findings align with existing research that 

suggests that brands in a close relationship with each other show spill-over effects of 

consumers’ evaluations (Simonin & Ruth, 1998; Völckner & Sattler, 2006) and 

influence the consumer evaluation of one another (Andres, 2003).  Hence, Research 

Question 2 was answered by confirming Hypothesis 2.1 and demonstrating that 

consumers’ league brand associations predict team involvement. 

 

8.1.3 RQ 3: The influence of league brand associations on 

intentions to attend team games. 

This section discusses findings related to Research Question 3, which was 

developed to examine the influence of league brand associations on intentions to attend 

team games16.  In Study 3 and Study 4, it was demonstrated that consumers’ league 

brand associations predict team involvement.  Therefore, extending the findings from 

Research Question 2, a third research question was developed to investigate the 

relationship between consumers’ league brand associations and their intentions to attend 

team games.  Research Question 3 asked:  How do consumers’ league brand 

associations influence their intentions to attend team games?  Hypothesis 3.1 was 

developed to guide the examination and stated:  Consumers’ league brand associations 

predict their intentions to attend team games. 

                                                 
16 Team games represent games of a consumers’ favourite team.  

 



 203

Results of Study 4 provided a response to the research question and the 

hypotheses.  In Study 4, quantitative analyses of 420 surveys were used to test the 

influence of league brand associations on intentions to attend team games.  The direct 

influence of league brand associations predicted 16% of the variance of intentions to 

attend team games.  This finding provides the answer to Research Question 3 and 

supports Hypothesis 3.1 because it demonstrates that consumers’ league brand 

associations predict their intentions to attend team games.  The finding indicates that the 

more positive consumers’ brand associations that they link to the league are, the more 

likely these consumers are to form intentions to attend games of their favourite team.   

The findings of Research Question 2 and Research Question 3 addressed the 

overall purpose of this thesis, which was to identify the influence of the league on 

consumers’ connection with their favourite team.  The findings of both studies show 

that consumers’ league brand associations predict their team involvement and intentions 

to attend team games, as suggested by the identified sport brand architecture.  The 

league as the franchisor does not only influence its teams through their franchise 

agreements (e.g., Mason & Slack, 2005), but it also influences consumers’ evaluations 

connection to their favourite team through the league’s brand appearance.  That means, 

individuals who link positive associations to the league brand are more involved with 

their favourite team and show higher intentions of attending games of their favourite 

team.  Thus, the branding of sport leagues has a direct effect on consumers of teams.  

 

 



 204

8.1.4 RQ 4: The mediating effect of beliefs about team game 

attendance. 

This section discusses findings related to Research Question 4, which was 

developed to examine whether the joint influence of league brand associations and team 

involvement on intentions to attend team games was mediated by beliefs about team 

game attendance17.  In Study 3 and Study 4, the influence of league brand associations 

on team involvement and intentions to attend team games was demonstrated.  It was 

shown that consumers’ league brand associations predicted 12% of the variance of their 

intentions to attend team games.  Additionally, team involvement predicted 25% of the 

variance of consumers’ intentions to attend team games.  This finding is supported by 

the PCM framework, where it is proposed that the more individuals are involved with a 

team, the more likely they are to perform team-related behaviour (Funk & James, 2001).  

The joint influence of league brand associations and team involvement explained 28% 

of the variance of consumers’ intentions to attend team games.  However, a review of 

the Theory of Planned Behaviour indicated that consumers’ beliefs about team game 

attendance mediate the joint influence of consumers’ league brand associations and 

team involvement on their intentions to attend team games.  This proposition is captured 

in Research Question 4 that asked:  Is the joint influence of league brand associations 

and team involvement on their intentions to attend team games mediated by beliefs 

about team game attendance? 

To address Research Question 4, a conceptualisation was proposed in Chapter 2 

and hypotheses have been developed to guide the examination.  The hypotheses stated 

                                                 
17 Beliefs about team game attendance represent consumers’ beliefs about attending games of 

their favourite team. 
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that:  League brand associations predict team involvement, ATT, SN and PBC.  Team 

involvement predicts ATT, SN and PBC.  ATT correlate positively with SN and PBC, 

and SN correlate positively with PBC.  ATT, SN and PBC predict intentions to attend 

team games.  This conceptualisation is presented in Figure 13.  
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Figure 13: Graphical overview of hypotheses 

 

Results of Study 4 provided a response to Research Question 4 and the 

hypotheses.  In Study 4, quantitative analyses of 420 surveys were used to test whether 

the joint influence of consumers’ league brand associations and team involvement on 

intentions to attend team games was mediated by their beliefs about team game 

attendance.  Findings show that consumers’ league brand associations predicted their 

attitudes towards attending games of their favourite team (ATT).  Therefore, Hypothesis 

4.1 was confirmed.  This means that the more positive individuals perceive the league, 

the more likely these individuals are to form positive ATT.  For example, individuals 

may perceive that the league provides them with a break from their daily routine (i.e., 
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diversion) when they talk about it or read news about it.  The diversion may then lead 

individuals to form positive attitudes towards attending games of their favourite team.   

Findings show that consumers’ league brand associations predicted their 

perceived social norms towards attending games of their favourite team (SN).  This 

means that the more positive individuals perceive the league, the more likely these 

individual are to form positive SN.  Therefore, Hypothesis 4.2 was confirmed.  The 

influence of the league on perceived social norms is highlighted by the quote “If you 

haven’t watched it for a while and your friends start talking about the Premier League 

and then you go - Oh yeah, I missed a few a matches I should watch them” 

(SEBASTIAN).  Therefore, individuals may perceive the league as providing a chance 

to socialise with others (Socialisation), which subsequently may influence their 

perceived social norms.  Furthermore, individuals may support a league because they 

want their favourite game/sport (Game representation) to succeed (cf., Lock et al., 

2011), which may then raise their social status, because they follow this league (e.g., 

through BIRGing).   

Findings show that consumers’ league brand associations predicted consumers’ 

perceived behavioural control over attending games of their favourite team (PBC).  This 

means that the more positively individuals perceive the league, the more likely these 

individuals are to form positive PBC.  Therefore, Hypothesis 4.3 was confirmed.  

Beliefs of perceived behavioural control may depend on individuals’ perception of the 

league because they know that the league schedules games or influences ticket prices.   

Team involvement significantly contributed to ATT, SN and PBC.  These 

findings show that the more individuals are involved with a team, the more likely these 

individual are to form positive ATT, SN and PBC about attending games of their 

favourite team.  Therefore, Hypothesis 5.1, Hypothesis 5.2 and Hypothesis 5.3 were 
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confirmed.  These findings are supported by the PCM framework, which indicates that 

team-related attitudes, such as beliefs about team game attendance, are positively 

influenced by individuals’ team involvement (Funk & James, 2006).   

Additionally, ATT correlated positively with SN and PBC, and SN correlated 

positively with PBC.  These findings show that the three dimensions interact with each 

other, as proposed in the Theory of Planned Behaviour (Ajzen, 1991).  Thus, 

Hypothesis 6.1, Hypothesis 6.2 and Hypothesis 6.3 were confirmed.   

