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OZET

Bu galigma, profesyonel Tiirk futbolundaki sadakat ve gagrigimlarin arasindaki iligkiyi
incelemektedir. Calisma, 2001 yilinda Gladden ve Funk’in Amerika’da yapmis olduklar
profesyonel sporlardaki (bu caligma spor ayirt etmemistir) sadakat ve gagrigimlar inceledikleri
¢aliymadan esinlenilmistir. Aaker’in (1996) marka degerinin kavramsal ¢atisisindan esinlenerek
Keller’in (1993) marka ¢agrisimlar1 modelini baz alarak 16 adet (basari, star oyuncu, antrendr,
yOnetim, logo, stadyum, iriin sunusu, gelenek, kagig, taraftar G6zdeslesmesi, akran grup
kabullenmesi, nostalji, gurur, 6nem, bilgi, ve etkilenme reaksiyonu) marka c¢agrigimi
kullamlmgtir. Marka sadakati i¢in hem tutumsal hem de davramgsal sadakat 6lgiimlenmistir.

Veriler, li¢ bityiik takim olan Galatasaray, Fenerbahge ve Besiktag’in 594 taraftarindan
toplanmustir. Coklu regresyon analizi marka ¢agrisimlan ve sadakat arasindaki iligkiyi anlamak
i¢in uygulanmigtir. Sonuglar, 16 gagristmin, %55 varyans ile sadakati agikladiini gostermis ve
dokuz ¢agrisimun anlamli olarak sadakate bagli oldugu ortaya ¢ikarilmistir. Bu g¢agrigimlardan
gurur negatif, star oyuncu, logo, stadium, kagis, akran grup kabullenmesi, nostalji, 6nem ve bilgi
pozitif iligkilerinin bulundugu ortaya ¢ikmugtir. Bulgularin isiginda, futbol yéneticilerine

markalarim yonetmelerinde y6n verecek spor pazalarma strateji 6nerileri sunulmaktadir.
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ABSTRACT

This study focuses on brand loyalty and brand associations in professional sport- Turkish
soccer, where the relationship between associations and loyalty is essentially assessed. The study
primarily is inspired from Gladden and Funk (2001) where they examined the link between
associations and loyalty in professional sport in USA, without distinguishing between sports and
clubs. Drawing upon Aaker’s (1996) conceptual framework on brand equity, a set of 16 brand
associations (success, star player, head coach, management, logo, stadium, product delivery,
tradition, escape, fan identification, peer group acceptance, pride, nostalgia, importance,
knowledge, and affective reactions) are used by relying primarily on Keller’s (1993) conceptual
model to identify brand associations. Both attitudinal loyalty (possession of a favorable attitude
toward the team and the club) and behavioral loyalty (attendance or following the team through
the media) are utilized to create a brand loyalty measure.

Data are collected from 594 fans, who already support the team and consider themselves
as a fan of the three major football clubs in Turkey — Galatasaray, Fenerbahced and Besiktas. A
series of multiple regression analyses are undertaken to examine the relationship between the
associations and the loyalty. The findings showed that the adjusted R” statistics revealed that the 16
dimensions explained 55% of the variance (R? = .551) that occurs in loyalty. Nine of the 16 dimensions
are significantly linked to brand loyalty. Pride, with negative relationship, and star player logo, stadium,
escape, peer group acceptance, nostalgia, importance, and knowledge with positive relationship predicts
loyalty. Implications of marketing strategies and policies for sport marketers in their efforts to

manage their brand (the team and the club) are provided.
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INTRODUCTION

Professional sports have emerged as a rewarding business with many opportunities for
sports marketers to prosper. In the recent years, many organizations and companies have been
investing in sports and sponsoring sporting events or athletes. The more important the event, the
more appealing it is to the organizations. Organizations spend enormous amounts of capital and
efforts to expose their products, thus brand their outputs in order to capture a position in
consumers’ minds. In order to differentiate in their efforts, organizations use sport as a medium
to reach the consumers, especially to their target markets. Consumers come across many
messages everyday, and by using sport, companies may distinguish the brand from the
competitors.

Realizing the importance of this vehicle, sport clubs and teams have to realize the
importance of sport consumers. Since what makes a sport more appealing to companies or
organizations is the people who engage in that particular sport and the importance of the event.
One other factor is how popular the sport is. Looking at the sports in Turkey, one may easily
realize that soccer is the single handedly the most covered sport in the news and newspapers.
Realizing the popularity of the sport, soccer is a common language. Fans constitute a great deal in
the process of branding a sport team or club, thus it is crucial for clubs or teams to understand
their fans thoroughly.

On the other hand, fans dedicate their time and efforts to support their teams, and they
contribute an unconditional love to the team. What enhances brand equity of a team is a loyal fan,
and success is considered a very important aspect in the process of branding. The Chicago Bulls
continue to thrive for years because Michael Jordan has not put on a uniform since their last
championship and the Bulls produced one of the worst win-loss records in the North American
National Basketball Association (NBA) for the years (Gladden and Funk, 2001). Moreover, in
those years, the interest in the NBA as a whole declined as evidenced by decreases in both overall
attendance and television ratings (King and Mullen, 2000). Yet, individually the Chicago Bulls
carry on selling out their games. Furthermore, their merchandise remains among the most popular

in the NBA both domestically and internationally. Examples of sport teams that garner similar



benefits in spite of poor or average performance exist in other realms as well (e.g. Manchester
City, Besiktas, or Galatasaray). Yet, little research has been conducted to examine this
relationship. Nevertheless, this phenomenon can be attributed to the concept of brand loyalty
(Gladden and Funk, 2001).

Brand loyalty is important to sport teams for two broad reasons. First, brand loyalty
guarantees a steadier following even when performance of the core product stumbles, especially
when the team has a losing season. Hence, such loyalty helps the team or the club to charge a
price premium (Aaker, 1991). In many cases, teams have been able to control this price premium
to increase revenues and assist to compensate arcas where expenses, like player salaries, new
stadiums or arenas, are increasing. Brand loyalty also ensures a steadier following through the
broadcast media and given consistent ratings, broadcasters are able to charge advertisers of teams
with loyal followings premiums for advertising time.

Second, brand loyalty enables companies to extend beyond their core product (Aaker,
1991; Keller, 1993). New products such as team-related merchandise stores and restaurants in
close proximity to the venue enable the team to create additional revenue streams by owning and
operating the ventures or sharing in profits through licensing agreements (Gladden and Funk,
2001). Similarly, admission may be charged to practice facilities of professional teams. High
brand loyalty also allows the team to offer these brand extensions across geographic boundaries.
For example, Manchester United of the English Premier League plan to open merchandise stores
in Singapore (Stewart, 1999). For these reasons, it is important to extend the understanding of
brand loyalty to the sport setting,.

An increasing number of studies have examined the loyalty construct in the sport setting
(Mahony, Madrigal and Howard, 2000; Wann and Branscombe, 1993; Gladden and Funk, 2001).
This study secks to further existing research by examining loyalty within the broader context of
. brand management theory, where brand loyalty is a crucial outcome of building brand equity
(Aaker, 1991). Gladden and Funk (2001) explored this subject, thus an adaptation will be utilized
in order to be guided throughout the study. Utilization of conceptual work on brand equity allows
for the identification of factors that may be related to, and predictive of, brand loyalty. The

examination of such factors then provides managers with directions on which to focus their



marketing energies. Specifically, this study uses Keller’s (1993) and Aaker’s (1996) conceptual
frameworks for building consumer-based brand equity as a basis for identifying various
dimensions of brand associations that are predictive of brand (i.e. team) loyalty. Aaker’s (1996)
general conceptualization of brand equity and Keller’s (1993) conceptualization on consumer-
based brand equity are gathered and a new model is used based on these two models.

The remainder of this study is presented in four sections. First, a discussion of brand
equity in brand management theory is presented. This section includes a thorough discussion of
brand associations and an identification of the predictors of brand loyalty in team sport. This
section also examines brand loyalty as it relates to the management of sport teams. Second
section includes the conceptual framework, which introduces the purpose of the study, hypothesis
and variables. In the third section, the research methodology for examining the relationship
between brand associations and brand loyalty is described. Fourth section will include results
from a study that examined the link between brand associations and brand loyalty in Turkish
soccer team sport and the results of this study are discussed paying particular attention to their

implications for sport marketers.



1. LITRETURE REVIEW

In this section of the study, review of the previous studies conducted on sport marketing
and brand management will be discussed. Sport marketing will be further broken into its
industry, marketing mix elements, market, consumers, and sport and consumers in Turkey. In
order to make the terminology clearer, sport and sports terms are used interchangeably,t but
according to Parks and Zanger (1990), sports is singular in nature, whereas sport is a more all-
encompassing in term, thus this will be discussed in sport marketing topic. Brand management
will be discussed in terms of brand equity, and brand equity will be further broken into brand
awareness, perceived quality, other proprietary brand assets, brand associations and brand

loyalty. Finally, brand management will be discussed in terms of how brand equity is measured.

1.1. Sport Marketing

In the last few decades, many sports have become populaf thus created a media vehicle
for many sponsors to do their promoting activities. With a big public interest and media
exposure, a new terminology needs to be brought up in the matter of sports, which is sport
marketing.

There are two ways in sport marketing, one is marketing of sport — engaging in a
professional team or a tennis club and the other is marketing through sport — sponsors (Mullin,
Hardy and Sutton, 1993). In order to make the issue clearer — the use of sport marketing rather
than sports marketing, the term sports marketing tends to characterize the industry as a diverse
and uncoordinated series of segments that have little commonality, so referring sport marketing
to specify the homogeneousness of the entity and the independently operated industry segments
is appropriate (Mullin et. al, 1993).

Mullin, Hardy and Sutton (1990) offer the sport marketing definition by adapting from a
standard definition of general marketing, which becomes:

“Considering the indications, sport marketing consists of all activities designed to

meet the needs and wants of sport consumers through exchange processes. Sport

marketing has developed two major thrusts: the marketing of sport product and



services directly to consumers of sport, and marketing of other consumer and
industrial products or services through the use of sport promotion (pg 6)”.

According to Matthew Shank (2002), sport marketing is the specific application of
marketing principles and processes to sport products and to the marketing of non-sport products
through associations with sport. A significant manner in which sport clashes with other common
entertainment forms is that sport is spontaneous. A theatre play has a script and an opera has a
program, but the action, which amuses people in sport, is that those who participate in that sport
make the event impulsive, spontaneous and uncontrollable. When one goes to a comedic movie,
one expects to laugh, and when one goes to a horror movie, one expects to be scared. However, it
is hard to determine what one might feel while watching a sporting event. One may feel thrilled
and pleasure if it is a close encounter and the supported team wins. On the other hand, if it a dull
game and if the team loses, the entertainment benefit that one receives is rather diverse.
Consequently, it is hard to determine the result of a sporting event. Since a sporting event has a
spontaneous nature and an unpredictable outcome, the sport producers cope with a swarm of
challenges that are unlike from those confronted by other entertainment contributors (Shank,
2002).

Organizations that have not acknowledged how sport and entertainment interact are said
to endure marketing myopia, which Theodore Levitt (1960) describes as concentrating on a
business in terms of producing and selling goods and services rather than in terms of satisfying
the needs and wants, which are the benefits sought by customers. Sports organizations can
abolish marketing myopia by concentrating on how they can meet the needs of consumers rather

than on producing and selling sports products (Levitt, 1960).



1.1.1. The Sport Industry

The sport industry is one of the fastest growing industries in the world. Looking from the
organizations’ perspective, since there are different types of organizations that populate the sport
industry such as local recreation commissions, national youth sports leagues, interuniversity
athletic programs, professional teams, and sanctioning bodies, these organizations use sport
marketing to help them achieve various goals (Shank, 2003). According to Shank (2003), there
are three major elements: consumers of sport, the sports products that they consume, and the
suppliers of the sport product. The industry satisfies the needs of spectators, participants,
sponsors who are the consumers of sport. What the consumers consume can be divided into
sporﬁng events (involves athletes and arena), sporting goods (involves equipment, licensed
merchandise, and collectibles and memorabilia), sports training (fitness centers and health
services, and sports camps and instructions), and sports information. These products and services
are offered by producers and intermediaries, which can be listed as sports labor, sanctioning
bodies, sponsors, media, agents, and sports equipment manufacturers (Shank, 2003).

On the other hand, Parkhouse (1991) divides the industry into four including leisure and
participant sports, sporting goods, professional sports, and sponsorships. The participant sports
include health club memberships, golf, bowling, skiing, and related activities. This is the
considered to be the most mature of the four components (Parkhouse, 1991; Sandomir, 1988).
Sporting goods, the second largest component, includes athletic footwear and clothing, and
equipment. The revenues generated from this component are increasing every day since there is
an increased trend towards athletic footwear and clothing. Next, the professional sport receives an
inordinate amount of attention in relation to its economic impact on society, in which case
professional sports like basketball and soccer present economic and financial issues. These sports
obtain their revenues from two sources: broadcast contracts and gate receipts. Then, the third
source is the concessions and souvenirs. Player salaries play an important part in the economic
aspect of professional sports, where teams have to compete with others to get the talented and the

star players. Finally, the last component of the industry is the sponsors, which gained popularity



as an alternative to advertising. Corporate sponsorship able companies to differentiate themselves
and reach their target group more efficiently (Parkhouse, 1991).

Brooks (1994) looks at the industry from a different perspective and breaks the industry
into five components: independent sports units and coalition clusters relate to management, and
athletes’ unions, individual athletes, and sports agents relate to labor. Independent sports units
(amateur, recreational, or professional clubs, and individual athletes) are those that primarily
produce sports products. The independent sports units create the competition and must cooperate
with its rivals (other amateur, recreational, or professional clubs, and individual athletes) to
produce a marketable product. Coalition cluster consists of leagues and athletes that are actually a
formal collection of independent sport units. League coalition is a contractual partnership
between several clubs or teams of a single sport such as soccer. On the other hand, in athletic
coalition, the athletes compete as individuals in sports like tennis, golf, etc. Custodian coalition is
another form of coalition cluster, which has the purpose of protecting and ensuring the survival of
a specific form of amateur competition such as the Olympics and intercollegiate competitions.
The labor structure includes the athletes’ union where the purpose is to counteract the power of
the club or team managements. Individual athletes, on the other hand, are the physical assets of
the sport product who may be recreational, amateur, or professionals. Lastly, the agents play an
important role because they dominate certain sports. Basketball, football, hockey, tennis, golf,
and soccer are examples of sports where the agents play an important role (Brooks, 1994).

1.1.2. The Sport Marketing Mix

Sport marketing is generally linked with promotional activities such as advertising,
sponsorships, public relations, and personal selling. Even though this may be right, sport
marketers are also occupied with product and service strategies, pricing decisions and distribution
issues. According to Shank (2003), these activities are referred to as the sport marketing mix,
which is defined as the coordinated set of elements that sport organizations use to meet their

marketing objectives and satisfy consumers’ needs.



The basic marketing mix elements, the four Ps of marketing, are product, price,
promotion, and place. When synchronized and incorporated, the blend of the basic marketing mix
elements are controllable factors because sport-marketing managers have control over each
component (Shank, 2003). However, for service-oriented industries and for sport, personnel and
process management should be taken into account. Furthermore, one additional P should be
included in the case of sport: public relations (Mullin et. al., 1993). Unfortunately, public
relations is a part of promotional mix; in this case, public relations will be considered as a part of

sport promotion.

