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The Effects of Team Identification and Perceived Brand Fits on
Evaluating Brand Extension of Professional Sport Team
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Abstract The purpose of this study was to explore the effects of team identification and perceived brand
fits on evaluating Korean professional sports team brand extension. The total survey data of 243 home
fans of a KBL team were subjected to analysis. The results were as follows. Team identification was
found to significantly affect perceived fits and the evaluation of brand extension through positive
attitudes, purchasing intention, and perceived quality. Perceived brand fit was found to have a
significant effect on evaluating brand extension directly and indirectly by mediating team identification.
In conclusion, professional sports teams must continue providing various products and services to fans

by utilizing their assets to secure diverse revenues and continued fan support.
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Table 1. Demographic Profile of Survey Respondents

Spec. N %)
male 165 67.9
Gender
female 78 32.1
20~29 129 53.1
30~39 70 28.8
Age
40~49 36 14.8
50~ 8 3.3
unmarried 161 66.3
Marital Status
married 82 33.7
students 87 35.8
company workers 118 48.6
self-employed 17 7.0
Occupation
public officers 7 2.9
housewives 10 4.1
others 4 1.6
20~ 75 30.9
No. of 16~19 61 25.1
Watching 10~15 39 16.0
Home Games 6~9 50 20.6
1~5 18 7.0
total 243 100.0
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HXA(confirmatory factor analysis)& AA|5HY
Table 29} 22 A5 =&5I5th AVERT 7ld41=]
3.3 M=K T Jen ERAAAES vias) £ 2w ZE Adel
B 7o AR BHS ) PSS WIN 250 2 AVE(S oM), AFAISIE(T olpst B2 50|
Amos 22.0 T2 ARSI Y. AzAZHCZ A7) 71X (Anderson & Gerbing, 1988)E Hukd o
= AT BARES] gEby B4 digf RIEEYS A 2 wEA7|R Qo] AFEEE A2S RISk
Alstglon, o] ol8H HALFo gt B A &S AN W9 A °1HE glsh]
29 99 S QARNE ANl ER A=Y Solol APEES BN APE A4S vy
AZE 22 3lo]5}9) = . 2 =
#5<& 918 Cronbach's eA5E FAFNYS ¥TE  Chi-square=292.291, x*/df=2.6822 Ueh} =39
7} I AL oF AT A BA S BAsl T - .
A dotiy] Sl AR =4S Aghao] AeiEgiom, NFI=.931, TLI=.944, CFI=.955
TEAA HYEHT A9 BRI A9 FEEH 2 me gpolato oFsal AHIAAE HAL
£ AXsig T 2 7o) AFRAL BE Go
Table 2. Confirmatory Factor Analysis : Convergent Validity
Factor Items Estimates S.E. AVE CR
Consider compliment for my favorite team as praising me .851 .047
Express “We'when say my favorite team .861 .049
T,e?m . If someone blames my favorite team, feel like blaming me .854 .053 933 975
Identification
Feel like my success if my favorite team wins .869 .057
Often say to others my team is the best team 774 .050
Ther? are similarities between sport team and sporting goods in attribute 902 043
and image
Perceived Fit Sporting goods using sport team brand fit with team well .885 .044 947 962
Agree to the idea of using sport team brand for launching sporting goods| .867 .042
Positively think if my favorite team launches new products using its brand| .856 .045
Positive Attitude Fully support if my favorite team launches new products using its brand 902 .047 945 68
Think good idea that my favorite team launches new products using its
.908 .047
brand
Willing to buy new products using my favorite sport team brand .842 .045
Purchése Have strong intention to buy new products using my favorite sport team 939 044 946 961
Intention brand
Think continuously purchase products using my favorite sport team brand| .884 .045
Believe that products using my favorite sport team brand will keep good
. .893 .052
quality
Perceived Quality Belie've that products using my favorite sport team brand will have better 932 047 944 970
quality than others
Believe that products using my favorite sport team brand will satisfy me 906 046
with good quality : :
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Table 3. Confirmatory Factor Analysis: Goodness of

Model Fit

e \2/df | RMSEA | NFI | CFI | TLI
Results | 292.291 | 2.682 | 0.083 | 0.931 | 0.955 | 0.944
Acceptan G €08 | %90 | %90 | ».90
ce Level

SRIF QRN 5 A= E ERISE] 8l Cronbach's
e AIFE A ollth £ WHdE &, A"eE
Ueh= Cronbach’s @9 =2 571 4 WM& 25
0.90 oo & ¥55tA Ueht Nunnally[4117F A&z
712291 70& Z2TRto] wet 7t a1 Faheol Al
9= SEsk Q= ACSE UEhdth WIS 719 45
AT STAMS gRlsh] flste] SHHAEY
ATTAE E43t 23} Table 404 B Hie} o]
= WS 119 AASY grol 90E T AA YEhta,

AVE o] ABASES 34 veht 24970d 7 o
HebFA(discriminant validity)S RS 202 AA]
= icH42].