Finally, ATT, SN and PBC predicted 43% of the variance of consumers’ 

intentions to attend team games.  Thus, Hypothesis 7.1, Hypothesis 7.2 and Hypothesis 

7.3 were confirmed.  The integration of beliefs about team game attendance explained 

15% additional variance in consumers’ intentions to attend team games compared to the 

direct effects of league brand associations and team involvement.  Thus, Research 

Question 4 was answered and it was shown that beliefs about team game attendance 

mediated the joint influence of league brand associations and team involvement on 

consumers’ intentions to attend team games.   

The findings align with previous research that identified factors that influence 

game attendance.  Attitudes such as loyalty have been identified as influencing team 

game attendance by several researchers (e.g., Hill & Green, 2000; Wakefield et al., 

1996; Wakefield & Sloan, 1995).  Social aspects of game attendance were shown to 

have a strong influence on individuals’ game attendance (Neale & Funk, 2006), and 

intentions to attend games (Cunningham & Kwon, 2003; Lu, Lin, & Cheng, 2011).  

Dimensions that influence the perceived behavioural control of game attendance have 

also been identified to challenge team game attendance.  Pritchard and colleagues 

(2009) suggested that the accessibility of games and ticket prices were important aspects 

that can hinder league success.  
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Findings of this research are also distinct from existing research.  Researchers 

that examined game attendance beliefs within a sport spectator context (Cunningham & 

Kwon, 2003; Lu et al., 2011) suggested that the influence of ATT and SN on intentions 

to attend games was higher than the influence of PBC.  Findings of this research show 

that the dimension PBC showed the highest beta weight to consumers’ intentions to 

attend games, compared to the dimensions ATT and SN.  This finding aligns with 

research suggesting that inflated ticket prices (Zhang, Pease, Hui, & Michaud, 1995; 

Neale & Funk, 2006) and inconvenient game schedules (Trail, Robinson, & Kim, 2008) 

can influence attendance negatively.   

The differences may be derived from the diverse samples used in the respective 

studies.  The sample in Lu and colleagues’ (2011) research consisted of spectators of a 

volleyball game, who completed the survey in regards to a future game.  It can be 

argued that these respondents already felt in control of attending games because they 

were surveyed at a game, therefore, knowing that they are able to attend games.  

Similarly, the sample in Cunningham and Kwon’s (2003) research consisted of 

University students who were asked for their intentions to attend games of the 

University hockey team.  It can be argued that most University team venues are easy to 

reach; that students have more spare time than regular consumers; and that the average 

ticket price of $4 should not present a major financial constraint to attendance.  The 

usage of a convenience sample consisting of students was also mentioned as a major 

limitation of the study (Cunningham & Kwon, 2003).  The authors proposed that ticket 

prices and game schedules of professional teams may have a different influence on 

consumers’ perceived behavioural control.  These aspects were addressed by the current 

research.  The sample utilised in this research consisted of a wide range of consumers of 

a sport league.  These consumers may have less time available, and ticket prices for A-
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League games in general have received criticism, because they are perceived as being 

too high (e.g., Kelly, 2012).  This research was based on potential consumers, rather 

than convenience samples (e.g., students).  Consequently, findings are more applicable 

to an appropriate audience.  Overall, these findings answered Research Question 4 and 

supported the hypotheses leading to the conceptualisation developed in Chapter 2.   

 

8.2 Contributions of this Research 

This research makes four main theoretical contributions to the sport 

management literature.  The first theoretical contribution is related to league brand 

association.  The second theoretical contribution is related the brand architecture of 

sport leagues and teams.  The third and the fourth theoretical contributions are related to 

the PCM framework.  These theoretical contributions are discussed in the next four 

sections.  

 

8.2.1 League brand associations. 

The first theoretical contribution of this research is the identification of league 

brand associations.  Previous research has identified that individuals form team brand 

associations (Gladden & Funk, 2001; Ross et al., 2006), which influence individuals’ 

attitude towards the team (Funk & James, 2006; Gladden & Funk, 2001).  This research 

extends previous findings by identifying brand associations individuals link with 

leagues.  Six of the 17 associations represent new brand associations, whereas 11 

associations have previously been identified as team brand associations (Gladden & 

Funk, 2001; Ross et al., 2006).  The research demonstrated that league brand 

associations are connected to league commitment and league-related behaviour, 
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following Gladden and Funk’s (2002) recommendation that suggested testing the 

relationship between brand associations with both attitudinal and behavioural measures.   

Overall, the findings highlight brand associations that consumers link with sport 

leagues and show that these brand associations are linked with league commitment and 

league-related media behaviour, supporting propositions made within the PCM 

framework (Funk & James, 2001, 2006).  Therefore, leagues are provided with a set of 

brand associations that they can use to develop and/or strengthen positive brand 

associations with the league in the mind of consumers.  In particular, leagues can place 

emphasis on the six newly identified league brand associations of Atmosphere, 

Competitive balance, Education, Game representation, Player development and Specific 

team.  This contribution has practical implications on the brand development of sport 

leagues that are discussed in section 8.3.1.  Additionally, the new associations 

Atmosphere, Education, Game representation and Player development could be used to 

augment existing team brand association research (Gladden & Funk, 2001, 2002; Ross 

et al., 2006, 2008) because they are partly created through consumers’ experiences with 

teams, as suggested by the identified sport brand architecture presented in Figure 5.   

 

8.2.2 Sport brand architecture. 

The second theoretical contribution of this research is the provision of the 

conceptualisation of sport brand architecture.  Previous research on brand architecture 

(Aaker & Joachimsthaler, 2000b; Devlin, 2003) has conceptualized existing brand 

architectures of different sectors.  This research is the first endeavour that 

conceptualizes the brand architecture of sport leagues and teams as perceived by 

consumers.  A mixed-branding brand architecture is proposed because leagues and 
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teams are structurally connected through their franchise contracts.  These franchise 

contracts allow teams to utilize brand building knowledge and brand associations of the 

league to develop their brand.  Similarly, leagues can use attributes and benefits that 

teams provide to position their league brand and promote the league as a whole.  

Furthermore, this research indicates spill-over effects between league brand 

associations and team brand associations.  Previous research has shown spill-over 

effects of consumers’ brand evaluations for brands in close brand relationships (e.g., 

Simonin & Ruth, 1998; Völckner & Sattler, 2006).  Findings of this research show that 

11 of 17 league brand associations also serve as team brand associations (Gladden & 

Funk, 2001; Ross et al., 2006).  This means that consumers do not only link attributes 

and benefits of teams, such as a player or a specific style of play, but they also link 

these attributes and benefits with leagues.  The data indicate that some league brand 

associations are mediated by team brand associations, suggesting that consumers’ 

evaluation of teams have spill-over effects on their evaluation of the league.  Thus, these 

findings demonstrate that leagues and teams are in a close brand relationship with each 

other.  This contribution has practical implications on the brand relationship (i.e., 

branding and marketing) and the underlying structural relationship (i.e., franchise 

contracts) of leagues and teams. These implications are discussed in section 8.3.2. 

 

8.2.3 PCM: External factors. 

The third theoretical contribution of this research is the empirical examination of 

the influence of external factors within the Psychological Continuum Model.  Within 

the PCM framework, it has been proposed that external factors work in concert with 

internal factors to influence consumers’ evaluative outcomes and subsequently their 
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connection to a team (Funk & James, 2001, 2006).  While researchers have identified 

psychological factors that facilitate upwards movement along the involvement stages of 

the PCM framework (e.g., Filo et al., 2008; Filo et al., 2009; Foster & Hyatt, 2008; 

Funk et al., 2009; Funk & James, 2006), the influence of external factors has not been 

empirically supported.  Within this research, league brand associations are considered 

external factors as they represent the league as perceived by the consumers, based on 

the attributes and benefits of the league, which the consumer cannot influence.  

