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ABSTRACT 

The purpose of this study was to determine the antecedents, nature and market consequences of brand 

perceptions held by Zimbabwean consumers for professional sports teams. The exploratory sequential mixed 

methods research design was utilised as the guiding model for the data collection, analysis and interpretation 

process in this study. The findings from the study were used to develop a conceptual model which is 

grounded on the subjective, intangible, experiential and multidimensional nature of sport consumption, coined 

as the Integrative Conceptual Framework for Assessing Perceived Brand Equity in Professional Sports 

Teams. The goal was to bridge the knowledge gaps in existing sports brand equity models , which  tend to 

ignore those sports fans who consume sports products through such third party sources as the radio and 

newspapers , as well as the fact that, in the real world, most sports fans use more than one mode consumption 

to consume their favourite sport. The framework identifies several factors, which lead to the creation of brand 

equity in professional football teams and grouped into three categories by clustering related elements together. 

The proposed framework conceptualised brand equity in professional sports teams as an aggregate of brand 

awareness and associations. It also identifies the positive and negative market consequences that professional 

sports teams derive from being perceived as strong or weak brand by consumers. 

Key Words: Perceived Brand Equity, Consumption Experience-Trigged Antecedents, Significant Others-

Triggered Antecedents, Sports Entity-Triggered Antecedents 

1.0 INTRODUCTION 

Although research on sport brand equity has received increased attention from scholars in the last twenty 

years, a review of the models that were developed by such scholars as; Gladden, Milne and Sutton (1998) , 

Gladden and Milne (1999), Gladden and Funk (2002), Bauer, Sauer and Schmit (2005),Ross (2006), Ross, 

James and Vargas (2006), Kaynak, Salman and Tatoglu (2008), Kerr and Gladden (2008),Ross, Russell 

and Bang (2008), Bauer, Stokburger-Sauer and Exler (2008) , Biscaia, Correia Rosado, Maroco and Ross  

(2013), Arai, Ko and Kaplanidou (2013)  and  Naik and Gupta (2013),  identified a number of 

unresolved issue in sport brand equity literature. 

Despite being subjected to a lot of academic enquiry in recent years, the dimensionality of brand equity in 

professional sports teams remains one of the unresolved issues in sport brand management literature. It was 

noted that the sports brand equity models by Gladden et al.(1998),Gladden and Milne (1999) and Kerr and 

Gladden (2008) are based on Aaker’s (1991) Brand Equity Model and they conceptualise brand equity as an 

aggregate of  brand awareness, perceived quality, brand associations and  brand loyalty .On the other hand, 

the sports brand equity models by Gladden and Funk (2002), Bauer et al.(2005), Bauer et al. (2008) and Arai, 

Ko  and Kaplanidou (2013) are grounded on Keller’s(1993) Brand Knowledge model and  they conceptualise 
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brand equity as an aggregate of brand awareness and brand associations. Similarly, although the models by 

Ross (2006), Ross, James and Vargas (2006), and Naik and Gupta (2013) were not developed from a 

manufactured goods perspective, they also conceptualise sport brand equity as an aggregate of brand 

awareness and brand associations. Gladden and Funk (2002) departed from these trends and proposed a model 

which only focused on brand associations.  

It was also noted that most team sports brand equity frameworks focus on individual consumers, as a result, 

they do not address sport brand equity from a corporate consumer’s perspective. In addition, there has not 

been a systematic study that examined and developed conceptual frameworks on brand equity in professional 

sports teams focusing on sports fans who consume sport brands products through such third party sources as 

the radio and newspapers. We also observed that most of the existing sports brand equity models examine the 

brand perceptions of sports consumers in isolated compartments, while holding other critical antecedents of 

sports brand perceptions constant .As a result, they do not accurately mirror the fact that, in the real world, 

most sports fans use more than one mode consumption to consume their favourite sport.  For example, the by 

Gladden and Milne (1999), Gladden and Funk (2002), Bauer et al. (2005), Ross et al. (2006), Bauer et al. 