1.1.2.1.The Sport Price

The success of any marketing program often depends on pricing decisions. Price is the
most visible variable of the marketing mix, and because of discounts, rebates, coupons,
promotional incentives, etc., it is considered controllable and flexible (Parkhouse, 1991). It is
ostensibly the easiest to charge; perhaps this is why it has often been the most abused element.
The marketer, nevertheless, must consider price through several aspects, most notably the
consumer’s. For consumer to obtain positive satisfaction, the product benefits must overshadow
the costs (Mullin et al., 1993).

Pricing strategies consist of setting pricing objectives, choosing a pricing technique, and
adjusting prices over time. The price of tickets for sporting events; fees for personal sear licenses;
pay-per-view, and television sports programming; and the rising costs of participating in
recreational sports such as tennis, are all instances of how pricing function affects sport
marketing (Shank, 2003). Price involves goods and services’ determination and value exchange
calculation that can be used by all parties occupied in the transaction (Luck and Ferrell, 1985).

Pricing decisions can be influenced by internal factors that are controllable by the
organization such as other marketing mix elements, costs, and organizational objectives; it can
also be influenced by external factors that are beyond the control of the organization such as

consumer demand, competition, legal issues, the economy, and technology (Shank, 2002).



1.1.2,2,The Sport Promotion

Advertising is likely to be the first thing that comes to mind when one thinks about sports.
Many sports celebrities are used in advertisements. Although advertising is a part of promotion, it
is not the only one. Public relations, sponsorships, endorsements, personal selling, and sales
promotions are other means to sport promotions. These other means of promotion are called
promotion mix, and managers of sport markets should consider integrating these tools when
strategies are set (Shank, 2002).

The mass media has given widespread exposure to sport and that has lessened the
empbhasis on sport marketing. Every newspaper has a sports section and almost every TV channel
has sports news, which helps sport marketers to depend on publicity as the major promotional
tool. In addition, because sport is popular, many businesses want to associate with it. Since it is
easier to differentiate the demographics of sport spectators and easier to get away from the
“advertising noise”, many businesses turn to sport advertisings, endorsements and sponsorships
(Mullin et. al., 1993).

Public relations, in sport, is perceived to be synonymous with publicity or media relations
and many people help developed this perspective because public relations often deal largely with
developing statistics and providing information to the media to gain media exposure.
Consequently, media relations is an important function, thus in the long term, community
relations can as important in impacting sales and generating positive public sentiment. In this
manner, public relations has two components: media relations and community relations. Media
relations is important to sport organizations since there is a need to formulate and shape favorable
public opinion via the mass media. On the other hand, community relations serves as a medium
to raise awareness levels of consumers and the general public and to generate goodwill. Some of
the functions of public relations include provision of organizational information; organizational
publicity; community relations; employee relations; recruiting/business development; education;

feedback and reaction; and image enhancement and protection (Mullin et al., 1993).



1.1.2.3. The Sport Place

Conventionally, the function of distribution is resulting in the most efficient and effective
way to get the products to the consumers. Matters such as warehousing, wholesaling,
transportation, inventory management, and retailing are all parts of distribution strategies. How to
deliver sport to spectators in the most efficient and effective way, where to build a new stadium,
and how to distribute tickets are examples of what sport managers need to be concerned with
(Shank, 2002).

As Shank (2002) puts it, distribution can be explored in three perspectives in sports:
distribution concepts for the delivery of sporting goods; distribution to consumers who attend
sporting events; and distribution to consumers who experience the event via one of several sports
broadcast media. Since sport marketing is different from regular consumer product marketing in
that no physical movement of the core product occurs, the principal stress is not establishing a
wholesale/retail distribution system. Alternatively, the focus is on the location and design of the
facility and then on establishing the ticket outlets and broadcast networks (Mullin et. al., 1993).
This is especially true when one considers that both production and consumption occurs at the
same place at the same time — stadium during the game. Hence, this site in sport can be
considered more vital than the distribution channels of traditional marketing (Parkhouse, 1991).

Location can be affected by factors such as accessibility, attractiveness, and the actual
location. As Marcum and Greenstein (1985) describes accessibility as a variable that affects fan
attendance at professional sport, location is a key aspect of sport marketing. In addition,
attractiveness of the location is crucial to consumers in their decisions for consumption
(Parkhouse, 1991).

1.1.2.4. The Sport Product
A sport product is a good, a service or a combination of the two that is designed to

provide benefits to a sport spectator, participant, or sponsor. Most sport products do not fall so
neatly into two distinct categories, but possess characteristics of both goods and services (Shank,
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2002). It has both tangible characteristics like a good and intangible characteristic like a service
(Parkhouse, 1991).

As Whannel (1992) puts it, “/ike other forms of entertainment, sport offers a utopia, a
world where everything is simple, dramatic and exciting, and euphoria is always a possibility”
(p-199). Whannel (1992) also adds that sport entertains; on the other hand, it can frustrate, annoy
and depress. However, this uncertainty is what gives the unpredictable joys the characteristics
intensity (Whannel, 1992). Schaaf (1995) explains the sport product as both the entertainment of
competition and a product or service associated with the excitement of the event, or either one.

-According to Brooks (1994), “a sport product is any form of physical activity that pits

one’s talents against an opponent” (p.88), which has both tangible and intangible features and it
includes:

Tangible elements:

The sport type — football, basketball, tennis, golf, etc.
The participants — players, coaches, environment, etc.
The team — Galatasaray, the National Team, etc.

The competition — friends, rivals, local and national championships, Efes Cup, etc.

Figure 1 - Tangible Dimensions of the Core Components of the Sport Product.
Adapted from Christine M., Brooks, (1994). Sports Marketing, Competitive Business Strategies
Jor Sports. New Jersey: Prentice Hall. p.88
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Intangible elements: this dimension includes the psychic side of sport such as emotions,
feelings and experiences.
The high a person gets from winning a game
The thrill of winning a tough match against a better player
The satisfaction of getting over a tough round

The pride that a person feels when the team wins.

Emotions

Intangible

Experlences [Feelings

Figure 2 - The Tangible and Intangible Components of a Sport Product.
Adapted from Christine M. Brooks, (1994). Sports Marketing, Competitive Business Strategies
Jor Sports. New Jersey: Prentice Hall. p.89

Sport marketing is mostly based on services rather than goods, it is important to
understand services marketing. Tangibility refers to the ability to see, feel, and touch the product.
Ironically, strategies for pure goods are stressing the intangible benefits, and strategies for

services are to make them as tangible as possible in other words ‘tangibilize them” (Lovelock and
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Wright, 2002). In order to tangibilize a sporting event is to use the stadium, players or the colors
of the team. Standardization and consistency is stable for sporting goods but for the pure service
(game, match, the sporting event, etc.) it is hard to standardize or keep a consistent level since
they depend on the performance of the athletes (Shank, 2002). Another aspect of services
marketing is perishability, which refers to the ability to store or inventory “pure goods” and for
services; when they are not consumed, they are lost. In sports, sporting goods are perishable, but
sporting events are not. Lastly, separability that distinguishes goods and services is where the
degree of separability differs from sporting goods — the quality of a shoe cannot be separated
from the brand, to sporting events — there is no separation between the athlete, the entertainment,
and the fan (Shank, 2002).

In designing product strategies, decisions regarding licensing, merchandising, branding
and packaging are addressed and sport-marketing managers are responsible for new product
development, maintaining existing products and eliminating weak products (Shank, 2002). The
sport product is invariably inconsistent from consumption to consumption, which makes it
attractive in means of spontaneity and uncertainty. According to Luck and Ferrell (1985), a
product is a bundle of satisfaction that buyers perceive that they will obtain if they enter into a
transaction and the bundle includes everything, favorable and unfavorable, that a buyer receives
in the exchange. It is often just a subset of a total entertainment package where consumers rarely
use the sport product in isolation rather use it in conjunction with several related activities such as
half-time show, concessions, electronic scoreboard, etc (Mullin et. al., 1993).

Sport marketers need to sell products based on the benefits they offer consumers, and
these benefits are so crucial to marketers that sometimes products are defines as “bundle of
benefits” (Shank, 2002). Nonetheless, the sport product is a complex “bundle of benefits” that
includes a core product and multiple extensions. The core product, which is the game itself, can
be eminent from the media coverage, the superstars, and the attached festivities to this core. Sport
marketers design specific product and services that initially capture the consumer’s interest and
eventually their long-term allegiance win the greatest rewards (A.T. Kearney, 2003). The Figure

3 below gives a list of what an organization could include in its brand and use technology.
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¢ Interactive (mobile phone, 3D animation, text messaging)
o Internet
¢ Digital TV

Figure 3 - Products and Services in Sports Ecosystem
Adapted from A. T. Kearney (2003). The New Sports Consumer. Retrieved on 20 October, 2004

from http://www.atkearney.com/shared_res/pdf/New_Sports Consumer S.pdf, p.2

Furthermore, the marketer, naturally, has little control over the core product and
consequently, should concentrate efforts on product extensions and the Figure 3 above shows
different extensions that can be endured. Winning is an important factor in consumer (fan)

satisfaction. Of course, it is important to reduce the fan erosion and, in order to do this; the
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marketers need to maximize the satisfaction in the matter of product extensions to minimize any
negative feelings toward a team that continually loses (Mullin et. al., 1993).

In addition to sport and sporting goods, athletes can also be considered as a sport product
that holds multiple benefits. In this case, sport marketers look for players who are both talented
with multiple skills, socially active and assertive, and preferably capable of performing multiple
roles on the court or field (Shank, 2002).

1.1.2.4.1.Elements of Sport Products

In order to suggest that the bundle of benefits that a fan or a participant faces is complex,
there are number of sport product elements. According to Mullin et al. (1993), these elements
include:

The Game Form Itself: Sport always comprises some type of game form, which results in
a winning or a losing situation. Throughout the history, the popularity of sports comes from the
thrill of determination of the winner or the loser. Furthermore, each sport has its own special
features that make it especially attractive to certain consumers. Consequently, sport marketers
need to understand that the game forms cannot promote themselves where every sport has traits
that some fans and participants are secking, but these traits must be communicated efficiently.

The Event and Its Stars: Stars play an important role in sport, especially in sports like
tennis, Formula 1, swimming, etc. where the product is invariably the star that performs it. An
event without stars is inevitably less appealing to spectators. In many sports, return on investment
must be calculated considering the usage of them in a single event, a season, or even longer.
Injury is a great setback in these plans and basing an event’s value on a few stars is always a risk.
Thus, many marketers extend the event to include activities off the playing surface.

The Ticket: In an event, the full value of a ticket is hardly recognized. The ticket is a
receipt, guidance to seats, and communicator of the terms and conditions of the purchase. In
terms of marketing communications, tickets can play an important role in both a promotional tool

and a source of revenue. Ticket not only carries prestige, but can have unusual value also.
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The Organization: Consumers tend to personify sport organizations, characterizing
franchises as greedy, honest, smart, or dumb. The sport marketer tries to grow loyalty and
community relations attempts and public relations activities serve to develop such support.

The Facility: The tangible element of the sport product is the facility, which can be owned
or leased by the sport organization.

Equipment, Clothing, Novelties: Tangible elements and material items make up an
important portion of the organization’s products. Retail stores and franchises are the means to
developing tie-ins with equipment, clothing, and novelty companies.

Related Services: Free services, sometimes they cost extra, are those that people get along
with the core product. These may include concerts, celebrity or politician show-ups, education
courses, efc.

Personnel and Processes: Coordination among personnel and consumers is important
since personnel create and deliver the service to consumers. In consumers’ point of view,
personnel and process are inextricably linked to the product. The consumer cannot possibly
access the product without contracting personnel in the sport organization.

Image: The image and the location of a facility are important factors in the success of the
sport product. Product image is another important factor; thus, maintaining a consistent product
image is vital. Team performance and facility processes are image questions for spectators. On

the other hand, quality versus price is the image mystery in sporting goods retail.

1.1.2.4.2.Product Characteristic

Products are bundle of benefits designed to satisfy consumer’s needs and this bundle
consists of many important characteristics or attributes that create the total product. These
characteristics include branding, quality and design. These characteristics interact with each other
to produce the total product (Shank, 2002).

Branding: “branding is a name, design, symbol, or any combination that a sport
organization uses to help differentiate its products from the competition” (Shank, 2002, p. 265).

There are three components to branding which include brand name, brand marks and brand
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trademarks. Brand name refers to the elements of the brand that can be spoken, and when
selecting a brand name for a sporting goods or a team name, considerable marketing effort is
required to ensure that name symbolizes strength and confidence. Brand mark is, also known as
logo, the element of a brand that cannot be vocalized. Finally, brand trademark identifies that a
sport organization has legally registered its brand name or logo and this prevents others from
using the same name or the logo (Shank, 2002).

Quality: Service quality and product quality makes up the quality dimension. Delivering a
high level of service quality is vital as sport organizations develop their marketing orientations.
Since service quality is a difficult concept to define, many researchers have resorted to explaining
dimensions or determinants. Unfortunately, disagreements on these dimensions exist on what
comprises the service quality or how to measure it (Shank, 2002). The widely used description of
service quality is based on studies conducted Parasuraman, Zeithaml and Berry (1985). This
study divides service quality into reliability, assurance, empathy, responsiveness, and tangibles.
In sport, McDonald, Sutton and Milne (1995) conduct similar study that they adopted the same
dimensions and studied them on NBA. Quality of goods can be examined by two aspects: one
driven by the organization and its management and the employees, and one from consumer’s
point of view (Shank, 2002). On sport perspective, Garvin (1987) divided product quality into
eight dimensions including performance, features, conformity to specifications, reliability,
durability, serviceability, and aesthetic design. Consequently, sport organizations try to increase
their quality in these dimensions to compete against other entertainment choices (Shank, 2002).

Design: Design is important in sport marketing since it grants competitive advantage and
ultimately affects consumer’s perception of product quality. Technology plays an important role
in sport goods since it leads to design and thus quality. Design in sport includes the aesthetics,
style and function of the product. The way a good performs, the way it feels, and the beauty are
all important aspects of product design (Shank, 2002).

1.1.3. The Sport Market

After deciding on the core product of sport, markets are built accordingly. The market

model can be drawn from Figure 4. There are six broad consumer markets for sports, three at
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primary level (participants, spectators, and volunteers) and three at a secondary level (advertising,

corporate sponsor and affinity).

Figure 4 - The Primary and Secondary Markets for Sports
Adapted from Christine M. Brooks, (1994). Sports Marketing, Competitive Business Strategies

Jor Sports. New Jersey: Prentice Hall. p.90

The participant market is the actual producers or sports and the most important
component of the core product. Without the participants, core product would not exist. The
spectator market breaks down into three clusters. First cluster relates to the tangible core product,
where this group wants to see highly developed skill and talent, the best athletes, exciting and
exhilarating competition. Second cluster relates to a feeling of ownership or team adoption. This
involves elements like contributing to the spirit of the club, absorbing the pride of belonging, and

tradition. Third cluster is the environmental factors, which include the exciting and fun

18



atmosphere and the chance to have a good time with friends and family. The environment creates
part of the satisfaction that a spectator obtains from sports. Last of the primary level market is the
volunteer market. This market contains those individuals who love the sport so much that they
spend almost all their leisure time devoted to helping it grow and expand. These people volunteer
at events, referee at local tournaments, use their own money to get to the competition site
(Brooks, 1994).