Consequently, this research provides the first empirical evidence that external factors 

influence consumers’ connection with a team, supporting the theoretical propositions of 

the PCM framework.   

The external factor ‘sport league’ influences consumers’ team involvement and 

intentions to attend team games.  To date, the PCM has only theoretically 

conceptualised external factors to influence team involvement.  This conceptualisation 

was supported by findings of this research, because brand associations that consumers 

linked with leagues were influential on consumers’ involvement with their favourite 

team.  Furthermore, findings of this research showed that external factors also 

influenced consumers’ team-related behavioural intentions.  Behavioural intentions do 

not directly represent behaviour, however, they capture the effort consumers are willing 

to exert to engage in the behaviour (Ajzen, 1991).  This means, not only do external 

factors influence consumers’ team involvement, but they also influence their intentions 

to attend games of their favourite team.  Therefore, this research contributes to the PCM 

framework by empirically testing the influence of external factors on consumers’ 

connection with their favourite team.  The research empirically supports the theoretical 

propositions of the PCM (Funk & James, 2001, 2006) and helps in explaining inputs 

that work within the theoretical framework, as suggested by Beaton and Funk (2008).  
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Thus, this contribution supports the usage of the PCM framework for future sport 

management theory testing.  Potential future research directions are discussed in section 

8.4. 

 

8.2.4 PCM: Beliefs about team game attendance. 

The fourth theoretical contribution of this research is the integration of the 

beliefs about team game attendance within the Psychological Continuum Model.  

Previous research within the PCM framework suggested that individuals are more likely 

to perform behaviour related to a sport object, the more they are involved with the sport 

object (Beaton et al., 2011; Funk & James, 2006).  However, it has not been tested how 

intentions to perform behaviour related to sport teams are developed within the PCM 

framework.  It was suggested that the PCM framework allows for the integration of 

other theoretical concepts related to the research object, because the framework 

organises psychological concepts to explain sport consumer behaviour (Funk & James, 

2001; Stewart et al., 2003).  Therefore, beliefs about team game attendance were 

integrated in the PCM framework.  

Findings of this research show that beliefs about game attendance, as indicated 

by the Theory of Planned Behaviour (Ajzen, 1991), mediate the joint influence of 

consumers’ league brand associations and team involvement on their intentions to 

attend games of their favourite team.  This means that for league brand associations and 

team involvement to transfer to behavioural intentions, individuals must have a positive 

attitude towards the behaviour (e.g., I would like to attend X live), see the behaviour as 

socially acceptable (e.g., Attending X is a leisure option that is viewed positively by 

others) and feel that they are able to perform the behaviour (e.g., It is easy to attend X 
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and I have enough time and money to attend X).  Consequently, the PCM has provided 

a beneficial conceptual framework to integrate a relevant theory to explain consumers’ 

behavioural intentions and subsequently their behaviour.  This contribution supports the 

integration of relevant theory in the PCM framework for future sport management 

theory testing.  Potential future research directions are discussed in section 8.4.9. 

Overall, four theoretical contributions to the sport management literature were 

made by this research.  First, the research contributed to sport brand knowledge by 

identifying brand associations individuals link with sport leagues.  Second, the research 

contributed to sport brand knowledge by identifying the brand architecture of leagues 

and teams.  Third, the research contributed to the PCM framework by demonstrating 

that the league represents an important external factor that influences consumers’ team 

involvement and intention to attend team games.  Fourth, the research contributed to the 

PCM framework by integrating beliefs about team game attendance to better explain 

individuals’ intentions to attend team games and demonstrating the framework’s ability 

to integrate relevant theory (e.g., Theory of Planned Behaviour).  The four contributions 

have practical implications on the management and marketing of leagues and teams.  

These practical implications are discussed in the next section.  

 

8.3 Practical Implications  

This research has three main implications for sport management practice.  The 

first practical implication is based on the identified league brand associations and 

indicates that league managers can utilise these associations to develop a strong league 

brand.  The second practical implication is based on the proposed mixed branding sport 

brand architecture and indicates that leagues and teams need to balance brand alignment 
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and brand differentiation.  The third practical implication is based on beliefs about team 

game attendance and indicates that leagues and teams need to promote aspects related to 

team game attendance.  These practical implications are discussed in the next three 

sections.  

 

8.3.1 League brand associations. 

This research identified the brand associations that consumers link with their 

favourite sport leagues.  League brand managers can utilise this knowledge to develop 

strong league brands, and subsequently strengthen existing consumers’ involvement 

with the league and attract new consumers.  In particular, leagues have a stable basis to 

build brand associations because their characteristics are less likely to change compared 

to team brand associations.  For example, leagues are less susceptible to the absence of 

success than teams are.  Therefore, the identified set of league brand associations can be 

utilised to develop a strong league brand where the brand associations are linked with 

the league itself and not to specific teams.  To achieve this goal, strategies are discussed 

in the following sections.  An emphasis is placed on strategies discussing the 

development of the six new league brand associations of Atmosphere, Competitive 

balance, Education, Game representation, Player development and Specific team, 

because these have not been discussed in prior team brand association research.  In 

particular, the league brand associations of Competitive balance and Specific team may 

represent a platform from which leagues can develop their league-specific brand.  

Suggested practical implications indicate that leagues can influence league brand 

associations through management, marketing or a combination of management and 

marketing.  
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League managers can foster the development of Atmosphere by using a variety 

of methods and stimuli in their league promotions (Uhrich & Koenigstorfer, 2009).  For 

example, league managers can set standards for the architecture of stadiums to ensure 

that spectators are seated in close proximity to the field and that the stadiums meet 

certain acoustic requirements.  That means that leagues should influence the tenant 

agreements that teams sign with stadiums to ensure that the stadium meets the 

requirements of the league to create a league-specific atmosphere.  For example, the 

EPL team West Ham United F.C. expressed interest in taking over London’s Olympic 

stadium after the games (BBC Sport, 2010), yet the running track may negatively 

influence the atmosphere at football games.  Thus, the EPL could advise the team to 

rethink its stadium bid.  Furthermore, leagues can provide their teams with clear 

instructions on executing game-day processes to foster the atmosphere in stadiums.  

These instructions can include introducing fan rituals, such as fans shouting the names 

of players when they are presented as is common in European football leagues, and 

allowing fan club members to bring flags and wave banners.  

League managers can employ methods to foster consumers’ perceptions of 

Competitively balanced league games.  Koenigstorfer and colleagues (2010) suggested 

that selling broadcasting rights collectively and distributing the income equally between 

teams within the league would influence consumers’ perceptions of competitive 

balance.  Other methods that leagues employ to facilitate competitive balance include: 

introducing a salary cap (e.g., the National Hockey League introduced a salary cap to 

help the league generate more revenue and increase the competitive balance of the 

league; Batchelor & Formentin, 2008); contracting players directly to the league and 

then distributing talent evenly (e.g., in the MLS, the league negotiates and holds player 

contracts instead of the teams; Boudin, 2002); and limiting the influence of investors 
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(e.g., the German football Bundesliga only distributes licences to teams that hold over 

50% of the team’s shares (DFL, 2010).  However, while these methods influence the 

competitive balance of a league, it is important that leagues promote the benefits of a 

competitive balanced league.  For example, the NRL could promote the fact that eight 

different teams have won the league title within the last 10 years, emphasising the 

uncertainty of outcome of NRL games. 