S

o)

4.3 ATDHO| HFT
2 Aol 4HT ATRBE TR B
58] Azsigon, os B8 mgo AvkAe) A
o

A4ny HdE EAMZ3 RMSEA=.092, NFL

=.920, TLI=932, CFl=.944, =340.216, x*/df=3.038
2 Uepda, FEEY A E E4243F RMSEA=.092,
NFL=.920, TLI=.932, CFl=.9442 UEphtid ol

Table 4. Reliability and Correlations

Kiml[43]o] AAIgt A3 71220 NFI, TLI, CFI7} .90]
A o, T3 Steiger[45]9] RMSEA o] .01 o]sto]
W 7P £, .05 olsto]d & HFstH, .10 olstolH
ol F& Hghoiths 71E0] vFo] & o, HA X0
AurAQ] A A0 7|EAE BE FHAE FoE
Uebgth mEbA 2 AolA AAEE AEE2 Albd
AF7HEE HSsH]ol Fe7t gl AoE woEh

Table 5. Confirmatory Factor Analysis: Goodness of

Model Fit

X \2/df | RMSEA | NFI | CFI | TLI
Results | 340.216 | 3.038 | 0.092 |0.920 | 0.932 | 0.944
Acceptan “ €08 | »90 | »90 | ».90
ce Level

4.4 7M94S5

AFRFS FAHoE JMdE AFIH] s AMOS
22.0& E-85t0] Table 63+ 22 Z3E At 1 2
I g G AR AAEY ARAS F
.635(t=10.458)2 RFfotA Uettor, ° sYAIe &
AR B FA2AG g2 438(t=7.1502 F-9J5HA
vetgton, © FUAe SHAE Fujore] F2A
2 .358(1=6.187), © TLAIL FHAE Az 24
o] ARAG TS .633(t=7.879)2 BT L9514 YEt
ot SRR AT AR Bl A2AS g
504(t=7.875)% F-JotAl Yebgon, SAIE A4
3 SAE Azl F2AS: g 534(t=8.473),
PHAE AT FHAE A4 FAY A2AS
2 410(t=5.132)Z 25 |9folA Uetyrt ok&d €

entfention | Pereeed Fit | | o | oty | Crombachs @ | VAVE
Team Identification 1 0.922 0.966
Perceived Fit .595™ 1 0.915 0.974
Positive Attitude .694™** 7140 0.918 0.972
Purchase Intention .669** 733** 754 1 0.916 0.973
Perceived Quality .693** .623™* 729%* .726™* 1 0.932 0.972

** p€0.01
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Table 6. Results of Hypothesis Test

Hypotheses CoePf?itchient S.E. t-value P Acceptance
1 Team Identification — Perceived Fit 0.635 0.061 10.458 ok Accepted
2 Team Identification — Positive Attitude 0.438 0.061 7.150 o Accepted
3 Team Identification —- Purchase Intention 0.358 0.058 6.187 o Accepted
4 Team Identification — Perceived Quality 0.633 0.08 7.879 e Accepted
5 Perceived Fit — Positive Attitude 0.504 0.064 7.875 e Accepted
6 Perceived Fit — Purchase Intention 0.534 0.063 8.473 o Accepted
7 Perceived Fit — Perceived Quality 0.410 0.08 5.132 e Accepted

** p0.01

Table 7. Direct, Indirect and Total Effect

Hypotheses Direct Effect | Indirect Effect Total Effect

1 Team Identification - Perceived Fit 0.665 0.665

2 Team Identification = — Perceived Fit — Positive Attitude 0.451 0.330(0.000)** 0.781

3 Team Identification =~ — Perceived Fit —  Purchase Intention 0.386 0.366(0.002)** 0.752

4 Team Identification = — Perceived Fit —  Perceived Quality 0.544 0.223(0.000)** 0.767

5 Perceived Fit — Positive Attitude 0.496 0.496

6 Perceived Fit - Purchase Intention 0.336 0.336

7 Perceived Fit —- Perceived Quality 0.550 0.550
** p<0.01(Bootstrap Two Tailed Significance(BC))
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