The secondary markets consist of people and organizations that consume sports
tangentially. The motive behind their consumption is besides the sport itself. More specifically,
their interests are in one or both the spectators, or the images associated with the participants, the
team, the sport, and the competition. Three markets emerge in this section as well including the
tangible and intangible dimensions that comprise the advertising market, the corporate
sponsorship market, and the affinity market. The advertising market is an attractive medium for
advertisers since the traditional media are expensive and cluttered. Sports provide an efficient
way for advertisers to target and communicate with large audiences, where corporate advertises
constantly look for ways to reach people effectively. The corporate sponsorship market cannot
only access to spectators, but they also differentiate themselves and their products from
competitors by using the images associated with the sports to their financial and emotional
advantage. They purchase the right to target and communicate with the ready-made clusters of
consumers, and the right to use positive images affiliated with sports for their commercial
benefits (Brooks, 1994).

Lastly, the affinity market expresses the personality of sports. Every sport has their own
personalities and these are portrayed with symbols, logos, or trademarks. Merchandising
properties use this personality to generate consumer demand for the product. Three groups
emerge in this market: popularity properties, prestige properties, and metamorphosis properties.
The popularity properties depend on the wide exposure on television and through other media.
This sport achieves a high level of public recognition. Soccer is a good example in Turkey. The
market for logos and trademarks is immense. Some of these include apparel, headgear,
accessories, household products, gifts and novelties, toys, games, and school supplies, etc. The

prestige properties include sports, which may not have a mass following, but they have prestige.
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Polo and golf are examples of prestige properties. The metamorphosis properties stand for
instances such as a star player who enhances the value of the product when the public transposes
the athlete’s ability or stature to the product. Michael Jordan is the best example here. Companies
use these three properties to create a pull for their products (Brooks, 1994).

1.1.4. The Sport Consumer

The focus of marketing stars with consumers. To be successful in sport marketing, sport
managers need to know whom they serve and who will be the ultimate customer (Parkhouse,
1991). A better understanding of why sport spectators and fans consume media and merchandise
would benefit sport marketers and managers greatly (Trail, Fink, and Anderson, 2003).

Sport consumers have a range of options from which to select when choosing a sport
experience. Thus, this necessitates that sport teams attract, develop, and maintain a relationship
with a large number of sport consumers (James, Kolbe, and Trail (2002). On the other hand, sport
consumers may participate in sports. This group cannot participate unless the necessities are
accessible to them. Facilities and equipment are the two major necessities as well as the
reasonable cost of participating (Brooks, 1994).

Sport consumers evidently divide into two: one that participates and do one sport or more

and other is the group that watches and supports sports, athletes, or teams.

1.1.4.1.Participants

Many doctors recommend physical activities, and people spend more and more on
sporting activities. The key to all sports organizations is the participants and sports would not
exist without them. Participants vary from light-users to heavy-users to athletes to coaches and
officials. Unfortunately, many sport managers neglect to realize the importance of participants
(Brooks, 1994). Sports marketers are responsible for organizing events where many consumers
participate in sports (Shank, 2002).
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Marketers develop programs to provide opportunities for participants, programs that
provide identification, recruitment, classification, and education; improved communications;
increased participation opportunities; and an overall developmental plan for the introduction of
consumers to the sport (Brooks, 1994). The facilities and equipment play an important role, thus
the distribution channels provide consumers with an ease to access to a sport or a sporting event.
Some sports like football, basketball, soccer, track and field, and swimming have it easier than
other sports since they already have a wide network of facilities. In contrast, other sports like
gymnastics, tennis, and golf work through a private club system. In almost all sports, insufficient
clinics, seminars, training camps, competitions, technical publications, handbooks, equipment,
and international experiences for athletes, coaches, and officials make it even harder (Brooks,
1994).

1.1.4.2.Spectators and Fans

Sloan (1989) makes a distinction between fans and spectators by stating that spectators in
its strictest sense are those who merely watch and observe, while fans are the enthusiastic
devotees of a given diversion (p.177). According to Quick (2000), sport fans are a heterogeneous
group with the die-hard being but one group of many, but it is this group that is the most
recognized, vocal, and sacred when it comes to popular debate of relationship between sport and
consumers. The committed fans are the most established and the most taken-for-granted revenue
of source for professional sports (Mason, 1999). Hunt, Bristol, and Bashow (1999) define a fan as
“an enthusiastic devotee of some particular sports consumptive object” (p.440).

Consumers do not essentially have to consume the sport product by physically attending
matches; television and stadium audiences overlap in this instance, although in recent years,
television has been a higher priority (Mason, 1999). In Turkey, Digiturk has the right to broadcast
National Soccer League Division I matches since 2001 and will broadcast matches until 2008.
Digiturk paid 465 Million USD for the first time for 2001-2004 period, and then renewed the
contract for the next period, from 2004-2008 for the amount of 377,6 Million USD. First year’s
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number of subscribers increased 136% and since then, Digiturk’s subscribers increased 36%
annually (Aksar, 2005).

The dedicated fan differs from other sports consumers in that the loyalty that passionate
followers have for professional sports means that there are few competitive alternates available
for fans of a specific sport or team (Kurlantzick, 1983). Thus, sport marketers need to recognize
that other factors will help to increase causal fans in the league product, and while uncertainty is
essential to maintaining interest in the product (Scully, 1995), committed (die-hard) fans will
continue to support the team (Mason, 1999).

There are different researches on sport consumption of spectators and different
classifications of fans ( Sloan, 1989; Smith, 1988; Wann, 1990; Sutton, McDonald, Milne and
Cimperman (1997); Nakazawa, Mahony, Funk, and Hirakawa (1999); Quick (2000); Mahony
and Moorman, (2000); Shoham and Kahle (1996); Kates (1998); Hunt, Bristol, and Bashaw
(1999); McDonald, Milne, and Hong (2002); Mahony, Madrigal and Howard (2000); Wann and
Branscombe (1990)). Steward, Smith, and Nicholson (2003) studied various studies on fan and
consumer typologies and concluded that there is no single best model for the conceptualization of
sport consumption. All studies have strengths and limitations yet strongest models have
distinguishable features. On the other hand, Quick (2000) states that although sport fans have
been differentiated on the basis of event attendees and season ticket holders or members, in
recent years, the range of sport consumers has been widened to include fans who consumer their
sport through media, merchandise purchase, or sponsorship (p.150).

Wann and Branscombe (1990) divided fans into ‘die-hard’ and ‘fair-weather’ fans. ‘Die-
hard’ fans stand by a team even if the team loses, and fair-weather fans support their teams only
when the team is successful. Smith (1988) made the distinction between serious and normal
sports fans. On the other hand, Sutton, McDonald, Milne and Cimperman (1997) divide fans into
three levels: low identification (social fans), medium identification (focused fans), and high
identification (vested fans). Social fans are those that are low in identification, enjoy
socialization, low on emotion, low on financial commitment, low on involvement, and care little
about the game’s result rather care about the overall quality of the entertainment opportunity.

Focused fans are those that are moderate in level of identification and are attracted to
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achievement-seeking aspect of the sport. Finally, the vested fans are those who have a high
emotional attachment to a team that lasts a long time and make a major financial investment and
time commitment (Sutton et al., 1997).

On the source of motivation and on the behavior exhibited by fans, Hunt, Bristol, and
Bashaw (1999) breaks the classification into five types: the temporary fan, the local fan, the
devoted fan, the fanatical fan, and the dysfunctional fan. The temporary fan’s interest is time
constrained and the fan is a fan for specific event. The local fan has a limit with the geographic
constraints, where the fan has the identification with a geographical area. The devoted fan has no
limitations like the temporary and the local fans, he most probably starts off as a temporary or
local fan, thus breaking the boundaries of time and place became more devoted. The fanatical fan
is similar to the devoted fan, who is not limited with time or place, and defines himself through
attachment with the sports consumption object. They will go to the games, paint their bodies to
the colors of the team, wear costumes, buy memorabilia, etc. Last one is the dysfunctional fan
who uses being a fan as the primary method of self-identification and the behavior is anti-social,
disruptive, or deviant.

Similarly, A.T.Keamey (2003) divides sports consumers into six categories: sports
fanatics, clubs and team loyalists, star-struck spectators, social viewers, opportunistic viewers,
and sports indifferent. Sports fanatic are those that share relentless interest in sports and are
predominantly young, male and either participate in or attend in sporting events. This group has a
significant amount of knowledge of sports and team statistics. Second category is the club and
team loyalists, who are very loyal to a particular club or team and attend sporting events. This
group does not generally participate in sports, yet gathers information and analysis about their
teams from the media. They also consume team-related products and services. Star-struck
spectators follow stars rather than the team or sport. Social viewers tend to be social and use
sports as a tool of socialization and meeting friends at sports events. Opportunistic viewers are
those who follow sports through media and attend a sporting event when asked by a friend.
Therefore, sport is just a form of entertainment for this group. Finally, sports indifferent
individuals are those who are not very interested in teams, events or programs, they get the sports
information by chance while skipping through channels on TV (A.T. Kearney, 2003).
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1.1.4.3.Consumer Behavior

Since the marketing concept starts and ends with the consumer, the marketer of any
commodity needs to understand who might be interested in buying his product. This needs a clear
understanding of who his consumers are; where they reside; where, when, and how the
consumers have been exposed to the product and its advertising; and if they have been committed
to his product and why. Most of the available information concentrates on demographics of
consumer groups at various levels of sport involvement (Mullin et al., 1993).

Although the environment influences individuals, they are also capable of reshaping the
social, physical, and cultural setting around them. As mentioned in the above paragraph, the sport
marketer must understand the complex dynamics of consumers. The Figure 5 describes the
interaction that determines the outcomes of consumer behavior (Mullin et al., 1993). Consumer
decision making is the processing of all the knowledge, feelings, and behaviors — both individual
and environmental - that results in increased or decreased involvement or commitment to sport.

Marketers need to understand the types of involvement and commitment that consumers
represent. Socialization is the process by which individuals incorporate and develop the skills,
knowledge, attitudes, and other equipment necessary to perform various social roles, which
involves two-way interaction between the individual and the environment. In addition,
socialization demands some kind of involvement, which is sport in this study. Involvement has
three forms: cognitive, affective, and behavioral. In sport, cognitive involvement refers the
gaining information and knowledge about the sport; affective involvement implies the attitudes,
feelings, and emotions that a consumer has for an activity; and behavioral involvement means
playing a role as a producer or consumer of a sport product. Finally, commitment is the
frequency, duration, and intensity of involvement in a sport, or willingness to expend money,
time, and energy in a pattern of sport involvement (Mullin et al, 1993; Loy, McPherson and
Kenyon, 1978; Snyder an& Spreitzer, 1983; Brustad, 1992).

Environmental factors surround consumers and they influence their decisions about sport
involvement. Significant others such as family members, coaches, teachers, and peers play an

important role. They tend to convey the beliefs, attitudes and behaviors that occur within their
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own cultural settings. Moreover, cultural differences may sometimes relate to differences in
power and influence within a general social structure and class, race and gender relations play an
important role. These differences relate to differences in lifestyle, including sport involvement.
Other factors include climatic and geographic conditions, market behavior of sport firms, and
society, culture, and the sport opportunity structure. Individual factors include self-concept, stage
in life or family cycle, physical characteristics, learning and involvement, perception, motivation,
attitudes (Mullin et al., 1993).

Peers Environmental Influences
gf:glis Climatic and B et behavior of
geographic conditions €t behavior o
N i sport firms: 4Ps
Norms and
values
Race and gender

relations

Figure 5 - Consumer Behavior in Sport
Adapted from Bernard J. Mullin, Stephan Hardy, and William A. Sutton, (1993). Sport

Marketing. Human Kinetics Publishers, USA. p. 61
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Environmental and individual factors influence the consumer’s relation to the countless
products that surround him every day. There are several stages in the consumer’s decision to be

involved in sport. Figure 6 lists the steps that exist in the decision making process.

Need Recognition

A
Awareness or information <

y
Evaluation of choices

y
Purchase decision
A 4
> Sport experience
‘Marginal dissatisfaction;
Satisfaction; repetition consideration of other
A products or activities

A

A
Evaluation of experience

v
Dissatisfaction; dropout

Figure 6 - The Decision Process for Sport Involvement
Adapted from Bernard J. Mullin, Stephan Hardy, and William A. Sutton, (1993). Sport

Marketing. Human Kinetics Publishers, USA. p. 79

Decision making process starts with the need recognition where the consumer is triggered
the arousal of a need or motive. This is followed by consumer’s prior awareness or information
search about products that may satisfy aroused needs. Third step is the evaluation of choices and
consumers make product choices at a number of levels as Kotler (2003) characterize levels as
product family (within the health and fitness industry are nutrition products and exercise

products), product class (within the exercise family are classes of products such as games,
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jogging, and walking), product line (within the sport classes are lines of products such as golf and
racquet sports) product type (within the racquet sports line are product types such as tennis,
squash, and racquetball) and product brand (within the type of tennis are certain brands of
racquets and balls such as Prince, Head, and Wilson, and certain brands of facilities and
experiences such as TED vs. ENKA) (Mullin et al., 1993).

Purchase decision is the next step in the process followed by the sport experience. Lastly,
the evaluation stage is a crucial stage where the consumer decides whether to quit or to continue
using. This stage is where consumers weigh benefits and costs and accordingly jump to the last
stage the postevaluation behavior. In order to avoid dissatisfaction, marketers can manipulate the
marketing mix variables to increase the product benefits, can reduce the cost to the consumer
either by directly reducing the price, or by indirectly reducing the price through promotional

discounts, bonuses, or giveaways (Mullin et al., 1993).

1.1.5. Sport in Turkey

Turks have been into sports for centuries, actually going back to the days of nomad where
even women rode horses and engaged in archery. They even blended sports into their revelries
and competed. In order to get married, men had to know how to ride a horse and how to wrestle
(Guven, 1999). Unfortunately, history on the management of sport in Turkey is lack of written
evidence; rather the history is based on the memories and recollections (Fisek, 2003).

Going back to the days of Ottoman Empire, organization called ‘sport tekke’ has shaped
and structured the wrestling events, just like the clubs today. The objective of the tekke was to
develop, improve and spread the sport around the country and in Anatolia. Between 1863-1903,
Navy and the other Military organs added gym classes to their curriculum. Initially in Istanbul
and Izmir, foreign citizens had soccer organizations and although participation of the natives was
forbidden, students at the Navy and Military had endeavored to participate in these events.
During this period, there were number of clubs that were founded by the English who resided in
Istanbul. Some of these clubs are Moda (1886), Kadikoy (1899), and Mogene (1900). Greeks
founded Elips (1900). Ottomans founded Black Stockings (1899), Besiktas (1903), Galatasaray
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(1905) and Fenerbahce (1907). The first association was founded in 1903 for soccer under the
name of Istanbul Soccer Association (League), which organized the matches between the clubs.
Unfortunately, lack of regulations and structure, and incompetence of the association had it last
for only seven years. This organ reshaped and restructured itself and continued its functions
through Istanbul Clubs League until the World War 1. The war struck the country hard and there
were not many soccer players left to play. In 1923, new formations of .federations had taken an
account, and the first federations of Turkish sports included soccer, wrestling, weight lifting,
boxing, track and field, cycling, fencing, tennis, swimming, archery, and equitation (Cankalp,
2005). Today, there are 50 federations, 6465 clubs-including 12 Military clubs, 534 specialized
clubs, 1162 establishments, 219 schools, and 4538 sports clubs, and 17,964 female and 51,032
male athletes in Turkey as of June (GSGM, 2005).

As the number of clubs and athletes grow, organizations invest more in sports. Sport
marketing is becoming more and more popular and many of the sport clubs and teams are
actually using the theories of marketing. Many examples of successful sponsoring activities and
investments in sports are there to study. Organizations spent millions of dollars for social
responsibility, and majority of this budget goes to sports. Companies prefer sports to arts,
festivals and other social responsibility projects. In 2002, 69% of $26 million sponsorship
activities went to sports in Turkey. In the world, 35% of the companies, who sponsored sports
events, sponsored soccer, 19% sponsored basketball, and 17% invested in swimming (Tamer,
2004).