 League managers can promote Educational aspects of the league.  Leagues 

should provide strategic direction and information and about technical and tactical 

aspects of the style of sport that is played within the league.  For example, FFA decided 

to adapt a 1-4-3-3 system for all Australian representation teams and published a 

training guide (Football Federation Australia, 2012a).  This training guide could be 

promoted on the A-League’s webpage and made available for A-League consumers.  

Thus, consumers could better understand tactical formations and/or use this information 

to improve their own play.  Another example of how leagues can promote educational 

aspects of the league is Auskick, which was introduced by the AFL in 1998.  Auskick is 

a national program to promote children’s’ participation in Australian rules football and 

teach them technical and tactical aspects of the game (AFL, 2012). 

League managers can implement mechanisms that foster Player development.  

For example, leagues could only grant franchise licences to teams that fulfil player 

development requirements, such as having youth academies (e.g., the German football 

Bundesliga requires that all teams operate a youth academy; DFL, 2011) or to teams 

having a certain number of ‘home grown players’ (e.g., teams in the EPL are not 

allowed to sign more than 17 players who were born outside of England; Premier 

League, 2011).  Considering that sustainable player development represents a positive 

aspect of a league, leagues can promote their player development mechanisms to 
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position their brand.  For example, FFA will introduce the Australian Premier League 

(APL) in 2013, which is a second level league that is positioned as a developmental 

league.  The APL utilises a ‘player point system’, which assigns points to each player 

based on their characteristics and only allows a certain number of points per team.  

Within the system, teams are rewarded for contracting young players (under 18 years) 

and ‘home grown’ players, whereas the teams are penalised for contracting old players 

(above 25 years) and players holding an international visa (Football Federation 

Australia, 2012b).  Promoting the league as a developmental league would indicate the 

purpose of the league, helping to reduce consumers’ expectations of the quality of the 

football played in the league.  Thus, consumers may accept lower level quality because 

they support the APL teams for other reasons, such as supporting ‘football in Australia’ 

(cf. Lock et al., 2011).  

League managers can promote the sport that their league represents (Game 

representation).  Supporting the sport of football in Australia was identified as an 

important aspect as to why consumers chose to support a team within the A-League 

(Lock et al., 2011).  The authors suggested that these consumers wanted to positively 

alter a sport they engage with, which subsequently reflects positively on their self-

concept.  Thus, leagues can promote the sport they represent or utilise the sport in their 

league-wide promotions.  For example, the A-League used the slogan “We are football” 

(Fourfourtwo, 2011) to promote their 2011/12 season by aligning the league with the 

sport that the league represents.  

League managers can promote the league by utilising Specific teams in their 

marketing campaigns.  For example, the ‘star teams’ Manchester United and Bayern 

Munich have been linked to contributing to the perceived attractiveness of their 

respective league (Koenigstorfer et al., 2010).  These ‘star teams’ usually have a unique 
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history and have more fans than other teams within the league (Koenigstorfer et al., 

2010), and thus, are sometimes better known than the league itself (Milligan, 2004).  

The league could capitalise on leveraging off these teams, yet needs to ensure that all 

teams within the league are considered and included in league-wide promotions to not 

alienate fans of less popular teams.  

Leagues can utilise the identified set of league brand associations to examine 

their brand as perceived by consumers.  High or low evaluations for some brand 

associations can therefore help league managers to identify the strengths and 

weaknesses of the league brand to guide strategic brand development.  Leagues that 

identify a brand association as a strength can capitalise on fostering these associations.  

An example is provided for the brand association Tradition.  Leagues with a strong 

tradition can capitalise on this brand association.  The AFL uses a ‘father-son’ rule to 

build on its tradition, by allowing teams draft priority for players if their father had 

played over 100 games for that specific team (Borland, 2006).  The rule capitalises on 

the tradition of the team and its former players to build strong brand associations.  

Another league that capitalises on the brand association of tradition is the NRL.  In 

2008, the NRL produced exhibitions to celebrate 100 years of Rugby League in 

Australia (Centenary of Rugby League, 2008).  However, low brand associations can be 

seen as a weakness of leagues.  

Leagues that identify a brand association as a weakness have an opportunity to 

build this brand association through marketing and rule changes.  An example of the 

managerial actions leagues can take to counter low brand associations that they can 

influence through marketing is provided for the league brand association Tradition.  

This brand association grows over time and is therefore more complicated to influence.  

The relatively young A-League cannot provide the association tradition and has 
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therefore taken marketing actions to link the league to the tradition of the sport of 

football.  The A-League has positioned its brand as representing ‘football’ rather than 

the typical Australian term ‘soccer’ to promote “the world game” (Moore, 2009, p. 84), 

and launched the ‘We are football’ campaign (Fourfourtwo, 2011).  The alignment with 

the sport of football (Game representation) and the branding of “the world game” has 

helped the A-League to show it is part of something bigger (Cockerill, 2009).  This 

example demonstrates how the characteristics of the sport of football (e.g., the world 

game) was utilised to overcome low brand associations and position the A-League.  

An example of the managerial actions leagues can take to counter low brand 

associations that they can influence through rule changes is provided for the league 

brand association Star player.  Two relatively young leagues, the A-League and the 

MLS that was introduced in 1993, have used experienced European and South 

American star players to attract consumers and change their perceptions of the 

association star player.  To finance these star players, both leagues introduced specific 

rules that allowed teams to contract players outside the limits of their respective salary 

caps.  The MLS introduced a designated player rule that allowed three players to be paid 

outside the salary cap (Major League Soccer, 2011), whilst the A-League introduced a 

marquee player rule that allowed two players to be paid outside the salary cap 

(Professional Footballers Australia, 2011).  These approaches helped both leagues to 

attract star players and to reduce stars leaving the league.  

Overall, the league brand associations identified in this research provide league 

managers with knowledge of how their league is performing on key aspects consumers 

link to the league.  The brand associations represent characteristics that are driving or 

impeding the success of sport league, and provide guidance for management and 

marketing actions that can create or reinforce strong positive brand associations 
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(Suckow, 2009).  Subsequently, these associations can be utilised to position leagues to 

best serve their consumers and help their teams to attract consumers.  This aspect is 

discussed in more detail in the next section that outlines practical implications for the 

brand relationship between leagues and teams.   

 

8.3.2 League and team brand relationship. 

This research identified that consumers’ evaluation of leagues influences their 

involvement with a team and their intentions to attend team games.  This means 

consumers who link strong brand association with a specific league are also more 

involved with teams in that league.  The league can utilise these brand associations to 

promote the league itself because it has been shown that the brand associations were 

linked to league commitment and league-related media behaviour.  Additionally, the 

league can leverage these brand associations to promote its teams, because team 

consumption automatically represents league consumption.  Overall, sport brand 

architecture shows that leagues and teams are in a close relationship as perceived by 

consumers.  

Sport brand architecture indicates that neither the league nor the teams have 

complete control over their own brand management process.  For similar franchise 

situations, it was suggested that all entities involved in the brand management process 

work co-operatively on management and marketing strategies (Pitt, Napoli, & Van Der 

Merwe, 2003).  This means brand strategies implemented by the league need to be co-

ordinated with brand strategies implemented by the teams, and vice versa.  Thus, the 

implementation and/or adaptation of brand development strategies needs to be captured 

in the franchise contract between leagues and teams.  Overall, the findings of this 
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research indicate that leagues need to focus on brand management and marketing 

strategies that strike a balance between brand alignment and brand differentiation.  Both 

brand development strategies are presented in the next two sections. 