(2008) and Biscaia et al. (2013) view sport brand equity as a product of the experiences of fans with their 

favourite team during their involvement as spectators at the match venue. They do not take into consideration 

the influence of the media on the brand perceptions held same fans for their favourite sports teams, since there 

are times in the real world, when circumstances cause them to consume their favourite sport through the 

various forms of media, as well. The findings from this study show that only 12.1 % of the individual study 

participants consume the core products of their favourite professional football teams through live attendance 

at the match venue per se. As a result, the Spectator-Based Brand Equity models can only account for the 

perception of 12.1 % of the individual study participants. 

In the same vein, Naik and Gupta’s Viewer-Based Brand Equity model also treats brand equity as a product of 

fans’ viewing experience with their favourite sports teams and ignore the influence of other modes of 

consumption on viewers’ perceptions of their favourite sports brands. The study results showed that only 23 

% of the individual research participants selected television as their mode of consumption of football 

products. This means that the Viewer-Based Brand Equity model account for the perception of 23 % of the 

individual study participants. 

Thus, the Spectator-Based Brand Equity and  Viewer-Based Brand Equity models cannot be inferred to the  

perceptions of 58.3 % of the individual participants in this study who indicated that they consume the core 

products of their favourite  professional football team through combinations of consumption modes ,with  live 

attendance at match venue, television, newspaper, radio (20.9 %), television, radio, newspaper, team website, 

social networks (19.7 %) and live attendance at match venue, television, newspaper (4.9 %) being the most 

significant combinations. 
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To fill these existing knowledge gaps, we carried out a study which sought to explore the antecedents, 

dimensions and market consequences of the brand perceptions held by Zimbabwean individual and corporate 

users of professional football brands. The findings from the study were used to develop an adapted team sport 

brand equity conceptual model coined as the Integrative Conceptual Framework for Assessing Perceived 

Brand Equity in Professional Sports Teams, which mainstreams the multidimensional nature of sport 

consumption.  

2.0 METHODOLOGY 

The study adopted the exploratory sequential mixed methods research design as the guiding model for the 

data collection, analysis and interpretation process .Its  first phase  utilised such qualitative procedures as free-

thought listing, semi-structured interviews and focus group discussions to explore the antecedents, dimensions 

and market consequences of the brand perceptions held by Zimbabwean consumers for professional football 

teams. 

2.1 THE QUALITATIVE STRAND 

2.1.1 SEMI-STRUCTURED INTERVIEWS 

The semi-structured interviews were used to collect data from five categories of  producers and users of 

football brands .These included ; 41 individual consumers of football brands, 8 representatives of football 

sponsoring companies, 7 sports journalists, 2 representatives of broadcasting houses  and 6 representatives of 

professional football teams ,with samples being purposively selected from each stratum for detailed 

investigation.  

The output from the interviews was   captured in a Microsoft Excel Spreadsheet before being imported into 

the NVivo 10 software for content analysis. Content analysis was performed using an emergent type of 

analysis where the researcher created the nodes as he read through the interview transcripts in the detail view 

in NVivo 10. The results were organised and presented in line with the dimensions of brand equity; brand 

awareness and brand associations. 

2.1.2 FREE-THOUGHT LISTING 

The free-thought listing technique was employed to identify the brand associations held by thirty nine urban-

based and thirty rural-based purposively sampled fans of professional football teams.  

The NVivo 10 qualitative software package was used to analyse free-thought listing  data in a three-round 

coding sequence. In the first round of the coding process, the NVivo 10 Word Frequency and Text Search 

Query Analysis Tools were used to identify the most frequently listed thoughts. These were then classified 

into brand equity dimensions by clustering related themes together.’ 
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In the second round of the analysis, the brand equity dimensions that were identified in the first round of the 

coding process were used to code the listed thoughts using an emergent type of analysis where the researcher 

created the nodes as he read through the listed thoughts in the detail view in NVivo 10. Through this exercise, 

42 brand associations’ dimensions were identified and a code sheet was developed. The sheet contained the 

identified brand associations dimensions developed by clustering related individual thoughts together , direct 

quotes from the listed thoughts representing each category, and the definition of each brand associations 

dimension.  

In the third round, copies of the code sheet were submitted to two marketing academics for expert review. The 

experts provided qualitative feedback on whether the identified categories represented brand associations of 

professional football teams. They also provided feedback about the appropriateness of conceptual definitions 

of the identified categories and potential omission of items. The  feedback provided by the experts resulted in 

the; removal of  three originally identified  items, renaming of two items , combining several similar 

categories into three items and division two items in four distinct categories. The codebook was then revised 

to accommodate these adjustments.  