1.1.5.1.Soceer in Turkey

As the Turkish people call ‘soccer’s big threesome’: Besiktas, Galatasaray, and
Fenerbahce clubs were the first three soccer clubs that were established in Istanbul, Turkey.
These clubs are the mother of soccer, which influenced other clubs to engage in the sport, and
thus the sport has emerged from Istanbul to other cities in Anatolia. The first Turkish soccer club
is Besiktas Gymmnastic Club (BJK), which was established in 1903. Galatasaray (GS) followed
BJK in 1905 and then Fenerbahce (FB) in 1907 (Cankalp, 2005).
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BIJK was founded by 26 young men, who took a risk at the time when soccer was
considered a crime and a misdeed. When they were reported to the Palace, Abdulhamit
commanded a firman, which allowed the club to pursue its functions. This was an important
event in the history of Turkish soccer since the previous two clubs (Black Stockings and
Kadikoy) were shut down due to the ban of organizational conduct. BJK had been the buffer
between the Palace and the common people, thus attracting both the upper class and the lower
class to the sport (Sert, 2000). Furthermore, BJK did not only engage in soccer, but also had other
sports in its body such as wrestling, boxing, parallel bar, and weight lifting (Somali, 1978).

GS was established by the fifth year students of Mekteb-i Sultani (Galatasaray) in 1905,
and they joined Istanbul Soccer Association and competed. The Palace did not oppose to the
organization of GS. The bond between the students of the school and the club still exists today
(Sert, 2000).

FB was established in 1907 and joined Istanbul Soccer Association the following year. At
the time, Kadikoy resided local bourgeois, but the nearby town Uskudar had lower class and
unemployed population. In the efforts of integration, some of Uskudar teams attempted to join
FB, unfortunately, these attempts ended soon. Despite the fact that these lower class citizens had
local teams to support, they preferred supporting FB (Sert, 2000).

In the recent years, clubs turned into corporations where they share their wealth with their
stockholders, and this case, the supporters of the team become their customers and shareholders.
The clubs started generating their own economy. In addition, the players are their most important
assets and investments. Ticket revenue was used to be the number one source of income but now
it is decreasing due to other means of revenues such as merchandising, broadcasting rights,
season combined tickets, and so on. Furthermore, the ticket revenue decreased from 90% of the
total revenues to 40%, and the others increased in the recent years (Aksar, 2005). Marketing
establishments, sport establishments and the television broadcasting establishments carried soccer
to a level where the sport is no longer just a sport but a business itself, which goes out of the
borders of the countries and grows globally (Merih, 2004c). Just like in the business world,
productivity, efficiency, motivation, team spirit, branding, and ethical values play an important
role for the soccer clubs (Arastirma Merkezi ,2002).
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Today, the Soccer Federation in Turkey, Turkish Football Federation (TFF), is private
and constitutes its own regulations. There are 18 clubs in the Super League, 69 clubs in the 2™

League, and 64 teams in the 3™ League. Four of the Super League clubs come from Istanbul and
three of them are the ‘big threesome’ (TFF, n.d).

1.1.5.2.Soccer Consumers in Turkey

Because of the socio-economic structure of the country, many people engage in sport as
spectators instead of active participants (Balcioglu, 2003). According to the research conducted
by Remark Plus (2004), 59% of the population prefers following soccer over all the other sports,
and then comes basketball with 11% and volleyball with 8%. There is a dramatic difference
between the interests in following soccer and the other sports, thus soccer plays a great
importance in Turkish society. In the same study, 52% of the population thought that soccer is the
vehicle to promote and to enhance the country image. Being a fan of a soccer team is more
probable than any other sports in Turkey (Balcioglu, 2003). According to another study, only
25.8% of the whole population indicated that they do not support a team and the population
included Turkish citizens over 15 years of age (Konsensus, 2002).

According to different researches, the majority of the fans support the big threesome,
BJK,GS,and FB. Genar Research Firm (2004) conducted a survey in 16 cities in Turkey with a
sample size of 4,164 with people over 15 years of age. 86% of the population supports a team,
%80 watches matches regularly, 36.3% supports GS, 30.1% supports FB, and 17.3% supports
BJK. Another research is conducted in 13 cities with 822 people. 37.1% supports GS, 32.7%
supports FB, and 18.9% supports BJK (Genar Research Firm, 2004).

Looking at the marketing structure of the clubs, with the new trend of sport marketing
activities, sport clubs are considering their fans as their customers. Clubs renew their stadiums,
transfer star players, hire the best coaches, and produce merchandising products, thus the fans
become customers who consumer these services and products. Unfortunately, the more the clubs
increase their spending, the more the prices increase for tickets and other services, thus the

consumer base changes and moves more towards the upper classes (Merih, 2004a, 2004b). At
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this point, the clubs should not forget that the spectators and the fans are the real financer and the

real owner of the soccer sector (Merih, 2004b).

1.2, Brand Management

Today, companies spend mass amount of capital in order to occupy a distinctive node in
the mind of consumers through building sound branding strategies and brands play an important
role in marketing strategy. Brands have become an important marketing component to the
manufacturer (Murphy, 1990; Motameni and Shahrokhi, 1998) and a rich source of information
for the consumer (Aaker and Biel, 1993). For the manufacturer, brands provide a means of
identification for easiness of handling and tracing, a means of legal protection of exclusive
features, and of awarding products with unique associations (McCarthy and Perault, 1990; Kotler
and Armstrong, 2004). To the consumer, a brand reduces the search costs (Landes and Posner,
1987; Biswas, 1992) and perceived level of risk, and signals the quality of the product (McNeal
and Zerren, 1981; Herbig and Milewicz, 1993; Shimp, 1993; Erdem, 1998; Janiszewski and
Osselaer, 2000). Furthermore, a brand identifies the source of the product, assigns responsibility
to the product manufacturer, and provides a promise or bond with the manufacturer (Lassar,
Mittal and Sharma, 1995). Moreover, brands must be assembled on differences in images,
meanings, and associations. Brands offer instant recognition and identification, which promise
consistent, reliable standards of quality, taste, size or even psychological satisfaction. Thus, this
adds value to the product for both the customer and the manufacturer (Arens, 1996). The
definitions of brand differ yet describe similar meanings in the literature.

“A brand is a combination of name, words, symbols, or design that identifies the product
and its source and distinguishes it from competing products.” (Arens, 1996, p.152)

“A brand may be a name, a symbol, an emblem, a logo or any other form that positively
differentiates one product from all the rest.” (Wisner, 1996, p.215)

“d brand is a product, one that adds other dimensions that differentiate it in some way

Jrom other products designed to satisfy the same need” (Keller, 2003, p. 4).
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“A brand is a name, term, symbol, design, or combination of these that identifies the
seller’s goods and services and distinguishes them from competitor’s products.” (Kinnear,
Bernhardt, and Krentler, 1995, p. 291)

“A brand is a name, term, symbol, design or combination of thereof that identifies a
seller’s products and differentiates them from competitor’s products.” (Lamb, Hair, and
McDaniel, 1996, p.297)

Aaker (1991, p.7) describes a brand as

“a distinguishing name and/or symbol (such as a logo, trade-mark, or package

design) intended to identify the goods or service of either one seller or a group of

sellers, and to differentiate those goods or services from those of competitors. A

brand thus signals to the customer the source of the product, and protects both the

customer and the producer form competitors who would attempt to provide

products that appear to be identical.”

Kapferer (2004) talks about the brands as intangible assets, conditional assets, without
benefits there is no brand.

According to Perreault and McCarthy (1999), branding stands for meaning the use of a
name, term, symbol, or design, or the combination of both terms, to identify a product. Branding
offers customers with a swift and simple way of understanding what a product is, what value it
signifies and can represent a measure of psychological comfort. Therefore, branding assists
manufacturers and- distributors with a means of differentiating their products in order to gain
competitive advantage in a way that customers perceive benefit (Fill, 2002).

The branding process starts with brand awareness. After establishing the level of
awareness, marketing efforts should be directed to developing and managing brand image, which
is the personality of the brand. Brand equity follows brand image and the last stage is the brand
loyalty (Shank, 2002). These stages will be further discussed in detail under the topic of brand
equity with the corresponding headlines: brand awareness and brand associations.

Realizing that the most important asset of a company is the brand, managers need to
concentrate their efforts in managing their brands. Since branding is all about creating

differences, marketers agree on the importance of the role of the brand in marketing strategies
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(Arens, 1996). Many companies use branding strategies to increase the strength of the product
image and to carry out their market and product development strategies (Peter and Donnelly,
1992). Branding strategy is the big picture plans and tactics that are developed by and
organization or a brand owner to create brand equity (All About Branding, n.d.). Branding
strategies are set in order to distinguish goods and services from one another (Wisner, 1996).
These strategies are plans for the systematic development of a brand to enable it to meet its
agreed objective. Furthermore, the strategy should be embedded in the brand’s vision and driven
by the ideology of differentiation and sustained consumer demand thus should influence the total
management of a business to ensure steady brand behaviors and brand experiences (Brand
Channel, n.d.).

Brand management involves managing the tangible and intangible aspects of the brand.
This way marketers attempt to optimize their marketing mix (Brand Channel, n.d.). “Brand
management is the process of managing an organization’s brands in order to increase long-term
brand equity.” (All About Branding, n.d, par.2.). The term “brand management” was created
around 1927 by Procter & Gamble and then adopted and adapted by many other companies and
firms and the term has been used to mean a number of different things such as an organizational
design, a job in the marketing department or a business philosophy and design (Nicolino, 2000).
According to Nicolino (2000), brand management is the process of making sure that the brand’s
value and promises are kept and communicated (p.16).

“Strategic brand management involves the design and the implementations of marketing
programs and activities to build, measure, and manage brand equity” (Keller, 2003, p. 44). This
process includes four steps, which include identifying and establishing brand positioning and
values, planning and implementing brand-marketing programs, measuring and interpreting brand
performance, and finally growing and sustaining brand equity (Keller, 2003).

Keller (2003) argues that anything can be branded and a special case of marketing people
and organizations as brands is in the sports industry. Since sport marketing is becoming more and
more popular lately, by building awareness, image, and loyalty, brand symbols and logos in
particular have become vital in financial agreements, which include advertising, promotions,

sponsorship, direct mail, and other forms of communication (Keller, 2003).
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Management of sport is vital because consumers depend on their awareness, perception,
and attachment to the brand while making their purchasing decisions. According to Keller (2003),
marketing effects uniquely ascribe to the brand. Many executives of professional sport teams are
turning to long-term strategic brand management as the dominant viewpoint for their marketing
efforts especially in different leagues of professional sports in the US (Gladden and Milne, 1999).
A long-term focus on brand management strategies is warranted considering the unpredictability
of success in team sport. Short-term tactics are commonly used by sport managers such as firing
a head coach, hiring or renting a star player in the middle of the season, or signing a free agent to
a multimillion-dollar contract due to the chain of unsuccessful chain of games. No matter how
important winning may be, these short-term tactics do not guarantee long-term and steady
revenue flows. Realizing that winning is only one aspect of consumers’ experience, sport
managers adopt brand management strategies, thus the study of brand equity is mainly applicable
(Gladden and Milne, 1999).

1.2.1. Brand Equity

Companies seek to establish long-term relationships with their customers, thus managers
pursue to define this relationship. According to Wood (2000), this relationship is called brand
equity. Consequently, brand management is used by organizations in order to increase long-term
brand equity (All About Branding, n.d.). Farquhar (1990) refers to brand equity as value added to
a product by the virtue of its name. In the Dictionary of Business Terms, Friedman (2002) defines
brand equity as

“Attractiveness and familiarity of a brand name in the general market place.

Brand equity permits companies to charge premium prices for products and

services, contributing to increased profit margins. Brand equity is therefore a

valuable asset that companies invest huge amounts of money to develop” (p.68).

Similarly, Lamb et al. (1996) describes brand equity as the value of a company and brand
names. Nicole (2000) portrays brand equity as the sum of total of all the different values that
people attach to the brand name (p.78). Brand equity is the value of the brand’s capital, which is
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the totality of what consumers, dealers, distributors or even the competitors feel and think about
the brand over an extended period of time. High brand equity offers a host of consent to the
product marketer, which in return causes customer loyalty, price elasticity and long-term profits
(Arens, 1996).

On the other hand, Fill (2002) describes brand equity as a measure of a number of
different components including beliefs, images and core associations consumers have about a
particular brand (p. 354). He further argues that brand equity is important because of the
increasing interest in trying to measure the return on promotional investments and so value brand
for balance sheet purposes. High brand equity will preserve the customer franchise and repulse
competitor actions (Fill, 2002).

Looking at brand equity from another perspective, according to Russell and Lane (1996),
brand equity stands for the value of how consumers, distributors or salespeople think and feel
about a brand relative to its competitors over a period of time. In order to understand brand equity
whether it is weak or strong, there are certain indicators that need to be taken into consideration.
These would include: brand awareness, brand sensitivity, market share, price elasticity, assumed
leadership, consistency of the brand’s communication over time, image attribute ratings or
ranking attributes, distribution, pricing, product quality and product innovation and brand loyalty
(Russell and Lane, 1996).

Berry (2000) adopted a different approach with his studies and looked into service brand
equity. He advocated that brand equity is made up of two components: brand awareness and
brand meaning. The primary source of brand awareness is the company’s presented brand —
company’s controlled communications, which includes advertising, service facilities, the
appearance of service providers, company name, and logo. Secondly are the external brand
communications that refer to uncontrollable information customers receive about the service:
word-of-mouth and public relations. On the other hand, brand meaning is influenced by the
customer experience with the company since human performance plays a significant role in
service businesses, which plays a great role in building the brand (Berry, 2000)

Aaker (1991) is one of the most commonly referenced authors, who has studied brand

equity, and he describes brand equity in terms of representing positive or negative associations
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with a particular brand name, logo or mark that adds to or subtracts ﬁom the value provided by
the product. “Brand equity is a set of assets (and liabilities) linked to a brand’s name and symbol
that adds to (or subtracts from) the value provided by a product or service to a firm and/or that
firm’s customers” (Aaker, 1996 p.8). Keeping this definition as a guide, professional sports
teams are apt to hold brand equity by high merit of the added meaning sport that the consumers
attach to the names and logos of their favorite teams. Unfortunately, not too many researches
have been conducted to conceptualize a theory for brand equity in professional sport clubs. As
number of scholars believe that the consumer controls the creation of brand equity, it is essential
to examine brand equity from the consumer’s point of view, which is called customer-based
brand equity (Gladden and Milne, 1999).