 

8.3.2.1 Brand alignment. 

Brand alignment strategies for leagues and teams align the teams’ brand 

strategies and marketing close to the league’s brand strategy.  These alignment 

strategies can focus on strong league brand associations and the quality promise of the 

league to help teams develop solid consumer bases.  Especially new teams, such as 

Gold Coast United, or relocated teams such as the Oklahoma City Thunder (formerly 

known as the Seattle Super Sonics and relocated to Oklahoma in 2008), can base their 

marketing on promoting league brand associations to demonstrate a close relationship 

with their respective leagues.  These teams have a specific need to align their brands 

with the league because they do not have established consumer bases and consumers 

have not developed brand associations of the teams.  Therefore, they can leverage off 

strong league brands and consumer involvement with the league to develop team 

involvement in their new host community.   

Leagues can foster brand alignment strategies by providing their affiliated teams 

with instructions on marketing campaigns and publication material.  Consistency in the 

design of Internet webpages and other publication material between the league and the 

team can help both to build their brands.  For example, the AFL provides its teams with 

a webpage template, which ensures that information is presented consistently by all 

teams.  This consistency demonstrates the close relationship between leagues and teams 

and can make the media more consumer-friendly to navigate and make it easier to find 
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information.  Overall, aligned brand strategies highlight the close brand relationship and 

can increase the leveragability of marketing promotions, thus increasing their success.  

However, brands that are too closely aligned do not provide additional brand value (e.g., 

Park, Jun, & Shocker, 1996), therefore leagues and teams need to maintain 

complementarity in their brands, which can be achieved through brand differentiation 

strategies.  

 

8.3.2.2 Brand differentiation. 

League management needs to ensure that team brand strategies are in line with 

the league’s strategy, but also provide teams with enough freedom in their management 

and marketing decisions to create their own identity and differ from their competitors 

(i.e., other teams in the same league and other teams in competitor leagues).  The 

creation of an identity can be achieved through brand differentiation strategies (Carlson, 

et al., 2009) which are key in attracting and retaining consumers (Cornwell, Roy, & 

Steinard, 2001).  These brand differentiation strategies for leagues and teams aim to 

distinguish the teams’ brand from their competitors’ brand based on team characteristics 

(e.g., host community) and other elements of the marketing mix to adequately serve 

consumers’ wants (cf. Dickson & Ginter, 1987).  Examples how teams can utilise brand 

differentiation strategies to develop their own identity are provided by the Dallas 

Cowboys and the Pittsburgh Steelers; two teams in the National Football League (NFL).  

The Dallas Cowboys positioned themselves as “America’s Team”, aligning the 

personality of the brand with an All-American personality.  Conversely, the Pittsburgh 

Steelers positioned themselves as a tough team aligning the personality of the team with 

Pittsburgh’s history as a steel mill town.  For example, the team’s defensive line is 
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called ‘the steel curtain’ and their logo is based on the Steelmark logo, which belongs to 

the American Iron and Steel Institute (Pittsburgh Steelers, 2012).  

Overall, leagues and teams need to find a balance between brand alignment and 

brand differentiation to develop strong brands and subsequently attract and maintain 

consumers and sponsors.  To find this balance, leagues need to clearly communicate 

their brand development strategies to their teams, because all partners in a brand 

development relationship need to be aware of their brand management responsibilities 

and ensure that these activities are carried out accordingly (Pitt et al., 2003).  Thus, it 

can be beneficial if leagues provide their teams with a brand development framework 

that provides guidance on brand development strategies, marketing directions and 

promotion activities.  Following a brand development framework, the teams can utilise 

league-wide marketing campaigns and adapt them to represent and promote team 

attributes.  For example, A-League teams (such as Gold Coast United) could modify the 

“We are football” campaign and link it with team brand associations (e.g., Gladden & 

Funk, 2001).  This could result in a “We are the Gold Coast” campaign, to emphasize 

community pride or a “We are United” to leverage the team’s name.   

 

8.3.3 Beliefs about team game attendance. 

This research identified that the joint influence of league brand associations and 

team involvement on consumers’ intentions to attend team games was mediated by 

beliefs about team game attendance.  Therefore, leagues and teams should positively 

influence these beliefs.  First, leagues and teams should positively influence consumers’ 

attitudes towards team game attendance.  Attitudes towards team game attendance can 

be fostered by promoting brand associations that are related to games, such as the team 
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brand associations Team play or Concessions (Ross et al., 2006) or the league brand 

association Atmosphere.  Second, leagues and teams should influence consumers’ 

perceived social norms towards team game attendance.  Perceived social norms can be 

positively influence by promoting the social aspects of games, such as the team brand 

associations Social interactions (Ross et al., 2006) or the league brand association 

Socialisation.  These aspects can be promoted through group specials, such as special 

rates for groups or special seating areas for groups through complimentary upgrades if 

the stadium’s capacity is not reached (Cunningham & Kwon, 2003).   

Third, leagues and teams should influence consumers’ perceived behavioural 

control.  The strong influence of consumers’ perceived behavioural control on their 

future intentions to attend team games indicates focusing marketing communications on 

aspects of the accessibility of the team, the stadium and team-related media.  Perceived 

behavioural control relates to constraints that represent barriers to attend games, such as 

economic barriers (Pritchard et al., 2009).  Economic barriers that limit the perceived 

behavioural control can be overcome by offering free or subsidised public transport to 

the venue or free parking at the venue.  Furthermore, specific games that are scheduled 

at inconvenient times can be promoted as BYO games (bring your own), where 

attendees are allowed to bring their own food and drinks (Pritchard et al., 2009), 

therefore, reducing the costs of attending games.  Another aspect of perceived 

behavioural control relates to the perceived ease of attending games.  This aspect can be 

positively influenced through scheduling games at convenient times or providing 

specific public transport (e.g., shuttle buses) that connect accessible community hubs 

(e.g., CBD) with the venue to target a working population.  Additionally, games should 

be scheduled so that they do not clash with other lower league games because potential 

consumers may participate in or watch games of these leagues.  However, team 

 



 226

management can capitalise on these lower league games by providing special access or 

transport for participants or attendees of lower league games.   

Overall, it was shown that beliefs about team game attendance mediate the joint 

influence of league brand associations and team involvement on consumers’ intentions 

to attend team games.  Therefore, traditional marketing campaigns aimed at increasing 

team involvement and highlighting the game day experience should be augmented with 

messages promoting the social aspects and the accessibility of team games.  Leagues 

and teams should especially focus on aspects that highlight the accessibility of league 

games (e.g., media penetration, stadium proximity, shuttle buses).    