2.1.3 FOCUS GROUP DISCUSSIONS 

Three focus group discussions were carried out to further explore the themes that emerged from the semi-

structured interviews and the free-thought listing survey. The first two focus group discussions were 

conducted at a Bulawayo-based University with Bachelor of Commerce in Marketing and Bachelor of 

Science in Sports Science and Coaching students, whose selection was based on their expert knowledge on 

branding and sports marketing issues respectively, in addition to being active consumers of products of 

professional sports teams. The third focus group discussion was conducted at a school, in the Somabula 

commercial farming area of the Midlands Province and it was made up of three villagers, three 

schoolteachers, two students and four rural-based employees of an International Non-Governmental 

Organization.  

The discussions were video-recorded with permission from the participants, to secure an accurate account of 

the conversations. The three video files were then imported into the NVivo 10 data analysis programme, 

where data were analysed by coding directly on the video file.  

The decision to conduct three focus group discussions, on the other hand, was informed by the 

recommendations from Onwuegbuzie, Dickinson, Leech and Zoran (2009), who argue that 3-6 focus groups 

can generate adequate information to meet the exploratory objectives of most qualitative studies. 

2.2 THE QUANTITATIVE STRAND 

In the second phase of this study, the finding from the free-though listing survey, interviews and focus group 

discussions were used to generate data collection instruments for questionnaire survey in order to assess the 
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prevalence of the attributes identified in the first phase from a large number of users of football brands. 

Structured observation was also used to gather data in this phase.  

2.2.1 QUESTIONNAIRE SURVEY 

For the purpose of the questionnaire survey in the quantitative phase of the study, the stratified convenience  

sampling strategy , which implies stratifying the study population into ten sampling units in line with the 

Country’s ten administrative  provinces ,before utilizing the convenience sampling procedure to select the 600 

participants that were included in the study. This sample is an insignificant percentage of the total number of 

consumers of products of professional football brands on the Zimbabwean market. The rational for using a 

small sample in the quantitative strand of the study is captured by Onwuegbuzie and Collins (2007) who 

argue that small samples can be used in quantitative research that represents exploratory research or basic 

research capture the rationale for its adoption. This study conforms to this reasoning since it was 

predominantly exploratory and descriptive in nature. 600 questionnaires were distributed, of which 465 were 

completed and returned. The main section of the questionnaire contained questions where all items were 

measured on a 7-point Likert type scale; ranging from Strongly Disagree to Strongly Agree. Neuman (2004) 

notes that, using such a scale for large numbers of questions, as was the case in this study can result in a 

“response set”- a situation where respondents display a tendency for answering questions in the same way, 

out of laziness or a psychological predisposition. To minimize this effect, the completed questionnaires were 

thoroughly scrutinized and those that were not fully completed or contained 10 or more consecutive answers 

on the same scale were excluded from the final analysis, leaving 402 usable questionnaires, for an effective 

response rate of 67%. 

The resultant data then subjected to such statistical analysis procedures as One-Sample T Test, One-Way 

ANOVA Test, Descriptive Statistical Analysis, in SPPS (Version 21.0) 

2.2.2 STRUCTURED OBSERVATION 

Structured street observation surveys were used to determine  the market consequences of the brand 

perceptions held by Zimbabwean consumers for professional football teams, by  measuring Zimbabwean 

football  fans’ “active engagement levels” with local, regional and global professional football  brands .This 

was done by comparing  the frequency with which  fans in Bulawayo ,Harare and Mutare  wear clothing that 

features the logos of  local, regional and global professional football teams  during  selected  days when there 

were no matches involving any of the teams that are popular on the Zimbabwean football market. For, the 

structured observation the population was first divided into ten units in line with the Country’s administrative 

provinces. Then three observational sites, namely Harare City Centre, Bulawayo City Centre and Mutare City 

Centre were selected for observation. A total of   2085 cases of fans wearing replica jerseys of professional 

football teams were observed.  
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2.3 WHY MIXED METHODS 

The decision to ground the study on the pragmatic philosophy was determined by the nature of the research 

problem and the researcher’s philosophical assumptions. It was influenced by the researcher’s view of 

perceived brand equity as an experiential phenomenon which consists of subjective and objective attributes. 