Customer-based brand equity is defined as the discrepancy effect of brand knowledge on
consumer reaction to the marketing of the brand (Kamakura and Russell, 1991). Accordingly,
brand equity is conceptualized from the perspective of the consumer and customer-based brand
equity takes place when the consumer is familiar with the brand and holds some favorable,
strong, and unique brand associations in the memory (Kamakura and Russell, 1991; Keller, 2002)

On the other hand, Keller (1993) is another author who has studied brand management
and customer-based brand equity in detail, and he is also one of the most referenced authors in
brand literature. In terms of brand equity, Keller (1993) looks at brand equity from the customer’s
point of view, “consumer-based brand equity occurs when the consumer is familiar with the
brand and holds some favorable, strong, and unique brand associations in memory” (p.2).
Keller’s conceptualization considers two elements: firstly, the consumer must be aware of the
brand, and secondly, the brand must have a positive and unique brand image in the consumer’s
mind (Gladden and Funk, 2001). Considering the uniqueness of a sport product, it is important to
familiarize with Keller’s conceptualization of brand equity to the sport setting. In team sport, the
product is the actual game itself between two teams in which case it is unpredictable and
uncontrollable. Moreover, the consumption of the product in sport is experiential and emotional
(Mullin et al., 1993). According to Gladden and Funk (2001), the sport teams, which have a high
number of followers from different media channels and frequently sold out games, will have the

peak levels of brand equity as well.
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When considering the definition of Keller, brand equity has three key components:
differential effect, brand knowledge and consumer response to marketing. Brand equity surfaces
from differences in consumers’ responses. Subsequently, what customers have learned, felt;-seen,
and heard about the brand as a result of their experiences over time, which are the results of
consumers’ knowledge about the brand, cause these differences in responses. Finally yet
importantly, perceptions, preferences, and behavior related to all aspects of the marketing of the
brand reflect the differential response by consumers, which makes up the brand equity. Keller
(2003) proposes a model of brand equity by brand knowledge, which is comprised of brand
awareness (brand recognition and recall achieved through marketing stimuli), and brand image.
Brand image is detailed largely in the model since it has a complex nature. Thus, brand image
results from the favorability, strength, uniqueness, and types of brand associations held by the
customer. In the model, Keller (2003) depicts various types of brand association: attributes
(product-related and non-product related), benefits (functional, experiential and symbolic) and
attitudes. The brand associations will be used as a base for this study thus will be discussed in

detail under brand associations.
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Figure 7 — Brand Knowledge
Adapted from Kevin Lane Keller, (1993). Conceptualizing, measuring, and managing customer-

based brand equity. Journal of Marketing, Vol.57, January, pp.1-22, p7

Another conceptualization is Aaker’s, where Aaker (1991) divides brand equity into four
major asset categories: brand name awareness, perceived quality, brand associations, and brand
loyalty; plus generally other proprietary brand assets. Looking back at the definition that Aaker
(1991) provided and considering these assets, elaboration is needed to understand this definition

better. First, brand equity is a set of assets. Figure 8 below provides a dense overview of how
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brand equity spawns value. The figure also provides the different ways in which these assets

create value. Thirdly, brand equity creates value not only for the customer but for the firm as

well. Lastly, for assets or liabilities to inspire brand equity, they must be linked to the name and

symbol of the brand, and if there is a change in name or symbol, this may cause some or all assets

or liabilities to be affected (Aaker, 1996).
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Figure 8 - How Brand Equity Generates Value

Adapted from David A. Aaker., (1996). Building Strong Brands. New York: The Free Press, p.9
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By generating marginal cash flow in many ways, brand equity has the potential to add
value for the firm. It can enhance programs to draw new customers or reinstate old ones.
Moreover, the other four dimensions can help enhance brand loyalty, thus enhanced brand loyalty
is especially important in buying time to react when competitors innovate and obtain product
advantages. Then, brand equity will generally tolerate higher margins by allowing both premium
pricing and reduced reliance on promotions. One other way is that brand equity can present a
stage for growth through brand extensions. In addition, it can provide advantage in the
distribution channel. Finally, brand-equity assets offer a competitive advantage that often
portrays a real obstacle to competitors (Aaker, 1991).

In sport, Gladden, Milne and Sutton (1998) worked on brand equity and conceptualized a
model based on Aaker’s. As Figure 9 discuss the antecedents of brand equity for a sport product
since these antecedents’ conditions are important for sport managers to understand because they
have an impact on the level o f brand equity. Gladden et al. (1998) divides these antecedents into
three: product-related, organization related and market-related. Brand equity is then divided into
perceived quality, brand awareness, brand associations and brand loyalty, which will be further
discussed in detail under the corresponding topics. The model also describes the related outcomes

or consequences of establishing strong brands.
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Figure 9 - Conceptual Framework for Assessing Brand Equity
Adapted from James M. Gladden, George R. Milne, and William Sutton, (1998). A conceptual

framework for assessing brand equity in Division I College Athletics. Journal of Sports
Management, Vol.12, No.1 , p.5

Another proposal on brand equity, Low and Lamb Jr. (2000) suggest that both Keller and

Aaker appear to hypothesize that consumer perceptions of brands are multi-dimensional, yet

many of the dimensions they identify appear to be very similar, and furthermore, Keller’s and
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Aaker’s conceptualizations of consumers’ psychological representation of brands have not been
subjected to empirical validation. Consequently, Low and Lamb Jr. (2000) put forward the
suggestion that it is difficult to determine if the various constructs they discuss, such as brand
attitudes and perceived quality are separate dimensions of brand associations, (multi-
dimensional) as they propose, or if they are simply indicators of brand associations (multi-
dimensional).

Similarly, Krishnan and Hartline (2001) suggest that Keller’s approach as direct and
Aaker’s approach as indirect measurement of brand equity. In the direct approach, an attempt is
made to assess the value added by the brand to the product and in the indirect approach; the focus
is on the identification of the potential sources of brand equity (Krishnan and Hartline, 2001).
The direct and indirect approaches are complementary and should be used together since both
approaches have good points (Keller, 1993).

For all the listing reasons discussed above, this paper will be concentrating on both
Keller’s and Aaker’s theories on brand equity. General model of brand equity will concentrate on
Aaker’s brand assets just like Gladden et al.’s work in 1998: brand awareness, perceived quality,
brand loyalty, and brand associations, then last asset, associations, will be divided into attributes,

benefits and attitudes, which are adapted from Keller’s model.
1.2.1.1.Brand Awareness

An unknown brand to a consumer cannot occupy a position in consumer’s mind,;
therefore, the first step in conquering a strong position for a brand is to build brand awareness
(Walker, Boyd, and Larreche, 1999). Rossiter and Percy (1997) define brand awareness as
“buyer’s ability to identify (recognize or recall) the brand, within the category, in sufficient detail
to make a purchase” (p.113) and state that brand awareness makes the brand a candidate for
purchase. Awareness carries a reassuring message; when a brand is known, each individual
knows it is known and this leads to spontaneous inferences (Kapferer, 2004). Aaker (1991)
describes brand awareness as the ability of a potential buyer to recognize or recall that a brand is

a member of a certain product category (p.61). It refers to the strength of a brand’s existence in
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the mind of a consumer (Aaker, 1996). In Gladden, Milne and Sutton’s work in 1998, brand
awareness in sport is defined as the familiarity of consumers with a particular team or sport
product. Awareness involves a scale ranging from feeling uncertainty to believing that the
product to be the only one in the category. Awareness can be divided into three different levels:
brand recognition, brand recall and top-of —mind (Aaker, 1991).

Brand recognition is acquaintance gained from precedent exposure and it does not
necessarily entail remembering where the brand was encountered before, why it differs from
other brands or even what the brand’s product class is (Aaker, 1996). Although there needs to be
a link between the brand and the product class, it does not need to be strong because recognition
is the minimum level of awareness (Aaker, 1991). According to Keller (2003), brand recognition
is the consumer’s ability to confirm prior exposure to the brand when given a brand as a cue.
Brand recognition-based preference occurs in many consumer purchase situations. Buyer either
has the category need in mind but has only a category purchase intention and must recognize a
brand or the brand in noticed first then the buyer asks himself or. herself whether one has a need
for the category at present (Rossiter and Percy, 1997).

Secondly, brand recall is what comes to mind when asking a person to name the brand in
a product class (unaided recall) (Aaker, 1996). Unaided awareness measures the brand’s effect
and refers to the few brands, which immediately come to mind that will benefit them if the buyer
rather relies out of ease on immediate recall (Kapferer, 2004). Keller (2003) also states that brand
recall relates to consumer’s ability to retrieve the brand from memory when given the product
category, the needs fulfilled by the category, or a purchase or usage situation as a cue, thus it
requires consumers to generate the brand from memory when given a relevant cue. Brand recall-
based preference occurs in many consumer service purchase situations. The category need occurs
first and then the brands are recalled in response to it (Rossiter and Percy, 1997).

Finally, top-of-mind awareness is achieved by the first brand named in unaided recall
(Aaker, 1991). It measures whether the brand is the first to come to mind of people who are
interviewed on the brands of a given product category and this should be every brand’s goal.
Furthermore, top-of-mind awareness benefits the brand any time buyers have to make a quick

decision or what to decide without too much effort (Kapferer, 2004).
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There are sequential awareness choice situations whereby the brand must first be recalled
and than recognized (Rossiter and Percy, 1997). According to Keller (2003), it is generally easier
to recognize a brand than it is to recall it from memory and the relative importance of brand recall
and recognition will depend on the extent to which consumers make product-related decisions
with the brand present or not. Considering the fact that the consumers are subject to many
marketing messages, it is crucial to establish recall and recognition. First, an extensive sales base
is usually a massive asset. Then, finding different means of sending messages and attention
catchers are important in building brand awareness. Finally, getting consumers to recognize and
recall will enhance brand equity (Aaker, 1996).

1.2.1.2.Perceived Quality

Consumers often articulate the quality of a product or service based on a diversity of
informal cues that they correlate with the product (Schiffman and Kanuk, 1997). Perceived
quality is the consumer’s perception of overall quality or superiority of a product or service with
respect to its intended purpose, relative to alternatives (Aaker, 1991). It is defined as the
consumer’s judgment about a product’s overall excellence or superiority (Zeithaml, 1988; Aaker
and Jacobson 1997). Keller (2003) proposes that perceived quality is a global judgment based on
customer perceptions of what constitutes a quality product and how well the brand rates on
dimensions such as performance, features, conformance quality, reliability, durability,
serviceability, and style and design. These dimensions often influence attitudes and behavior
toward a brand (Keller, 2003). In sport, perceived quality is described as the consumer’s
perceptions of a team to other sport products. Evidently, this could be extended beyond the
concept of a team to other sport products (Gladden et al., 1998).

According to Aaker (1996), perceived quality is a brand association that is elevated to the
status of a brand asset for some reasons. Reasons include among all brand associations, only
perceived quality has been shown to drive financial performance, perceived quality is often a
major strategic thrust of a business, and perceived quality is linked to and often drives other
aspects of how a brand is perceived (Aaker, 1996). Low and Lamb (2000) argue that the

44



perceived quality of products and services is central to the theory that strong brands add value to
consumers’ purchase evaluations.

Consumers use cues that may be intrinsic or extrinsic to the product or service, thus such
cues provide the basis for perception of product or service of quality. Intrinsic cues are those that
concern physical characteristics of the product itself such as size, color, flavor, or aroma.
Consequently, consumers like to believe that they base their evaluations of product quality on
intrinsic cues because this allows them to justify their positive or negative product decisions as
being rational or objective product choices. When the actual experience is absent, consumers
evaluate quality based on extrinsic cues, which are external to the product itself including price,
brand image, manufacturer’s image, retail store image or even the country of origin (Schiffman
and Kanuk, 1997).

Perceived quality is the perception of consumers and it differs in concepts like actual or
objective quality (product or service delivers superior service), product-based quality (the nature
‘and quantity of ingredients, features, or services included), and manufacturing quality
(conformance to specification, the zero defect goal). Because judgments about what is important
to customers are involved since people differ in their personalities, needs and preferences,
perceived quality cannot be objectively determined (Aaker, 1991).

Aaker (1991) claims that perceived quality is an intangible, overall feeling about a brand,
yet it is usually based on characteristics of the product to which the brand is attached like
reliability and performance. Many firms deem quality to be one of their prior values and state it
in their mission statements. Moreover, perceived quality is often the key positioning dimension
for corporate brands and other brands that range over product classes. In addition, for many
brands, perceived quality defines the competitive environment and their own position within that
environment. Of course, when perceived quality improves, other elements of consumers’
perception of the brand will also develop (Aaker, 1996). _

Establishing high quality demands an understanding of what quality means to customers
since perceived quality may differ from actual quality. The reasons may include being overly
influenced by a previous image of poor quality, not considering important enough, not having

enough information to judge quality, and not knowing how to judge quality (Aaker, 1996).
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It is more difficult for consumers to evaluate the quality of services than the quality of
products. The reason being is that this is true of certain distinctive characteristics of services: they
are intangible, variable, perishable and simultaneously produced and consumed (Schiffman and
Kanuk, 1997).

1.2.1.3.0ther Proprietary Brand Assets

Brand assets will be most valuable if they restrain or prevent competitors from grinding
down a customer base and loyalty. These assets need to be tied to the brand in order to be
relevant, which can take many different forms, such as trademarks, patents, and distribution
channel relations (Aaker, 1991).

A trademark can guard brand equity from competitors, who might want to puzzle
customers by a similar name, symbol or package. A patent can avoid direct competition if it is
pertinent and strong to customer choice. Furthermore, if the value of a patent could easily be
transferred to another brand name, its contribution to brand equity would be low. A distribution
channel can be controlled by a brand because of a history of brand performance (Aaker, 1991).
Aaker (1991) proposes that if distribution is a basis for brand equity, it needs to be based on a

brand rather than on a firm.

1.2.1.4.Brand Associations

Brand associations are anything linked in memory to a brand and brand image is a set of
associations, usually organized in some meaningful way (Aaker, 1991). In the Dictionary of
Marketing Terms, brand association is defined as “degree to which a particular brand is
associated with the general product category in the mind of the consumer” (Imber and Toffler,
2000, p.68). Marketing programs create a positive brand image that link strong, favorable, and
unique associations to the brand in memory. When the link is based on many experiences or

exposures to communications or supported by a network of other links, it will be stronger (Aaker,
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1991). Brand associations refer to the intangible attributes of a brand, in the case of sport, the
experiential and symbolic attributes offered by an athletic team (Gladden et al., 1998).

The brand identity, what the organization want the brand to stand for in consumers’
minds, drives brand associations. Brand identity looks to the future, reflects the brand’s enduring
qualities, and is strategic, whereas brand image looks to the past, tends to be tactical and passive.
Nevertheless, brand associations are the heart and soul of a brand (Aaker, 1996). These
associations form networks ultimately creating an overall brand image. This way, image is the
cumulative product of brand associations (Keller, 2003).

Keller (1993) defines brand image as perceptions about a brand as reflected by the brand
associations held in consumer memory. He, then, argues that brand associations are the other
informational nodes linked to the brand node in memory and contain the meaning of brand for
consumers. According to Keller (2003), brand associations can be created in a variety of ways: by
direct experience, from information communicated about the brand from the firm or other
commercial or non-partisan sources and word of mouth, and by assumption or inferences from
the brand itself or from the identification of the brand with a company, country, channel of
distribution, or some particular person, place, or event. A brand name’s underlining value often is
its set of associations — what it means to people. The value of a brand is created in many ways by
associations: helping to process/retrieve information, differentiating the brand, generating a
reason to buy, creating positive attitudes/feelings, and providing a basis for extensions (Aaker,
1991).

Marketing programs that link strong, favorable, and unique associations to the brand in
memory creates a positive brand image. Furthermore, remembering back the definition of
customer-based brand equity, it does not differentiate between the source of brand associations
and the way in which they are formed, what counts is the resulting favorability, strength, and
uniqueness of brand associations. Overall, in order to create differential response that leads to
customer-based brand equity, it is vital that some of the strongly held brand associations are not
only favorable but also unique (Keller, 2003). Thus, those important characteristics of brand

associations should be thoroughly understood.
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First, associations vary in the strength of their connection to the brand note and strength is
a function of both amount, or quantity, as well as the nature, or quality, of processing that
information receives. The strength of associations will not only depend on consumers’ recall and
salience of the brand, but also on the context, which the associations remind and retrieve cues.
Strong brand benefits and brand attributes (which are discussed in detail in the following topics)
are created by the source of information with direct experience (Keller, 2003).