To summarise section 8.3, three major practical implications were derived from 

findings of this research.  First, league managers were provided with a set of brand 

associations that consumers link with leagues.  These associations can be utilised to 

develop strong league brands independent of their team brands.  Second, league and 

team managers were provided with the architecture of their brands.  The knowledge of 

their brand architecture can be used to develop brand development strategies for both 

leagues and teams.  It was suggested that leagues need to create a brand development 

framework for their teams, which should strike a balance between brand alignment and 

brand differentiation.  Third, league and team managers were provided with beliefs that 

influence intentions to attend team games.  This information can be employed to 

develop game day specific promotions.  Employing the practical implications of this 

research should help league and team managers to develop attractive brands that appeal 

to a big consumer base.  However, research concerning league brand management and 

the brand relationship between leagues and teams is in its infancy, which provides an 

opportunity for future research in this area.  Potential future research directions are 

proposed in the next section along with limitations of the current research.  
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8.4 Limitations of this Research and Future Research Directions 

Given the exploratory nature of the current research, there are a number of 

limitations that should be acknowledged and addressed by future research.  Nine aspects 

have been identified for future research.  The first three aspects address limitations of 

this research.  These limitations are the Australian context of this research, the samples 

that were utilised in this research and the measures that were employed in this research.  

The other six aspects address directions for future research.  These future research 

directions are the influence of other external factors, the exploration of league brand 

development strategies, the exploration of game brand associations, the influence of 

teams and players on the league, the influence of the league and league brand 

associations on stage based development of consumers of teams, and the longitudinal 

tracking of involvement and behaviour.  These nine aspects are presented in the 

following sections. 

  

8.4.1 Context. 

First, the research was conducted within a football context in Australia and 

results may be influenced by this context.  The research focussed on leagues within 

Australia, which are structured as a closed competition.  While Study 1, Study 2 and 

Study 3 included consumers of the EPL, these consumers represented ‘satellite fans’ 

(Kerr & Gladden, 2008) whose perceptions and evaluations might differ from local 

consumers of the league.  This was a useful starting point to investigate the influence of 

the league on consumers of teams.  Furthermore, Study 4 was conducted with 

consumers of the A-League, which is not a market leader when compared to the AFL 

and NRL in Australia, the EPL in England or the NFL in the USA.  Results may have 
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been different if the league studied would have been in a market leader position.  For 

instance, Doyle, Filo, McDonald and Funk (in Press) reported that consumers of sport 

brands that were considered market leaders displayed higher levels of attitudinal loyalty 

compared to consumers of sport brands that were not considered market leaders.  

Additionally, the authors identified differences in the strength of brand associations held 

by consumers of market leader sport brands and non-market leader sport brands.  

Consequently, future research investigating league brand associations is warranted.    

Future research should examine the influence of the league on consumers of 

teams in different contexts and structures such as European football leagues that are 

organised as open competitions (Szymanski & Ross, 2007), or sport leagues in North 

America to challenge or support the generalisability of the findings (Doyle, Kunkel, & 

Funk, in Press; Theodorakis, Dimmock, Wann, & Barlas, 2010).  For example, the MLS 

contracts players and then distributes them to the teams, whereas the European model of 

sport leagues includes promotion and relegation.  Therefore, efforts should confirm or 

challenge the findings with other sport leagues outside Australia to further advance the 

understanding of how sport leagues influence consumers of teams.  In particular, a 

comparison between leagues of different organisation structures (open vs. closed 

competition) is warranted to examine the effect of league organisation structure on 

consumers’ evaluations.  Additionally, future research should challenge or support the 

findings of Study 4 with consumers of sport leagues that are considered market leaders, 

such as the AFL, EPL or NFL.  The work of Doyle et al. (in Press) provides a good 

starting point for this future investigation.  Furthermore, future research should also 

examine whether the influence of the league differs between different teams within the 

same league.  For example, the influence of the league may be stronger for consumers 
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of new or relocated teams, whereas the influence of the league may be weaker for 

consumers of traditionally strong teams.   

 

8.4.2 Samples. 

Second, the research utilised different samples that may have influenced the 

findings.  In Study 1, participants were sampled from attendees of sport events.  This 

may have biased results because their attendance indicates that they must already find 

value in attending sport events.  Furthermore, participants were mainly male.  This may 

have biased results as researchers have identified differences between genders when 

investigating individuals’ motives to attend sport games (Ridinger & Funk, 2006).  In 

Study 2 and Study 3, there was a substantial number of nonrespondents in the 

quantitative samples.  The low response rates are most likely a result of the purchased 

email lists, which were representative of the general Australian public and not only of 

consumers of the leagues under investigation.   

Several measures were employed to control for sample bias.  In Study 1, a 

systematic sampling technique was used to select participants at the local events 

(Wilson, et al., 2010).  In Study 2 and Study 3, nonresponse error was controlled by 

comparing the sample with the general population through usage of secondary data 

from the ABS, as recommended by Jordan, Walker, Kent and Inoue (2011).  The 

comparison showed that the samples closely represented average Australian households 

and thus was deemed suitable.   

However, it should be acknowledged that findings may have been different if 

nonattendees had been interviewed in Study 1 and nonrespondents had participated in 

Study 2 and Study 3.  That is, respondents and nonattendees / nonrespondents had 
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similar demographics, yet their psychographics most likely differ.  In particular, the 

findings of positive brand associations are likely a legacy of the sample.  This focus is 

in line with existing brand association research (Gladden & Funk, 2001; Ross et al., 

2006).  However, the inclusion of nonattendees in Study 1 and nonrespondents in Study 

2 and Study 3 may have unearthed neutral or negative brand associations.  

The exploration of neutral or negative brand associations would be a logical 

extension of this research.  A starting point could be recent research by Lock and Filo 

(2012) who explored why football consumers develop neutral or negative perceptions 

about a local football team.  Team-based characteristics and the perceived values of the 

team were the main reasons for consumers to disidentify with the team.  For leagues, 

identifying neutral or negative brand associations may help to advance brand 

development that attracts individuals who have not yet formed a connection with the 

league, representing the largest proportion of potential consumers.  Therefore, future 

research should investigate league brand associations of nonattendees and complement 

low response rate surveys with shortened version of surveys collected from initial 

nonrespondents (Jordan et al., 2011).  These nonattendees / nonrespondents may have 

neutral or negative perceptions about the leagues under investigation (cf. Lock & Filo, 

2012) and information garnered form these nonattendees / nonrespondents could be 

utilised to better understand potential consumers who are currently not engaged 

properly. 

 

8.4.3 Measures. 

Third, several identified league brand associations were not included in the 

statistical analyses in Study 3 and Study 4, because the utilised items failed discriminant 
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validity tests.  If these associations had been included in statistical analyses, findings 

may have been different (e.g., Mahony, Nakazawa, Funk, James, & Gladden, 2002).  

The researcher followed statistical decision criteria and tested the influence of the 

league on team involvement with 14 league brand associations in Study 3, and the 

conceptualised model with eight league brand associations in Study 4.  However, in 

total 17 dimensions of league brand associations were identified in Study 1.  Future 

research should seek to identify whether the failure of discriminant validity was related 

to the items utilised to test league brand associations, or whether it was because the 

league brand associations influence each other and consumers do not distinguish 

between them.  The researcher strove to utilise existing measures (e.g., Gladden & 

Funk, 2002; Ross et al., 2008), however, some of these items showed low factor 

loadings in their original studies and new items could be generated that would better 

capture the identified league brand associations.  This refinement of the league brand 

association items could measure the strength, favourability and uniqueness of each 

brand association (Bauer et al., 2008; Keller, 1993).  