This concurs with the views of Dewey (1925) who referred to an experiential world with different elements or 

layers, some objective, some subjective, and some a mixture of the two. According to Feilzer (2010), if 

phenomena have different layers, mixed methods research offers to plug this gap by using quantitative 

methods to measure some aspects of the phenomenon in question and qualitative methods for others.  

The decision to combine qualitative and quantitative methods was also meant to achieve the “Offset” 

principle. Offset refers to the suggestion that the research methods associated with both quantitative and 

qualitative research have their own strengths and weaknesses, so that combining them allows the researcher to 

offset their weaknesses and draw on the strengths of both (Bryman,2006).  

According to Denzin (1989), no single method can completely capture all the relevant features of a research 

study. As a result, ground the study on pragmatism also sought to achieve the principle of “completeness” 

capturing the problem from my own perspective, as well as, the perspectives of key stakeholders in the 

football industry, as informed by Bryman (2006) who argues that while quantitative research is associated 

with the researcher’s perspective, qualitative research is concerned with seeing the object of study through the 

eyes of the people being studied.  

However, mixed methods research approaches are a relatively new design and as such, some of the 

methodological details remain to be worked out fully by research methodologists (Masadeh, 2012). 

3.0 RESULTS 

3.1 MODE OF CONSUMPTION OF SPORTS PRODUCTS 

The individual research participants were asked to indicate their mode of consumption of football products. 

The majority of the respondents (58.3 %) selected different combinations of consumption modes ,with  live 

attendance at match venue, television, newspaper, radio (20.9 %), television, radio, newspaper, team website, 

social networks (19.7 %) and live attendance at match venue, television, newspaper(4.9 %) being the most 

significant combinations ,as illustrated in Table 1. 

Of the 41.7 % who selected stand-alone modes of consumption of football products, 23 % selected television 

as their mode of consumption of football products. Live attendance at match venue (12.1 %) was the only 

other significant stand-alone option. The dominance of television can be attributed to the fact that, with the 

liquidity crunch currently bedevilling the country, fans of local professional football teams find themselves 

increasingly unable to afford tickets to watch matches live at the match venue. In the same vein, Zimbabwean 

https://www.researchgate.net/publication/247976242_The_Research_Art_in_Sociology_A_Theoretical_Introduction_to_Sociological_Methods?el=1_x_8&enrichId=rgreq-fd9c5f6a0dd64438f6bdbec7905dba51-XXX&enrichSource=Y292ZXJQYWdlOzI5MzI1MTEwNjtBUzozMjYzODMyNDM5Mzk4NDBAMTQ1NDgyNzIzNzkzMg==
https://www.researchgate.net/publication/249830880_Doing_Mixed_Methods_Research_Pragmatically_Implications_for_the_Rediscovery_of_Pragmatism_as_a_Research_Paradigm?el=1_x_8&enrichId=rgreq-fd9c5f6a0dd64438f6bdbec7905dba51-XXX&enrichSource=Y292ZXJQYWdlOzI5MzI1MTEwNjtBUzozMjYzODMyNDM5Mzk4NDBAMTQ1NDgyNzIzNzkzMg==
https://www.researchgate.net/publication/265936545_Linking_Philosophy_Methodology_and_Methods_Toward_Mixed_Model_Design_in_the_Hospitality_Industry?el=1_x_8&enrichId=rgreq-fd9c5f6a0dd64438f6bdbec7905dba51-XXX&enrichSource=Y292ZXJQYWdlOzI5MzI1MTEwNjtBUzozMjYzODMyNDM5Mzk4NDBAMTQ1NDgyNzIzNzkzMg==
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fans of foreign professional football teams cannot afford the exorbitant travel and ticket expenses they need to 

contend with in order to watch their favourite teams live at the match venue. The relatively low figures for 

game attendance can also be attributed to such negative arena factors as the singing of vulgar songs, 

hooliganism and the deplorable state of facilities at most of the venues used by local teams to host matches.  

The Spectator-Based Brand Equity and Viewer-Based Brand Equity models cannot be inferred to the 

perceptions of 58.3 % of the individual participants in this study who indicated that they consume the core 

products of their favourite professional football team through combinations of consumption modes. This 

explains why the Integrative Perceived Sports Team Brand Equity Conceptual Framework was proposed to 

bridge this gap.  