Convincing consumers that the brand possesses relevant attributes and benefits to satisfy
their needs and wants creates favorability of brand associations. These associations are desirable
to consumers, the product delivers these associations, and supporting marketing programs convey
them. Desirability depends on three factors: relevancy, distinctness and believability.
Deliverability depends on three factors as well: the actual or potential ability of the product or the
service to perform, the current or future prospects of communicating that performance, and the
sustainability of the actual and communicated performance over time (Keller, 2003).

Unique selling proposition gives a sustainable competitive advantage and a compelling
reason why consumers should buy the product. Product-related or non-product-related attributes
or benefits could create the uniqueness (Keller, 2003).

Marketers and consumers use associations as an important indicator in their decision-
making processes. Marketers utilize brand associations to differentiate, position and extend
brands, to create positive attitudes and feelings toward brands, and to suggest attributes or
benefits of purchasing or using a specific brand. Consumers use them to aid process, organize,
and retrieve information in memory and to assist them in making purchase decisions (Aaker,
1991).

Low and Lamb Jr. (2000) suggest that consumers, who have more highly developed brand
association structures for familiar brand than for less familiar ones, and therefore, are more likely
to have multi-dimensional brand associations for familiar brands compared to less- or unfamiliar
brands. This suggestion grows out of the researches conducted in consumer psychology, which
proposed that consumers, who have more experience with a brand, develop more dimensions and

categories in their deeper knowledge structures (Low et. al., 2000).
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In team sport, a diversity of associations are formed, which are mostly intangible and
experiential, where some might see the game as an occasion to watch their favorite team while
others might perceive it as a social gathering. On the other hand, social experiences and
peripheral activities may outweigh the focus on the actual game. Consequently, sport marketers
need to understand the types of associations that the consumers have when consuming a team
sport product. By understanding these associations, marketing activities can be modified to create
new, favorable brand associations and to reinforce the positive brand associations the existing
ones. Thus, Aaker’s theory on the level of strength and Keller’s theory on the degree of
favorability and uniqueness of associations can- be used in sport as well (Gladden and Funk,

2001). Therefore, both works are examined for a more complete understanding.
1.2.1.4.1.Types of Brand Associations

There are different theories on the types of brand associations in the literature. Aaker
(1991) divides brand associations into 11 categories, which include: product attributes,
intangibles, customer benefits, relative price, use/application, user/customer, celebrity/person,
life-style/personality, product class, competitors, and country/geographic area. On the other hand,
Biel (1992) argues that brand associations could result from corporate image, product image, and
user image and each of these can be divided into functional and emotional attributes. Then,
Farquar and Herr (1993) propose that the types of brand associations include product category,
usage situation, produét attribute, and customer benefits. Chen (2001) divides associations into
two — product associations and organizational associations, then into subcategories. Product
associations are divided into functional attribute associations such as product attribute, perceived
quality, and functional benefits, and non-functional attribute associations such as symbolic
association, emotional association, price/value, and user/usage situation. Organizational
associations are dived into two: corporate ability associations and corporate social responsibility
associations (Chen, 2001).

Finally, according to Keller (1993), there are three kinds of associations: attributes,
benefits and attitudes, which then can be categorized within them, according to the qualitative
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nature of the associations. Keller’s conceptualization of associations is used in this study because,
as in Gladden and Funk’s works (2001 and 2002), research conducted in sport literature
identified the applicable sport dimensions of brand associations, which are included and used in

this study as well.

1.2.1.4.1.1.Attributes

Attributes are typically the descriptive features of a particular brand, which characterizes
it in the mean of symbolizing what one gets when purchasing or consuming the product (Keller,
1993). According to Myers and Shocker (1981), attributes can be categorized in many ways, but
Keller (1993) distinguishes attributes according to how directly they relate to product or service
performance. Attributes are divided into two types: product-related and non-product-related.

1.2.1.4.1.1.1. Product-Related Attributes

Product related attributes are the ingredients, which are necessary for performing the
product or service function that the consumers seek. This leads to relating to a product’s physical
composition or a service’s requirements and these attributes vary by product or service category
(Keller, 1993). According to O’Cass and Grace (2003), product-related attributes are essentially
defined as the components of the core product or service function and, in terms of service-related
attributes; it refers to the process of the core service. In terms of team sports, product-related
attributes would represent those factors that contribute to the performance of the team, which
include success, star player, head coach, and management. (Gladden and Funk, 2002).

Success is one of the most important creators of brand associations and, over time, brand
equity and this is supported by researches done by different academicians including Brandvold,
Pan and Gabert (1997), and Porter and Scully (1982). They suggested that most notable outcome
of success is the increased ticket sales. Then, according to Schofield (1983), star player or
players® presence can contribute to the overall attractiveness of a given team. Fans tend to

associate themselves with a successful athlete or team (McDonald, Milne and Hong, 2002).
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Especially, in the case of unsuccessful teams, marketing and promotional activities for star
players may help change brand associations developed by lost games (Fisher and Wakefield,
1998). According to Gladden and Funk (2002), there is anecdotal evidence, which suggests that
the head coach can have an impact on the creation of brand associations. Gladden and Funk also
found a positive relationship between the head coach and team merchandise sales in their
research on examining the importance of brand equity in professional sports in 1999. Lastly, team

management can have an impact on consumer’s perception on a team (Gladden and Funk, 2002).
1.2.1.4.1.1.2. Non-Product-Related Attributes

Non-product-related attributes are defined as external aspects of the product or service
that relate to its purchase or consumption, yet it does not affect the overall performance of the
product. There are four main types of non-product related attributes, which are price, brand
personality, user (what type of person uses the product or service) and usage imagery (where and
in what types of situations the product or service is used), and feelings and experiences (Keller,
2003).

In terms of sport products, these four non-product related attributes can be altered as logo
design, stadium/arena, product delivery, and tradition. According to both Aaker (1991) and
Keller (1993), in the process of generating brand associations, corporate marks or logos play an
important part. Furthermore, corporations can strengthen the retrieval of associations with a
particular brand by a logo (Beihal and Sheinin, 1998). For those who are attending the game,
stadium or the place where the sporting event takes place, can play a big part in creation of
associations. According to Schofield (1998), positive associations can be created by the cleanness
of the restrooms, concession stands, layouts, etc., aesthetic qualities of the stadium, the sense that
the community provides, and the opening of new stadiums and areas. Then, product delivery,
where the eager fans can be entertained, can trigger the motivation for sport fandom (Wann,
1995). Through the product delivery, a sport team can entertain and develop brand associations.
Team’s performance and occurring supplementary activities can be included. Last of all,

according to Gladden and Funk (2002), a strong basis of brand association can be tradition,
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which can be associated with the team. Tradition factors can range from game performance to
style of play, history to management, thus any definition must be broaden beyond winning
(Gladden and Funk, 2002).

1.2.1.4.1.2.Benefits

Benefits are the personal value that a person attaches to the product or service attributes,
which means what consumers think the product or service can do for them (Keller, 1993). In
addition, Keller (1993) presents that benefits signify the psychological meaning and value
consumers attach to the product. As Wann (1995) puts it, in the instance of a person purchasing a
team jersey, which has the team logo, can translate to signify this person’s identification with that
team, consequently, satisfying needs of affiliation and self-esteem enrichment.

A particular team can provide a basis for identification, which can offer a benefit to a fan.
On the other hand, following a team can help a fan escape the daily stresses, thus aids to develop
strong associations with the team (Smith, 1988). How a team brings back good or bad memories
will affect a consumer in his choice to follow a team, which is actually called nostalgia, and to
relieve a feeling of happiness through the associations (Holbrook, 1993).

There are three concepts according to the principal motivations, which they relate, include

functional, symbolic, and experiential benefits (Park, Jaworski, and MacInnis, 1986).
1.2.1.4.1.2.1. Functional Benefits

According to Park, Jaworski and MacInnis (1986), these benefits motivate the search for
products that solve consumption-related problems and a brand with a functional concept is
defined as one designed to solve externally generated consumption needs (Keller, 1993).
Furthermore, they define functional needs as “those that motivate the search for products thét
solve consumption-related problems” (Park et al, 1986, p.136). Functional benefits are the
intrinsic advantage of product or service consumption and typically match to the product-related

attributes, which is to satisfy basic motivations such as solving or avoiding problems. According
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to Keller (1993), these benefits often are linked to basic motivations, such as in Moslow’s theory
(1970) - physiological and safety needs, and engage in a desire for solving or avoiding problems.

In sport, Smith (1988) argues that following a sport team can be used as a way to cope
through which people can find fulfillment and contentment. Temporary escape from daily stress
is a functional benefit that can be linked to professional team sport experience as a fan (Gladden
and Funk, 2001).

1.2.1.4.1.2.2. Symbolic Benefits

As Park et al. (1986) puts it, symbolic needs fulfill internally generated needs for self-
enhancement, role position, group membership, or ego-identification, and a brand with a
symbolic concept is one designed to be relevant to the individual with a desired group, role, or
self-image. They are the extrinsic advantages of product or service consumption, which
correspond to non-product-related attributes and associate with basic needs for social approval or
individual expression and outer-directed self-esteem (Keller, 1993). Keller (1993) also claims
that symbolic benefits should be particularly applicable to socially visible products.

The ability of a team to offer a source of identification and comply with a consumer’s
need to associate with something successful or desirable was characterized as a symbolic benefit
in Gladden and Funk’s work (2001). Thus, fan identification with a particular team will be a
symbolic benefit used in this study. Peer group acceptance is one other symbolic benefit, which is
a result of interest in a particular team. Friends and family play an important role (Grace and
O’Cass, 2002). If a consumer feels friends and family approve the following or supporting a
specific team, all constituents of the consumption experience will be viewed more favorable. In
this sense, positive associations with a team may be derived given a consumer’s eagemess to
belong to a group (Gladden et al, 2002).
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1.2.1.4.1.2.3. Experiential Benefits

Experiential needs are desires for products that offer sensory pleasure, variety, and
cognitive stimulation. A brand with an experiential concept is designed to fulfill the internally
generated needs for stimulation and variety (Park et al, 1986). As Keller (1993) describes it,
experiential benefits relate to what it feels like to use the product or service, satisfy experiential
needs, and usually corresponds to the product-related attributes. These benefits present a
symbolic meaning or a pleasurable experience (Keller, 1993).

Nostalgia and pride can be considered as experiential benefits since a sport team can
provide a source of nostalgia and a source of pride for a community. Nostalgia is “a yearning for
yesterday, longing for the past, or a fondness for possessions and activities associated with the
days of yore” (Holdbrook, 1993, p.245). Mael and Ashforth (1992) and Trujillo and Krizek
(1994) argue that the notion of invented traditions or behaviors connect people with the past.
Pride in place is people’s affiliation with a hometown team due to its ability to represent that city
and these teams can be considered as “public trust” as Trujillo and Krizek (1994, p.308) calls it.
Strong brand associations may be developed as the consumers believe that the team presents a

common point for the community (Gladden et al, 2002).

1.2.1.4.1.3.Attitudes

The most abstract form of brand associations lastly is attitudes. This is important because
attitudes are what constitute the basis for consumer behavior. According to Kinnear et al. (1995),
attitudes are learned tendencies to perceive and act in a consistent way toward a given object or
idea, such as a product, service, brand, company, store or spokes person. Furthermore, many
marketers consider attitudes to be precise predictors of consumer behavior (Kinnear et al., 1995).
According to Keller (1993), brand attitudes are a function of the associated attributes and benefits
that are salient for the brand. This suggests that the salient beliefs a consumer has about the
product or service and the evaluative judgments of those beliefs. Attitudes are consumer’s overall

evaluation of the brand and often rely on the strength and favorability of the attributes and
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benefits that the brand provides (Keller, 2003). As Zeithaml (1988) explains, brand attitudes can
be associated with beliefs about product-related attributes and the functional and experiential
benefits, consistent with work on perceived quality. On the other hand, brand attitudes can be
associated with non-product-related attributes and symbolic benefits (Rossiter and Percy, 1987).

As Gladden and Funk (2002) used attitude as a dimension in their study, they relied on
Krosnick and Petty’s (1995) conceptualization, and Funk and Pastore’s (2000) work, which
divided attitude properties into attitudinal aspect, cognitive structure, and subjective beliefs.
Attitudinal aspects reflect characteristics of an attitude, which exists on an evaluative continuum
range, varying from positive to negative, for example valence, and -reveal affective reactions. The
cognitive structure dimension represents the attitude’s position within a network of associative
links, for example knowledge, which establishes how an individual assesses the attitude item
from memory. Subjective beliefs stand for attitudinal characteristics, for example importance,
linked with the subjective evaluation of an item based upon its perceived significance (Gladden
and Funk, 2002). Gladden and Funk (2002) used importance, knowledge, and affective reactions
for their attitudinal dimension where importance refers to a person’s perception of the
psychological significance and value that one attaches to a sport team. Knowledge stands for
attitude-relevant knowledge that accompanied an individual’s attitude related to a team, where
asking someone to list all the things he/she knows about the team could do the measurement of
knowledge. Lastly, affective reactions represents an individual’s feelings about a team and these
reactions have been assessed using affective indexes drown from a series of semantic differential
scales (Gladden et al, 2002).

Attitudes are only tendencies to perceive and act in a given way (Kinnear, 1995).
Therefore, attitudes are very abstract and thus difficult to make it operational for managerial
action and attitudes are hypothesized to mediate the formation of strong associations based on
attributes and benefits (Gladden et al, 2001). Funk (2001) used importance, knowledge and
affective reactions in his study and states that these three are strong predictions of commitment to
a professional baseball team. In order to develop attitudinal measures of brand associations, these

three properties are incorporated in the methodology.
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1.2.1.5.Brand Loyalty

Brand loyalty is the core of brand’s equity, which signifies a measure of attachment that a
customer has to a brand (Aaker, 1991). Customer loyalty mostly creates brand’s value to a firm,
and loyalty-building programs can be encouraged and justified by considering loyalty as an asset,
which then can be aided to create and enhance brand equity (Aaker, 1996). Brand loyalty is
qualitatively different from the other major dimensions of brand equity in that it is tied more
closely to the use experience, thus it cannot exist prior purchase and use experience (Aaker,
1991). According to Oliver (1997), the discussion of loyalty or enduring preferences for products
and services generally necessitates that consumers be able and willing to maintain interaction
with the brand in some way, where it leads to repetitive purchasing in many cases.

Oliver (1997) defines customer loyalty as “ a deeply help commitment to rebuy or
repatronize a preferred product or service consistently in the future, despite situational
influences and making efforts having the potential to cause switching behavior” (p.392). He goes
on to suggest that ultimate customer loyalty is a function of perceived product superiority,
personal fortitude, social bonding, and their synergetic effect. On the other hand, Wilkie (1994)
describes brand loyalty as a favorable attitude, and consistent purchase, toward a particular brand.

Jacoby and Chestnut (1978) defines brand loyalty as “biased, behavioral response
expressed over time, by some decision-making unit, with respect to one or more brands out of a
set of such brands, and is a function of psychological processes” (p.80).

According to Griffin (1995), the concept of customer loyalty leans more to behavior than
to attitude, in which case she is discussing the purchase behavior in terms of retention and total
share of customer. Loyalty is something that consumers may exhibit to brands, services, stores,
product categories, and activities (Uncle, Dowling and Hammond, 2003).

In sport concept, brand loyalty is defined as the ability to attract and retain consumers.
Alas, this is sometimes difficult because of the nature of sports where it is inconsistent and
intangible (Gladden et al., 1998).