 

8.4.4 Other external factors. 

Fourth, the research focussed on league brand associations, but did not account 

for other external factors.  Thus, the influence of other external factors on the 

development of consumers’ connection with their favourite team should be tested within 

the PCM framework.  These external factors can include: socialising agents (e.g., 

parents, friends, colleagues, peer group); media (e.g., television, newspapers, social 

media); promotions (e.g., advertising campaign, price promotions, special events); 

geographic proximity or rule changes and league-wide promotions (e.g., Funk, 2008; 
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Funk & James, 2001).  For example, future research could explore the influence and 

effectiveness of promotional strategies of leagues and teams and their success on 

consumer involvement with both brands the league brand and the team brand.  The 

influence of different promotion strategies should be tested, where one strategy could 

focus on the league brand, one strategy could focus on the team brand and one strategy 

could focus on a combination of both brands.  These strategies could be conducted 

using appropriate marketing mix strategies with different teams in the field, or as an 

experimental design testing the different marketing mix strategies on consumers of the 

same team using three experimental groups and one control group.  Findings from these 

experimental design studies could provide information on how leagues and teams spend 

their marketing budget.  

 

8.4.5 League brand development strategies. 

Fifth, the research focussed on league brand associations, but did not explore 

strategies for future brand development.  Four basic strategies are available to sport 

organisations to grow their market and product.  The four strategies are market 

penetration, market development, product development, and diversification (Ansoff, 

1957; Shilbury et al., 2009).  Each strategy describes a distinct approach that generates a 

unique outcome.  Therefore, organisations decide their growth strategies based on the 

mission they seek to achieve and their consumers’ wants.  Therefore, future research 

could explore league brand development strategies as recommended by consumers.  The 

PCM should form the theoretical framework of this study, because it explains how 

consumers connect with sport brands.  The purpose could be explored in the context of 
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the A-League, which faces strong competition from more popular existing leagues, 

because brand development strategies are particularly important for new sport leagues.   

 

8.4.6 Game brand associations. 

Sixth, the research focussed on league brand associations and the beliefs that 

influence team game attendance.  Three types of beliefs were theoretically proposed and 

empirically supported as being linked with consumers’ evaluations of team games.  

However, it may be beneficial to examine brand associations that consumers link with 

attending games.  That is, league brand associations and team brand associations have 

been identified and it may be beneficial to identify attributes and benefits related to 

attending team games that are linked in the minds of consumers.  It is expected that 

game attendance associations will be related to team brand associations or league brand 

associations.  For example, consumers may associate Concession (Ross et al., 2006) or 

Atmosphere with games.  However, it is also expected that new unique ‘game brand 

associations’ emerge that have not been captured in existing team brand and league 

brand association research.  These game brand associations may predict behaviour more 

accurately than team brand associations or league brand associations and thus assist 

managers in developing game day specific marketing actions.   

 

8.4.7 Influence of teams and players on the league. 

Seventh, this research focussed on the influence of the league on consumers of 

teams, but did not account for the influence of teams, or even players, on consumers’ 

connections with leagues.  Given the proposed mixed branding approach in sport brand 

architecture, teams are expected to also influence league consumers.  For example, 
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Koenigstorfer and colleagues (2010) identified that ‘star teams’, such as Manchester 

United, had a significant influence on the attractiveness of their respective league.  

Future research could therefore investigate how teams influence consumers’ league 

brand associations, or the relationship between league brand associations and team 

brand associations.  Furthermore, future research could also investigate the influence of 

players on consumers’ perception of the league.  A star player who transfers from one 

league to another league may alter the brand associations that consumers link to that 

league.  An example is David Beckham’s transfer from Real Madrid to LA Galaxy.  

David Beckham, who is an international brand himself (Milligan, 2004), was expected 

to bring glamour to the new team and league (ESPN Soccer, 2006), and have a long-

term effect on the popularity of the league (Weston, 2007).  While this example 

highlights the positive influence players can have on league, it is expected that player 

misdemeanour would negatively influence consumers’ perceptions of the league brand 

(Burton & Howard, 2000).  Therefore, future studies should focus on the positive and 

negative influence of players on consumers’ perceptions of the league and teams.  

Findings of these future studies would impact the franchise contract agreements 

between leagues and teams, and between teams and players, to prevent, or react to, 

player misdemeanour.   

 

8.4.8 Stage based development. 

Eighth, this research used the PCM framework as a conceptual framework but 

did not examine the stage based development of consumer involvement.  It was 

acknowledged that the influence of the league on consumers of teams may differ 

between individuals in different stages of the PCM.  That is, the league represents an 
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external factor and the PCM framework indicates that the influence of external factors 

may be weaker for individuals in the higher stages of involvement.  Furthermore, league 

brand associations may differ by level of involvement.  

Future research should investigate whether there are differences between 

consumers in the four levels of involvement regarding the influence of the league or 

regarding their league brand associations.  To facilitate this investigation, the three step 

sport spectator segmentation procedure (Doyle et al., in Press) that is based on the 

theoretical foundation of the PCM, can assist in generating different stages of consumer 

involvement.  These stages can be utilised to examine the influence of the league or 

league brand associations on the stage-based development of consumers of teams.  

Subsequently, leagues could market their brands more effectively according to the 

specific consumer segments’ perceptions, needs and wants.   

 

8.4.9 Longitudinal examination of involvement and behaviour. 

Ninth, this research investigated the influence of the league on intentions to 

attend games, but did not test for actual behaviour.  While behavioural intentions 

represent how hard people are willing to try to attend games, future research should 

seek to predict actual behaviour.  To examine the influence of intentions on actual 

behaviour, a longitudinal study design is needed.  Within this design, a survey could be 

distributed to potential consumers at several times.  It would be beneficial to distribute 

the survey to the same consumers at four time periods: pre-season (time 1), during-

season (time 2), post-season (time 3) and off-season (time 4).  This longitudinal design 

could examine how well intentions transfer to actual game attendance.  Furthermore, 

this survey design would allow for investigating: the influence of the actual behaviour 
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on individuals’ involvement with the team, attitudes towards attending team games, 

perceived social norms towards attending team games and perceived behavioural 

control over attending team games for consumers in different stages of the PCM.  This 

longitudinal design could be used to investigate dynamic processes of change (Smith, 

2003) and could further an understanding of the feedback loop within the PCM and, 

therefore, inform managers as to how game attendance influences movement between 

the different stages of the PCM framework.   

 

8.5 Conclusion 

In conclusion, this research examined the influence of the league on consumers’ 

connection with their favourite team.  Structurally, leagues influence their affiliated 

teams through their management and marketing, which is structurally based on their 

franchising contracts.  Furthermore, the brand relationship of leagues and teams 

indicates that consumers perceive the connection between leagues and their affiliated 

teams.  Thus, it was proposed that consumers’ evaluation of the league would influence 

their connection with their favourite team.  Findings of this research indicate that 

consumers link specific brand associations with sport leagues.  These league brand 

associations influence consumers’ involvement with their favourite team and their 

intentions to attend games of their favourite team.  Thus, it was empirically supported 

that consumers’ evaluation of a league influences their connection with their favourite 

team.  The contributions to sport management literature are the identifying league brand 

associations, conceptualising the brand architecture of sport leagues and teams, 

supporting the influence of external factors on consumers’ connection with their 

favourite team and integrating beliefs about team game attendance in the theoretical 
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framework.  The research has implications on the management and marketing of sport 

leagues as well as on the management and marketing of the relationship between 

leagues and their affiliated teams.  
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APPENDICES 

Appendix 1: Information Sheet for Interviewees 

 

INFORMATION SHEET FOR INTERVIEWEES 

 

Investigator: Mr Thilo Kunkel 

Senior Investigator:  Professor Daniel C. Funk; Dr. Brad Hill 

Griffith Business School, Australia 

Ph: +61(7) 5552 9011 

t.kunkel@griffith.edu.au 
  

 

Dear Interviewee, 

 

You are being invited to participate in a semi-structured interview that will last 

for approximately 20 minutes, to be conducted by researchers from Griffith University, 

Australia. This interview is part of a PhD research project concerned with the influence 

of the league brand on a fan’s connection to a team. It is designed to collect information 

that will help to understand the role of association with a league on a fan’s connection 

with a team. Furthermore, a fan’s behavioural intentions to perform team related 

behaviour will be investigated. The interview is guided by a set of semi-structured 

questions concerning your opinions, attitudes and behaviour related to your favourite 

league and team. 