 Table 1: Individual Respondents’ Distribution by Mode of Consumption of Football Products 

Mode of Consumption of football 

products 

Free-Thought 

Listing 

Respondents 

Semi-structured 

Interview 

Respondents 

Questionnaire 

Survey 

Respondents 

Frequency Percent 

Live Attendance at match venue. 11 3 48 62 12.1 

Television. 20 10 88 118 23 

Radio. 2 0 5 7 1.4 

Newspaper. 1 0 9 10 2 

Social Network. 3 1 6 10 2 

Team Website. 0 0 6 6 1.2 

Live attendance at match venue, 

Television, Newspaper, Radio. 
12 4 91 107 20.9 

Live attendance at the stadium, 

Television, Newspaper, Social networks. 
0 1 9 10 2 

Live attendance at match venue, 

Television, Newspaper. 
0 4 21 25 4.9 

Live attendance at match venue, 

Television, Radio, Newspaper, Team 

Website, Social networks. 

0 2 9 11 2.1 

Live attendance at the stadium, 

Television, Radio, Newspaper. 
0 1 0 1 0.2 

Television, Newspaper, Social 

Networks. 
0 1 0 1 0.2 

Television, Newspaper, Social 

Networks, Radio. 
0 1 0 1 0.2 

Television, Radio, Newspaper, Team 

Website, Social networks. 
20 4 77 101 19.7 

Television, Live attendance at match 

venue. 
0 3 0 3 0.6 

Television, Social Network. 0 1 3 4 0.8 

Television, Newspaper. 0 1 0 1 0.2 

Radio, Newspaper. 0 1 0 1 0.2 

Radio, Television. 0 3 0 3 0.6 

Total 69 41 402 512 100 
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3.2 THE ANTECEDENTS OF BRAND EQUITY IN PROFESSIONAL FOOTBALL TEAMS 

The study identified several factors, which lead to the creation of brand equity in professional football teams 

and grouped them into three categories by clustering related elements together.  

The first category  coined as, Consumption Experience-Trigged Antecedents represents the experience-

induced brand perceptions that sports consumers develop as they consume the core-product of their favourite 

sports teams through one or a combination of the various modes of sport consumption, such modes of game 

consumption as; live attendance at the match venue, television, radio, newspaper, social networks and the 

internet.  

The second category was coined as, Significant Others-Triggered Antecedents. This category includes the 

brand perceptions that sports consumer develop as a result of the actions or attitudes of individuals or 

organizations they admire or respect towards the sports team. This category includes, but is not limited to ;the 

team brand perceptions that customers develop as a result of the actions or attitudes of the media, corporate 

sponsors, family members, peers, celebrities, stock price movements and other influential people in society 

towards the sport or team. The actions of other fans who promote their favourite sports brands indirectly by 

wearing and displaying licensed team merchandise are also included in this category. These result concur with  

the views of Pitts and Stotlar (2013) who note that many sports organizations use endorsers and opinion 

leaders to build brand loyalty through word-of mouth marketing, product endorsement, product sampling, and 

product prototype testing. 

The third group of antecedents coined as; Sports Entity-Triggered Antecedents, represents the brand 

perceptions that are generated by the sports team’s deliberate marketing mix management efforts. The 

category includes situations where sports teams use one or various combinations of the marketing mix to 

generate brand awareness or influence customers to develop favourable and differentiated team brand 

associations. 

3.3 THE DIMENSIONS OF TEAM SPORT BRAND EQUITY 

The research findings are In line with the views of Keller (1993), Erdem and Swait (2004), and Ross (2006), 

since they support the conceptualisation of   perceived brand equity in as an aggregate of brand awareness and 

brand associations. They also do not support Aaker’s (1991) conceptualization of brand equity as an 

aggregate of brand awareness, perceived quality, brand associations and brand loyalty .In this regard, the 

findings from the free-thought listing survey view brand loyalty as a consequence of brand of brand equity 

and perceived quality as part of product-related brand associations.  