Unfortunately, loyalty is not a simple one-dimensional rather a very complex multi-
dimensional concept (Ha, 1998). Wilkie’s (1994) definition of brand loyalty implies that
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consumers are loyal when both attitude and behavior are favorable; however, this does not clearly
explain the intensity of brand loyalty as it precludes the possibility that a consumer’s attitude is
unfavorable while one repurchases. In which case, the consumer’s loyalty would be superficial
and shallow-rooted (Ha, 1998). Furthermore, there is no universally agreed definition of loyalty
by Jacoby and Chestnut (1978) or Dick and Basu (1994) or Oliver (1997). Uncle et al. (2003)
describes three conceptualizations about loyalty: (1) as primarily an attitude that sometimes leads
to a relationship with the brand, (2) mainly expressed in terms of past purchase behavior and (3)
buying moderated by the individual’s characteristics, circumstances, and/or the purchase
sifuation.

Wakefield and Sloan (1995) “defined team loyalty” as enduring allegiance to a particular
team, was the most important factor in determining spectator’s desire to attend live sporting
events. According to James, Kolbe and Trail (2002), loyal sport consumers are people, who will
remain with the team over an extended period of time. The behavioral consistency or repeat
patronage that characterizes loyalty is a significant financial goal for many organizations, yet true
loyalty needs to be considered as more than simply the inertia of engaging in team-related
behaviors (James et al, 2002). Funk and James (2001) conclude that team loyalty pertaining to
sport involves a person to form a psychological connection to a team, which results in consistent
and enduring behaviors and attitudes towards a team. According to Funk, Haughtvedt and
Howard (2000), conceptualizing loyalty in terms of resulting features linked to strong attitudes
provides a means to examine the psychelogical processes responsible for possible variations in
team-related attitudes. Consequently, strength-related features, such as resistance and behavior,
could be treated as casual indicators of loyalty and viewed as possible determinants of team
loyalty (Funk et al, 2000). With this approach, Funk, Haughtvedt and Howard (2000) suggest that
it could be asserted that an attitude is leading to the extent that it manifests a variety of strength-
related features. Accordingly, persistence, resistance, impact on cognition and congruence of an
attitude with behavior may detach or unite with one another additively or multiplicatively to yield
an overall level of loyalty. Adaptation of this perspective would foster a line of research that
explores determinants of attitude formation like team identification and its consequent

relationship with a team, sport, or player. Therefore, a framework to understand the development
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of spectator and fan behavior (from initial team awareness to strong, stable and continuous
involvement with a team) could be provided (Funk et. al, 2000).

1.2.1.5.1.Benefits of Loyalty

Customer loyalty has both economic and non-economic benefits because, as by many
researchers and academicians agree, there is a high cost of acquiring new customers compared to
keeping the current portfolio where present customers are there to generate more profits and
spread favorable.communications (Kotler, 2003).

According to Linton (1993), loyalty activities and implications that lead to mostly non-
economic benefits to companies include: improving long-term business performance; influencing
product development; focusing the organization on the customer; ensuring repeat purchase;
increasing customer retention; shortening purchase cycles; enhancing the ownership experience;
managing customer relationships; opening sales channels; contributing to long-term planning;
and dealing with competitive activities. Through these areas, the companies will be. able to
respond to customers’ needs, differentiate products or services from the competitors, and build
and retain long-term loyalty (Linton, 1993).

Reichheld (1996) proposes six economic benefits of retaining customers. These include
savings on customer’s acquisition or replacement costs, a guarantee of base profits, as existing
customers. are_likely to have a minimum spend per period, growth in per-customer revenue as,
over a period, and existing customers are likely to learn more, have more varied needs and spend
more. Moreover, a reduction in relative operating costs as the firms can spread the cost over
many more customers and over a longer period, free of charge referrals of new customers from
existing customers, which would otherwise be costly in terms of commissions or introductory
fees. Finally, price premiums as existing customers do not usually wait for promotions or price
reductions before deciding to purchase, in particular with new models or versions of existing
products (Reichheld, 1996).
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1.2.1.5.2.Loyalty Phases

Oliver (1997, 1999) divides loyalty into four phases according to the different elements of
the attitude development structure where a consumer becomes loyal in a cognitive sense first,
then in an affective sense, next in a conative matter, and finally in a behavioral manner (action
inertia). Consumers are thought to form beliefs, formulate likes and dislikes, and decide whether
they wish to buy the product or the service.

Cognitive Loyalty. In this first phase, the information base available to the consumer
compelling points to one brand over another (Oliver, 1997). The consumer prefers the brand to
other alternatives by the available attribute information where the decision is based solely on the
brand belief. Because of this information, loyalty is directed toward the brand. The vulnerabilities
that this stage includes are the actual or imagined better competitive features or price through
communication and vicarious or personal experience, deterioration in brand features or price, and
variety seeking and voluntary trial (Oliver, 1999).

Affective Loyalty. Attitude is shown as a function of expectations in the early purchase
periods and as a function of expectancy disconfirmation with prior attitude and satisfaction later
(Oliver, 1997). A liking or attitude toward the brand starts to develop based on usage occasions
and satisfaction. Affect is not as easily displaced while cognition is directly subject to offset
argumentation. The degree of liking (effect) influences the loyalty. At this stage of loyalty,
consumers are subject to switch their preferences on the product to other brands. Thus, it would
be enviable if consumers were at a deeper level of loyalty. The vulnerabilities include cognitively
induced dissatisfaction, enhanced liking for competitive brands, variety secking and voluntary
trial, and deteriorating performance (Oliver, 1999).

Conative Loyalty. In this behavioral intention stage, consumers are influenced by
repeated incidents of positive effect toward the brand. Conation implies a brand-specific
commitment to repurchase, so conative loyalty includes what appears to be the deeply held
commitment to buy. Unfortunately, this loyalty is to the intent of rebuying the brand and is more

parallel to motivation. There may be a will to repurchase, but this will may be an anticipated yet
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unrealized action. Vulnerabilities for this stage are persuasive counterargumentative competitive
messages, induced trial, and deteriorating performance (Oliver, 1999).

Action Loyalty. In this stage, the intention from the previous stage turns into an action,
which transforms into ‘readiness to act’. Oliver (1997) states that his stage has not been
investigated thoroughly in order to achieve a greater understanding. This stage’s vulnerabilities

include induced unavailability, increased obstacles, and deteriorating performance (Oliver, 1999).

1.2.1.5.3.Loyalty Classification

Dick and Basu (1994) developed a framework for loyalty conditions by combining both
attitudinal and behavioral measures. They proposed that loyalty is determined by a combination
of repeat purchase levels and relative attitude where relative attitude is determined by attitude
strength and attitudinal differentiation.

In the case of high repeat patronage and high relative attitude is what the marketers seek
for their uitimate goal because loyal customers are less motivated to search for alternatives, more
resistant to change, and more likely to pass along positive word of mouth. Latent loyalty occurs
when a consumer has a strong preference for or attitude toward a company’s brand, yet does not
exhibit high repeat patronage due to some situational or environmental variable. Spurious loyalty
exists when a consumer purchases a brand frequently, but does not see the difference among
brands. When there are no other alternatives in a category or choice is made simply on
experiences and habits, spurious loyalty occurs. Lastly, no loyalty occurs when consumers tell a
few differences between alternative brands and there are low repeat purchases (Dick and Basu,
1994). In this case, brand switching is common and choice among brands is usually made based
on situational factors (Rajshekhar, Javalgi and Moberg, 1997).
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Table 1 - The Dick and Basu Relative Attitude to Repeat Purchasing Relationship

Repeat Patronage of Focal Brand
High Low
High Loyalty Latent Loyalty
Relative Attitude . } : )
Low Spurious Loyalty No Loyalty

Adapted from Alan S. Dick, and Kunal Basu, (1994). Customer Loyalty: toward an integrated
conceptual framework. Journal of the Academy of Marketing Science, Vol. 22, No. 2, p.101

In sport, Backman and Crompton (1991) used attitudinal and behavioral scores to
segment respondents in their study of golf and tennis participants. They used the table below to
distinguish four discrete levels of loyalty, which classified participants into specific groups by
weak or strong attitudes and high or low behavioral consistency. Both strong psychological
attachment, which is high attitudinal loyalty and active participation, which is high behavioral
loyalty caused high (true) loyalty. Spurious loyal consumer were those who showed high
behavioral loyalty but low attitudinal loyalty, as the low level of attitudinal loyalty among these
consumers caused high rates of drop outs. Then, when consumers showed strong attachment
(high attitudinal loyalty) and low level of participation (low behavioral loyalty), they were
considered latent loyal. These people expressed a strong desire to participate, but lacked the
means to engage in the activity on a regular basis. Lastly, low loyalty participants were those who

displayed low levels of both behavioral and attitudinal loyalty (Backman and Crompton, 1991).
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Table 2 - Loyalty Model

Psychological Commitment
Strong Weak
Behavioral | High High (True) Loyalty | Spurious Loyalty
Consistency
(Attendance Low Latent Loyalty Low (Non) Loyalty
Frequency) :

Adapted from Sheila J. Backman, and John L Crompton, (1991). The usefulness of selected
variables for predicting activity loyalty. Leisure Sciences. Vol.13, pp. 205-220.

1.2,2, Measuring Brand Equity

The methods for measuring brand equity are financial or consumer-related. In the
marketing literature, measuring brand equity generally is divided into two groups: involving
consumer perceptions (i.e. awareness, brand associations, or perceived quality) and consumer
behavior (i.e. brand loyalty and the focus on paying a price differential) (Myers, 2003).

According to Keller (2003), brand equity can be measured indirectly (measuring the
potential sources of brand equity) and directly (measuring the possible outcomes of brand
equity). Indirect measures require measuring various aspects of brand awareness and brand
image: breadth and depth of brand awareness; the strength, favorability, and uniqueness of brand
associations; the valence of brand responses; and the nature of brand relationships. Measuring
directly involves estimating the various benefits realized form creating these sources of brand
equity (Keller, 2003).

Aaker (1996) suggests that his equity framework terms the “Brand Equity Ten” to
measure, evaluate and track brand equity. “The Brand Equity Ten” was shaped by four criteria:
the measures should reflect the construct being measured, the measures should reflect constructs

that truly drive the market, selected measures should be sensitive, and measures should be

62



developed that can be applied across brands, product categories, and markets (Aaker, 1996). In
this framework, ten sets of measures are grouped into five categories, four of which have already
been discussed above in detail. Customer perceptions are represented with loyalty, perceived
quality, associations and awareness, and fifth measure where two sets of market behavior
measures represent information gathered from market-based information rather than directly from

customers, which are summarized in Table 3 (Aaker, 1996a).

Table 3 - The Brand Equity Ten

Loyalty Measures
e Price Premium
o Satisfaction/Loyalty
Perceived Quality/ Leadership Measures
o Perceived Quality
__* Leadership y
Associations/ Differentiation Measures
e Perceived Value
o Brand Personality
e Organizational Associations
Awareness Measures
_* Brand Awareness
Market Behavior Measures
e Market Share
_* Price and Distribution Indices

Adapted from David A. Aaker, (1996a). Measuring Brand Equity across Products and Markets.
California Management Review. Vol. 38, No.3, p.105

On the other hand, in sport perspective, Gladden, Milne and Sutton (1998) divided brand
equity into three perspectives: team-related factors, organization-related factors and non-
organization-related factors. In this study, brand association and loyalty will be taken into
consideration in order to examine the link between them by combining both involving customer
perception (brand associations) and consumer behavior (brand loyalty) as Myers (2003) suggests.

Therefore, awareness, perceived quality and market behavior measures will not be taken into
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consideration in this work, so conceptualization of brand equity of Gladden et al. (1998) has been

modified to be used to measure brand associations.
1.2.2.1. Measuring Brand Associations

According to Low and Lamb Jr. (2000), a number of studies have appeared which
measured some aspect of consumer brand associations; however, these studies did not use
consistent measurement techniques, thus the results were not comparable.

Aaker (1996a) structured the measurement of associations around three perspectives on
the brand: the brand-as-product (value), the brand-as-person (brand personality) and the brand-as-
organization (organizational associations). The brand-as-product perspective focuses on the
brands value proposition, where it involves a functional benefit. Next, the brand-as-person
perspective can provide a link to the brands emotional and self-expressive benefits and a basis for
consumer/brand relationship and differentiation. When there are minor differences in physicality
and the product is consumed in a social setting, this is important. Lastly, the brand-as-
organization perspective considers organization that lied behind the brand. This can be helpful
when brands are similar with respect to attributes, when the organization is visible, or when a
corporate brand is involved.

In this study, combination of all three perspectives and Gladden et al.’s (2002)
conceptualization of brand equity are used with team associations which are measured with 16
independentAdimensions including success, star player, head coach, management, logo design,
stadium, product delivery, tradition, escape, fan identification, peer group acceptance, nostalgia,
pride in place, importance, knowledge, and affect.

1.2.2.2, Measuring Brand Loyalty
In operational manner, Sheth (1968) provides the definition of brand loyalty as a function

of a brand’s relative frequency of purchase in both time-independent and time dependent
situations. Jacoby and Chestnut (1978) identified three kinds of categories for measuring loyalty:
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behavioral, attitudinal and composite of both. Figure 10 below describes the conceptualization of
customer loyalty, which will be further investigated in the following topics.

Strong attitudes and positive beliefs toward

the brand \ Attitudinal-loyalty to the

brand (mainly seen as

M single-brand loyalty-
The influence of significant others, monogamy)

community membership and identity

Habitual revealed behavior
(2)\‘ Behavioral-loyalty to the

brands (mainly seen as

Satisfactory experience and weak / g;;d:sd;lgi?;tgyaz ;‘) few

commitment to brands

Purchase situation, usage occasions and

variety secking Co-determinants of
3) buying brand(s) (mainly
seen as weak loyalty or
An individual’s circumstances and / no loyalty — promiscuity)

characteristics

Figure 10 - Conceptualizations of Customer Loyalty

Adopted from Mark D. Uncles, Grahame R. Dowling, and Kathy Hammond, (2003). Customer
loyalty and customer loyalty programs. Journal of Consumer Marketing, Vol. 20 No. 4, pp. 294-
316., p.296

According to Bennett and Rundle-Thiele (2002), loyalty is often used with its operational

definition, where it refers to repeat purchase, preference, commitment, retention and allegiance.
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Besides that, loyalty is also referred to its market-specificity: service, store and vendor loyalty

(Bennett et al, 2002). The Table 4 below describes their theory on loyalty and measurements.