 

The interview will be recorded and transcribed after you sign the consent form 

of participation. All the tapes will be destroyed after transcription. Any identifying 

materials will be kept in a secure location; only research team members have access. It 

will not be disclosed to third parties without your consent, except to meet government, 

legal or other regulatory authority requirements. However, your anonymity will at all 

times be safeguarded. For further information consult the University’s Privacy Plan at 

www.gu.edu.au/ua/aa/vc/pp or telephone +617 3735 5585. 
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The information learned in this research will assist managers of sport leagues to 

understand fans’ associations with a sport league and the influence of the league on a 

fan’s connection to a team.  

 

There are no risks to you arising from participating in this research. This is an 

anonymous study and at no point will interviewees be identifiable by the data collected. 

No identifiable personal information will be collected in the interview. Please remember 

that your participation in this research is voluntary. You can withdraw at any time 

without any comment or penalty.  

 

An appropriate and timely result summary of this research can be obtained if 

you leave your email address at the end of the interview to indicate your interest in it. If 

you have any questions regarding this research, please feel free to contact the 

researchers using the contact details provided above. 

 

Griffith University conducts research in accordance with the National Statement 

on Ethical Conduct in Human Research. If you have any concerns or complaints about 

the ethical conduct of the project, please contact the Manager, Research Ethics 

on +617 3735 5585 or research-ethics@griffith.edu.au. 

 

A signed consent form will indicate your consent to participate in this research.  

 

Thank you very much for your time and support! 

 

Thilo Kunkel  
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Appendix 2: Consent Form for Interviewees 

 
CONSENT FORM - INTERVIEWS 

 
Investigator: Mr Thilo Kunkel 

Senior Investigator:  Professor Daniel C. Funk; Dr. Brad Hill 

Griffith Business School, Australia 

Ph: +61(7) 5552 9011 

t.kunkel@griffith.edu.au  

 
By signing below, I confirm that I have read and understood the information package 
and in particular have noted that: 
 
• I understand that my involvement in this research will include an in-depth, 

semi-structured interview that lasts around 20 minutes; 
 

• I understand this interview will be audio recorded; 
 

• I have had any questions answered to my satisfaction; 
 

• I understand the risks involved; 
 

• I understand that there will be no direct benefit to me from my participation 
in this research; 

 

• I understand that my participation in this research is voluntary; 
 

• I understand that if I have any additional questions I can contact the research 
team; 

 

• I understand that I am free to withdraw at any time, without comment or 
penalty; 

 

• I understand that I can contact the Manager, Research Ethics, at Griffith 
University Human Research Ethics Committee on +61 3735 5585 (or research-
ethics@griffith.edu.au) if I have any concerns about the ethical conduct of the 
project; and 
 
• I agree to participate in the project. 
 
Name  
Signature  

Date  
 

  

 

mailto:research-ethics@griffith.edu.au
mailto:research-ethics@griffith.edu.au
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Appendix 3: Interview Guide Study 1 

 
Interview Guide Study 1 

Section 1 – Administration Details 

Date   
Time  
Location  
Occasion  
Interviewee   
Sex  
Age  
Favourite League  
Favourite Team  

Section 2 – Interview Questions 

Warm-up 

1. Please tell me your favourite team, your favourite league and your most 

memorable football moment.  

Questions to uncover league brand associations 

2. When you hear <league>, what comes to your mind?  

3. How would you describe the <league> to a person that has never heard of it?  

4. What would you tell a best friend or family member about your favourite 

league?  

5. Can you tell me five positive aspects of the <league>, no matter how small that 

positive aspect is? 

6. What benefits do you receive for following your favourite league? 

Questions to uncover beliefs about team game attendance 

7. What are the factors that influence whether you attend a game of your favourite 

team?  

8. What are the factors that constrain you from attending games of your favourite 
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team?  

Probe Questions 

9. Can you give me an example?  

10. Is there anything else? 

11. Please describe what you mean. 

Section 3 – Notes 

Notes ADDITIONAL INFORMATION 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

The actual layout differed from this presentation as more space was allowed for each section  
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Appendix 4: Introduction Letter Study 4 

 

Dear [moderator name],  

 
Good Morning,  

My name is Thilo Kunkel and I am a sport researcher at Griffith University, Australia. I 

am currently conducting research on Hyundai A-League fans and write to you to request 

assistance in gathering data.   

 
The aim of the research is to collect unbiased opinions from A-League supporters to 

examine how fans perceive and connect to their favourite team and the A-League and 

how the A-League brand influences teams to attract supporters, increase their fan base 

and strengthen ties to their local community. The findings will be presented in an 

objective report to FFA to help the league succeed in this highly competitive sport 

market. Additional, I can provide you with a snapshot about how your team is 

perceived, how fans connect with your team and how your team compares with other 

teams in the league. 

It would be great to get you behind the project in allowing me to post a link at the XXX 

forum and help promote it via facebook and twitter. The survey is placed under the 

following link: www.sport-research.com  

 
I am looking forward to hearing from you via PM or email me at 

t.kunkel@griffith.edu.au or call at +61 405 137544 

Have a great day, 

Thilo 
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Appendix 5: Sample Response from Forum Moderators 

 

“Dear Thilo, please go ahead and post your survey link and the relative info in 

the "Hyundai A-League" – forum. Thanks for your interest.” [Personal message: 

sevengoals, Moderator of ‘We are the Reds’ – Adelaide United fan forum; 19.05.2011]  

 

“Hi, I have filled out [the] survey. Feel free to post on the forum for further 

feedback if you require. Cheers for the feedback and good luck with the results. ☺. Pat.” 

[Personal message: Terroarist, Moderator of the Brisbane Roar supporters forum; 

20.5.2011] 
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Appendix 6: Invitation Letter to Participate in Study 4 

 

Dear Supporter, 

I am a sport researcher at Griffith University, Australia and I am conducting 

research on the Hyundai A-League. 

The aim of the research is to collect opinions from A-League supporters to 

examine how fans perceive and connect to their favourite team and the A-League and 

how the A-League brand influences teams to attract supporters, increase their fan base 

and strengthen ties to their local community.  

The findings of this independent research will be presented to help the league 

succeed in this highly competitive sport market. Additionally, I can provide you with a 

snapshot about how your team is perceived, how fans connect with your team and how 

your team compares with other teams in the league.  

It would be great to get you behind the project by participating in the survey, 

which is placed under the following link: www.sport-research.com and also help 

promote it via facebook and twitter, as I am sure it will uncover valuable information 

that can help football succeed in Australia/New Zealand.  

 

Have a great day,  

Thilo 
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