As a result, this study conceptualizes perceived brand equity in professional sports teams as an aggregate of 

the ease with which teams come to the minds of the customers and the depth of the psychological connections 

that customers have with those teams (brand awareness), on the one hand, and the totality of all the 
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perceptions that the teams own inside the mind of a customer (Brand Associations), on the other, and it can be 

positive and negative. The study conceptualises positive perceived brand equity to mean that the current and 

prospective customers have high levels of brand knowledge and deep psychological connections with the 

professional sports team, they also   hold strong, unique and favourable associations about the team in their 

minds. Negative perceived  brand equity, in this study means that the professional sports  team’s current and 

prospective customers have low levels of brand knowledge, weak psychological  connections  and  view the 

team brand as undifferentiated from  other brands in the same category and  hold weak  and unfavourable 

associations about it in their minds.  

The study also views a brand as the totality of how an organisation and its products or services are perceived 

by its current and prospective customers. 

The findings support the conceptualisation of Team Identification and Internalization as antecedents to sport 

team brand awareness.  

The study identified seventeen (17) brand association dimensions which were consistent with those in existing 

team sport brand equity literature. These include; brand mark, team success, rivalry, team tradition, team play 

characteristics, non-player personnel, star, player(s), stadium/venue factors, concessions, commitment, 

organizational attributes, management, media coverage, sponsors/owner, and social interaction, corporate 

social responsibility and consumer benefits. The study also identified eight (8) additional brand association 

dimensions that have not been explicitly captured in existing team sport brand equity literature. The additional 

dimensions are; brand leadership status, economic success, ethnic considerations, ethical attributes, security, 

talent identification and development, emotional response and market consequences. 

3.4 THE MARKET CONSEQUENCES OF THE BRAND PERCEPTIONS HELD BY 

ZIMBABWEAN INDIVIDUAL AND CORPORATE CONSUMERS FOR PROFESSIONAL 

FOOTBALL TEAMS. 

The findings suggests that success on the field of play leads to temporary marketplace outcomes. Sustainable 

marketplace success for professional sports brands depends on their ability to increase the levels of customer 

awareness for their brands and generating strong, favourable and unique brand associations in the minds of 

current and prospective customers. The research findings demonstrated how the brand perceptions held by 

corporate and individual consumers for professional sports teams can generate negative and positive market 

consequences. In this regard ,professional football teams  that are perceived as having a positive brand equity 

by individual and corporate consumers may realise such benefits as gate revenue, merchandise sales , 

corporate sponsorship, broadcasting rights revenue, advertising revenue, jersey rights revenue ,stock exchange  

revenue  ,beneficial media coverage ,fan loyalty, free brand promotion by consumers, unsolicited protection 

from consumers and political leaders ,enhanced ability to attract and retain quality playing, technical and 

administrative personnel , and preferential treatment by sports, corporate and political leaders.  
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In the same vein, the study demonstrated  that, professional sports teams  which are perceived as having a 

negative  perceived brand equity by  individual and corporate consumers may experience such negative 

consequences as; heavy dependence on owners for operational capital, low revenue generation from both the 

core brand and brand extensions, inability to attract and retain sponsorship, inability to attract advertisers  

,inability to attract and retain quality playing and  technical and administrative personnel, negative or limited 

media coverage, and  low levels of customer loyalty.    

The results of the study were used to develop the Integrative Conceptual Framework for Assessing Perceived 

Brand Equity in Professional Sports Teams as a means to bridge existing practical and theoretical knowledge 

gaps in the management of sports brands in the country.  

4.0 THE INTEGRATIVE CONCEPTUAL FRAMEWORK FOR ASSESSING PERCEIVED 

BRAND EQUITY IN PROFESSIONAL SPORTS TEAMS 

4.1 THE ANTECEDENTS OF PERCEIVED SPORTS TEAM BRAND EQUITY 

This conceptual model divides the antecedence of perceived sports team brand equity into three dimensions, 

as shown in Figure 1. 

4.1.1 CONSUMPTION EXPERIENCE-TRIGGED ANTECEDENTS 

Consumption Experience-Trigged Antecedents is conceptualised as the brand perceptions that consumers 

develop as they consume the core sports product through one or a combination of the various modes of sport 

consumption like; live attendance at the match venue, television, radio, newspaper, social networks and the 

internet. 

The customer’s consumption-experience with the sports team can increase the level of brand awareness 

through repeated exposure to the brand. A positive consumption experience can lead to the development 

strong, favourable and differentiated brand association. On the other hand, a negative consumption-experience 

can lead to the development of negative brand associations. 