Table 4 - Summary of Brand Loyalty Characteristics and Measures

I | Consumables | Durables | Services

| Behavioral Loyalty | i |

| Brand switching | Yes | No | No

| Purchase frequency | High | Low | Medium to high

| Loyalty type | Multi-brand | Sole brand | Sole or dual brand

| Share of category (%) | Variesfrom1t060 [ 100 _ .| Typically 80 or higher
Proportion of sole buyers | Between 10 and 30 Approximately 80

depending on number of

~ brands »

L | ! |

| Attitudinal Loyalty . A AN 4 ¥ 4

| Commitment | Varied [ Notknown | Higher

| Purchase intention | Varied | Not known | Higher

! L l ! |

| Loyalty Drivers ! M i

| Perceived risk | No | Yes | Yes

| Inertia | No | No | Yes

L [To Yo

| Involvement | Low | | High | High

[Satifaction [ Varied [ Notluown [ Tigh
Relationship with [ Tow Not known high
product/service provider

Adapted from Sharyn Rundle-Thiele, and Rebekah Bennett, (2001). A brand for all seasons? A
discussion of brand loyalty approaches and their applicability for different markets. Journal of
Product and Brand Management. Vol. 10, No.1, p. 32
1.2.2.2.1.Measuring Behavioral Loyalty

According to Jacoby and Chestnut (1978), behavioral loyalty represents the propensity of

a consumer to purchase the same brand repeatedly over time. Aaker (1991) determines direct way
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of measuring behavioral loyalty by habitual behavior, which is to consider actual purchase
patterns: purchase rates, percentage of purchases, or number of brands purchased. As Figure 10
(2) indicates, past-purchase behaviors define loyalty and according to this model, customers are
neither monogamous nor promiscuous, rather polygamous - loyal to a portfolio of brand (Uncle
et al, 2003). Keller (2003), on the other hand, describes behavioral loyalty in Aaker’s (1996)
terms of repeat purchases and the amount or share of category volume attributed to the brand,
which is the ‘share of category requirements’. Keller (2003) agrees that behavioral loyalty is
essential but not enough for resonance to occur. In order to create resonance, a strong personal
attachment is needed where customers should go beyond having a positive attitude to viewing the
brand as being something special in a broader context (Keller, 2003). In addition, Day (1969)
observed that the major limitation of behavioral measures is the failure to identify motive and the
resulting confusion between brand loyalty and other forms of repeat buying, thus purchase
behavior alone is insufficient. Unfortunately, behavior data conceptualization has limitations
since it may be inconvenient or expensive to obtain actual data and provides only limited
diagnostics about the future. It also may be difficult to distinguish between or among those who
actually switched brands and the purchases of multiple brands by different members of a family
(Aaker, 1991).

In order to capture reported brand usage and behavioral loyalty, consumers could be
asked several questions directly or alternatively the percentage of their last purchases went to the
particular brand and near-future percentage intentions. These questions could be open ended,
dichotomous or involve multiple choice, or rating scales, and the answers could be compared
with actual measures of consumer behavior to assess whether consumers are accurate in their
predictions (Keller, 2003).

In sport, behavioral loyalty signifies a group of consumers who purchase season tickets
and/or watch all of a team’s games on television. Previous researches examined behavioral
loyalty based on game attendance, the propensity to purchase team merchandise, and the number
of years as a fan (Gladden and Funk, 2001). In this sense, Gladden and Funk (2001) used three
measures of behavioral loyalty: number of games attended, frequency of following the particular

team through media coverage, and participation in activities relating to the team.
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1.2.2.2.2.Measuring Attitudinal Loyalty

As consumers may stay committed to a brand longer, it is important to consider those that
possess consistently favorable attitudes toward the brand (Baldinger and Rubinson, 1996).
Reynolds, Darden and Martin (1975) view brand loyalty on the attitudinal element as the
tendency for a person to continue over time to exhibit similar attitude in situations similar to
those one has previously encountered. Jacoby and Chestnut (1978) describe attitudinal loyalty in
terms of consumer’s predisposition towards a brand as a function of psychological processes,
which includes attitudinal preference and commitment toward the brand. Keller (2003) proposes
that creating greater loyalty requires deeper attitudinal attachment. As it was shown in Figure
10(1), attitudinal loyalty is defined by attitudes (Uncle et al, 2003).

According to Mellens, Dekimpe and Steenkampe (1996), attitudinal loyalty should be
measured at two levels: individual-level (tendency to be loyal) and brand-related measures
(attitudes toward the act of purchasing the brand). Unfortunately, Bennett and Rundle-Thiele
(2002) proved that there was no significant relationship between these two levels of measurement
in the matter of attitudinal loyalty.

Attitudinal attachment can be created by developing marketing programs and products or
services that fully satisfy consumer needs (Keller, 2003). Alas, it is difficult to plan marketing
programs to alter behavioral loyalty whereas behavioral loyalty is the visible outcome of
attitudinal loyalfy without a knowledge and comprehension of the attitude towards deed of
purchasing the brand. In a non-stable environment, this case will be particularly important since
measuring attitudinal brand loyalty will help identify consumers who are vulnerable in a non-
stable environment (Bennett et al, 2002).

Attitudinal measures may include identification of the reasons underlying loyalty and
greater protection against the effects of temporary conditions such as stock-outs or short-run
competitive promotions. On the other hand, there may be limitations to the attitudinal measures

of loyalty where there is a concern for the specificity of the attitude object, the possibility of
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demand effects resulting in the construction of a false attitude, and the possibility of attitude
change (Obermiller, 2002).

Attitudes may be measured by asking how much people say they like the brand, feel
committed to it, will recommend it to others, and have positive beliefs and feelings about it -
relative to competing brands (Dick and Basu, 1994). Solomon (1994) proposes that attitudinal
loyalty can be calculated with measures of attitude toward the brand, or measures of attitude
towards the act of purchasing a brand. Furthermore, Bennett and Rundle-Thiele (2002) suggest
that recently the researchers proposed that attitudinal loyalty could be measured by capturing the

individual’s tendency to be loyal.

1.2.2.2.3.Measuring both Attitudinal and Behavioral Loyalty

Day (1969) suggested that loyalty should be evaluated with both attitudinal and
behavioral criteria. He was the first one to propose a two-dimensional conceptualization of
loyalty integrating both behavioral and attitudinal components, which is twice as good as a model
using behavioral dimension alone (Day, 1969). As Figure 10 (3) indicates, in order to allow the
relationship between attitude and behavior to be moderated by composite variables (Uncle et al,
2003).

Baldinger and Rubinson (1996) talk about “BrandBuilder model” which implies the key
concept where the buyers who are behaviorally loyal to a particular brand are expected to rate
that brand attitudinally much more favorably than brands they either never buy or buy less often.
They also suggest that the combination of attitudes and behavior provides a loyalty definition that
is the basis for assessing, tracking, and taking actions to improve brand health, (the health of a
brand is its likelihood of growing versus declining). Use of loyalty definitions that include both
attitudinal and behavioral components will be superior in terms of their predictive ability to
conceptualize of loyalty that is purely behaviorally based (Baldinger and Rubinson, 1996).
Chaudhuri and Holdbrook (2001) suggests a model of brand loyalty that proposes that behavior
loyalty tends to lead to greater market share, while attitudinal loyalty leads to higher relative

brand pricing.
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Although early studies on the attitude-behavior relationship produced ambiguous results,
some research was interpreted as demonstrating that attitudes were poor predictors of behavior.
In fact, the difference between attitude and behavior is that behavior is an outcome or reflection
of the current or historical situation where attitudes give information about the future behavior
(Aspinall, Nancarrow, and Stone, 2001). Fortunately, research and writing in the mid-1970s
helped to clarify the relationship between attitudes and behavior.

Murrell and Dietz (1992) found in their research that individuals® support for a particular
team could be strong regardless of actual attendance. Backman and Crompton (1994) established
factors that explain the reason why strictly behavioral or observable measure like attendance are
inadequate indicators of loyalty. Therefore, true loyalty exists only when the consumer regularly
purchases the product or services and displays a strong, positive attitude toward a particular brand
as well (Day, 1969). In addition to this, Mahony, Madrigal and Howard (2000) marked that it is
expected that fans who reveal loyalty toward a sports team have an attitude bias that is both
resistant to change and persistent over time and that strong and weak attitudes, or levels of
personal commitment, toward a team would be effective guides to behavior. Nevertheless, as
works of Mahony and Howard (1998), and Mahony and Moorman (1999) have suggested that the
relationship between attitudes and behaviors in sport settings is more complicated.

Ajzen and Fishbein’s (1980) study showed that aftitude measures contributed to
predicting behavior provided four elements: the action (watching a game), the target (watching a
specific game), the context (watching a specific team on TV) and the time (watching a specific
team on TV Sunday aftemooﬁ). These scholars suggested that a stronger attitude-behavior
correspondence is observed by increasing specificity in the measures of attitudes and behaviors.
Along with these authors, a number of researchers have studied to identify conditions where
attitudes were more likely to influence and predict behavior. The consistency between a
consumer’s attitude and subsequent behavior is thought to reflect importance, knowledge,
extremity, certainty, intensity, accessibility, personal relevance, and affective-cognitive
consistency. A loyal fan, who attends every home game during one season, would be expected to
possess an attitude toward the team that is intense, extreme, important, supported by extensive

knowledge and experience, and held with great certainty. On the other hand, a fan who attends a
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couple of games during one season would be expected to possess an attitude that is moderate to
low in extremity, intensity, and importance (Funk, Haugtvedt, and Howard, 2000).

Many papers promoted one approach over another due to the lack of agreement for years,
thus recently authors argue that the concept of loyalty to be considered should be dependent on
both market types and situations. Therefore, researchers suggest using both behavioral and
attitudinal loyalty measurements (Bennett et al, 2002). In conclusion, in sport consumer loyalty
assessment, both behavioral and attitudinal dimensions should be considered (Gahwiler and
Havitz, 1998; Park, 1996). In this study, both dimensions of loyalty, behavioral and attitudinal
loyalty, will be included, which will constitute the loyalty dependent variable.

1.2.2.3.The Link between Brand Associations and Brand Loyalty

Keller (1991) and Aaker (1993) agree on the notion that consumers’ mental associations
relative to a specific brand mostly create brand equity. Associations set bases for purchase
decisions and brand loyalty (Aaker, 1991).

There are numerous researches done about brand concept. These studies vary from brand
equity to loyalty, associations to brand image. Through out the dissertation, these authors and
their works have been discussed in detail. Here is the summary of the authors and their works in
Table 5.
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Table 5 - List of Previous Studies

l Researcher | Year | Study

| Backman | 1991 | Activity Loyalty

] Backman & Crompton [ 1991 | Activity Loyalty

l Bennett & Rundle-Thiele | 2002 | Attitudinal Loyalty

] Park & Kim | 2000 | Attitudinal Loyalty

| Gahwiler & Havitz | 1998 | Behavioral Loyalty

{ ~ Elrod | 1988 | Behavioral Measure of Brand Loyalty

| Gladden &Funk | 2002 | Brand Associations

{ Grace and O*Cass | 2002 | Brand Associations ,

1. .. Low&LamblJr _ | 2000 | _Brand Associations

[ X, Vazquez&Iglemas . j.2000 Brand Associations

l Farquhar & Herr | 1993 | Brand Associations

1 Chen | 2001 | Brand Associations and Brand Equlty

1 Gladden & Funk | 2001 | Brand Associations and Brand Loyalty

| Farquhar ) | 1989 | Brand Equity

| Knshnan&Hartlme | 2001 | Brand Equity

{ ~ Lassar | 1995 | Brand Equity

[ .. Myers [ 2003 | Brand Equity

| Wood 12000 | Brand Equity

[ Yoo, Donthu,&Lee | 2000 | Brand Equity

| Gladden & Milne 1 1999 | Brand Equity

L _ Biel 1992 | Brand _Equity and Brand Image

| - Mackay B ] 2001 | Brand Equity Measures

[T Baldmger&Rubimson | 1996 | Brand Loyalty

| Chaudhuri&Holbrook | 2001 | Brand Loyalty

| Day | 1969 | Brand Loyalty

L Ha ] 198 | BrandLoyalty
| Hem&Iverson oo L2003 BrandLoyalty
L. "Knox and Walker R Brand Loyalty
L . Sheth | 1968 | Brand Loyalty o
| Rundle-Thlele&Bennett o] 2001 | ~ Brand LoyaltyApproaches -
T Obmile [ 3% [ “Brand Loyalty Measuroment
| Mellens Deklmpe&Steenkampe. [ 1996 | ~ Brand Loyalty Measures

| Jacoby and Kyner ] 19713 | Brand Loyalty vs. Repeat Purchase Behavmr

l __Kin & Kannan 11999 | Consumer Behavioral Loyalty

L. Kuo&Chang | 2003 | _ConsumerLoyalty
L _Oliver L1999 1 Consumer Loyalty
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Table 5 - List of Previous Studies Cont.

i Dick & Basu [ 1994 | Customer Loyalty

{ Griffin | 1995 | Customer Loyalty

| Mahony, Madrigal & Howard | 2000 | Customer Loyalty

| Taylor, Celuch &Goodwin | 2004 | Customer Loyalty

i Linton [ 1993 | Customer Loyalty

[ Uncles, Dowling, & Hammond | 2003 | Customer Loyalty & Customer Loyalty Programs
| McMullan & Gilmore [ 2003 | Customer Loyalty Measurement
{ Keller | 1993 | Customer-based Brand Equity
[ Tucker P Development of Brand Loyalty

| " Reichheld [ 196 [ Toyalty

[ Aaker | 1996 | Measuring Brand Equity

1 Jacoby | 1971 | Multi-Brand Loyalty

[ Berry | 2000 | Service Brand Equity
1 Javalgi & Moberg | 1997 | Service Loyalty

[ Reynolds,Darden & Martin | 1975 | Store-Loyal Customers

| _ Wakefield&Sloan | 1995 | Team Loyalty

It can be arguable that if the sport marketer is successful in developing strong brand
associations, brand loyalty is a likely outcome (Gladden and Funk, 2001). Because Keller (1993)
suggests that one of the benefits of brand equity is brand loyalty, Gladden and Funk (2001)
proposed that there is a relationship between brand associations and brand loyalty where they
used 13 dimensions (success, star player, head coach, management, logo design, stadium, product
delivery, tradition, escape, fan identification, peer group acceptance, nostalgia, pride in place).
They have used brand attributes and benefits in their research, but brand attitudes will be
included in this study to examine the link between loyalty and associations. In their study, they
found nostalgia, pride in place, escape and product delivery to be positively related and success,
star player and peer group acceptance to be negatively related to brand loyalty (Gladden and

Funk, 2001).
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2. CONCEPTUAL FRAMEWORK

After the presentation of previous studies and theories relevant to this study in the
preceding section, it is appropriate to show how research is conceptualized and hypothesis to be
tested with the indicated variables. The model of conceptualization serves as a base for the survey
guide.

Aaker’s (1993) and Keller’s (1991) works have been used to conceptualize a general
model for brand equity. The purpose of this study is to understand brand loyalty in Turkish
soccer and the connection between brand loyalty and brand associationé, thus brand awareness
and perceive quality are not taken into consideration. Brand awareness is already established in
the matter of Turkish soccer since the recall and recognition of three soccer clubs are already
been proven by researches (A&G, Personal Interviews, Konsesus). On the other hand, the
perceived quality does not matter much to a fan because they will keep supporting their team
whether the team wins or loses, whether the game is good or bad, or whether they are entertained
or not and these fans do not compare the quality and the price (Aksar, 2005) .

General guidelines of Aaker in terms of brand loyalty, brand associations, perceived
quality, and brand awareness have been idolized and brand loyalty has been further branched to
behavioral loyalty, attitudinal loyalty, and both behavioral and attitudinal loyalty. Brand
associations have been further broken down to attributes, benefits, and attitudes. Attributes are
considered in two sections: product-related and non-product related. Product-related attributes are
measured with success, star player, head coach, and management; on the other hand, non-
product-related attributes are measured with logo, stadium, product delivery, and tradition.
Benefits are divided into three sections including functional, experiential, and symbolic benefits.
Functional benefits are measured with escape; experiential benefits are measured with fan
identification and peer group; and finally, symbolic benefits are measured with nostalgia and
pride. Finally, attitudes are measured with importance, knowledge, and affective reaction. Figure

11 gives the picture of the model conceptualized for this study.
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Figure 11 - Conceptual Framework

Brand loyalty has been measured with questions in two dimensions: attitudinal and
behavioral loyalty, and a composite score is calculated for both attitudinal and behavioral loyalty

measurement. Associations are measured with 16 dimensions and all these dimensions are further
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