4.1.2 SIGNIFICANT OTHERS-TRIGGERED ANTECEDENTS 

This category includes the brand perceptions that sports consumer develop as a result of the actions or 

attitudes of individuals or organizations they admire or respect towards the sports team. This may include, but 

is not limited to ;the team brand perceptions that customer develop as a result of the actions or attitudes of the 

media, corporate sponsors, family members, peers, celebrities, stock price movements  and  other influential 

people in society towards the sport or team. It may also include the actions of other fans who promote their 

favourite sports brands indirectly by wearing and displaying licensed team merchandise. 

In this regard, positive attitudes and actions by the “significant others” towards the sport or sports teams may 

influence the consumers to develop favourable brand team associations. It may avail more sport brand 
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information brand to the consumers and increase the levels of brand awareness. However, negative attitudes, 

actions by the “significant others” towards the sport or sports teams may influence the consumers to develop 

unfavourable team brand associations. Since these actions or attitudes are not controlled by the sports team, 

wrong or inaccurate information and impressions can also cascade to the consumers, with negative 

consequences on brand knowledge (awareness). 

4.1.3 SPORTS ENTITY-TRIGGERED ANTECEDENTS 

This refers to a situation where sports teams use one or various combinations of such marketing mix  tools as  

the; product ,place, price ,promotion, process, people and  physical evidence to generate brand awareness or 

influence customers to develop favourable and differentiated team brand associations. 

Effective marketing mix management can create positive customer experiences and lead to the development 

of positive brand equity. It can also increase the levels of brand awareness through increased brand exposure. 

However, ineffective marketing mix management can influence perceived brand equity development 

negatively. 

4.2 DIMENSIONS OF SPORTS TEAM PERCEIVED BRAND EQUITY 

The “Integrative Framework for Assessing Perceived Brand Equity in Professional Sports Teams” 

conceptualised brand equity in professional sports teams as an aggregate of brand awareness and brand 

associations  and it can be positive and negative.  

4.3 THE MARKET CONSEQUENCES OF   SPORTS TEAM PERCEIVED BRAND EQUITY    

Sports entities that are perceived as having a positive sports team perceived brand equity by consumers may 

realise such benefits as: gate revenue , merchandise sales, corporate sponsorship, broadcasting rights revenue 

,advertising revenue, jersey rights revenue ,stock exchange  revenue, beneficial media coverage, fan loyalty, 

free brand promotion by consumers, unsolicited protection for consumers and political leaders, enhanced 

ability to attract and retain quality playing, technical and administrative personnel  and preferential treatment 

by sports  corporate and political leaders, among others.  

Sports entities that are perceived as having a negative brand sports team perceived brand equity by consumers 

may experience such negative consequences as: heavy dependence on owners for operating  capital ,low 

revenue generation from both the core brand and brand extensions, inability to attract and retain sponsorship, 

inability to attract advertisers, inability to attract and retain quality playing and  technical and administrative 

personnel ,negative or limited media coverage and low levels of customer loyalty, among others.     
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 Figure 1: The Integrative Conceptual Framework for Assessing Brand Equity in Professional Sports Teams 

4.4 SIGNIFICANCE OF THE CONCEPTUAL FRAMEWORK

This framework represents probably the first conceptual attempts to address the subject of perceived brand 

equity in professional football teams focusing on customer perceptions for teams belonging to different 

professional leagues in one study. 

Unlike the Spectator-Based Brand Equity and the Viewer-Based Brand Equity Models which ignore the fact 

that, in the real world, most sports fans use more than one mode consumption to consume their favourite 

sport, this model treats team sport brand equity as a product of the consumption experience-triggered 

antecedents which fans develop as they consume their favourite sports brand through one or a combination of 

game consumption modes. 

The conceptual framework can increase knowledge on the antecedents, dimensionality and consequences of 

brand equity in professional sports teams and shed some light on some of the grey areas in sports brand equity 

literature.  



 Researchjournali’s Journal of Sports Management 

Vol. 1 | No. 2  December | 2015   14 

www.researchjournali.com 

However, the framework is based on empirical finding from a study carried out in one country, on a single 

sport, football. As results, it may not accurately mirror the situation in other sports settings. 
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