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congruence effects of sport sponsorship. Measurement in Physical Education and Exercise Science
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ATTITUDE TOWARD THE BRAND, AND PURCHASE INTENTION: AN EMPIRICAL ANALYSIS IN THE CONTEXT OF
SPORT SPONSORSHIP. Jurnal Aplikasi Manajemen, 18(1).
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sponsorship. Global Business & Finance Review (GBFR), 24(1), 27-43.
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ATTITUDE TOWARD THE BRAND, AND PURCHASE INTENTION: AN EMPIRICAL ANALYSIS IN THE CONTEXT OF
SPORT SPONSORSHIP. Jurnal Aplikasi Manajemen, 18(1), op.cit.
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between team loyalty, sponsorship awareness, attitude toward the sponsor, and purchase intentions. Journal
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behaviour model: Analysis in non-sporting brand. Jurnal Studi Komunikasi, 4(2), 282-295.
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team performance, stars, and the moderating role of team identification. European Journal of Marketing, 45(4).
8. Yuan, S., Huo, C., & Malik, T. H. (2019). The negative spillover effect in sports sponsorship: An experiment
examining the impact of team performance on sponsor’s brand trust. International Journal of Sports Marketing
and Sponsorship.
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outcomes: evidence from the Indian Premier League. International Journal of Sports Marketing and Sponsorship.
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team performance, stars, and the moderating role of team identification. European Journal of Marketing, 45(4),
op.cit.

> Yuan, S., Huo, C., & Malik, T. H. (2019). The negative spillover effect in sports sponsorship: An experiment
examining the impact of team performance on sponsor’s brand trust. International Journal of Sports Marketing
and Sponsorship, op.cit.
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op.cit.

7. Rai, J. S., Yousaf, A,, Itani, M. N., & Singh, A. (2021). Sports celebrity personality and purchase intention: the
role of endorser-brand congruence, brand credibility and brand image transfer. Sport, Business and
Management: An International Journal.
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% El-Bassiouny, N., Hamed, S., Hammad, H., Adib, H., & Ammar, N. (2020). Online C2C Interactions with Sports
Brands: Insights from the# Mo Salah Brand. In Sport Entrepreneurship and Public Policy (pp. 117-133). Springer,
Cham.

» _ Yoon, S. W., & Shin, S. (2017). The role of negative publicity in consumer evaluations of sports stars and
their sponsors. Journal of Consumer Behaviour, 16(4), 332-342.

0 _ Escalada, S. M. (2021). Peso de las marcas de ropa deportiva dentro del futbol europeo de élite a través del
patrocinio.'Marketing'y competencia entre Adidas y Nike. Index. comunicacidn: Revista cientifica en el ambito
de la Comunicacidn Aplicada, 11(1), 69-94.

* Rai, J. S., Yousaf, A, Itani, M. N., & Singh, A. (2021). Sports celebrity personality and purchase intention: the
role of endorser-brand congruence, brand credibility and brand image transfer. Sport, Business and
Management: An International Journal, op.cit.
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de la Comunicacion Aplicada, 11(1), 69-94, op.cit.
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> Smart, B. (2007). Not playing around: global capitalism, modern sport and consumer culture. Global
Networks, 7(2), pp126.

> Jagre, E., Watson, J. J., & Watson, J. G. (2001). Sponsorship and congruity theory: A theoretical framework
for explaining consumer attitude and recall of event sponsorship. Advances in consumer research, 28, 439-445.
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7 Santomier, J. (2008). New media, branding and global sports sponsorship " ibid,pp15.

B Faed, A. (2007). Strategic assessment of sport sponsorship as a marketing communication tool in electronic
industries of Iran.pp13.

V¢q [ Vo) - sy el asml i) s 53855 pMEY) gt palal) Alsal) ]




A latl) Adlall g i) L Lpdalyl Lle gl g

clid)l G dle )l @6 ‘jg_m_} °
Agplal) Lall Ylail dgle ) e i of cany @

il seant) A el dosi o any @

Corgiual) Hsganll wfs dpadidis sl Jaar o Aol Gahatt of any @
A8l Al bl i )y Calaal) ae Alesll Slan o Gany @
Sallally cldind) ¢Slaall e 4 il el aladind ay @

Aoyl il A sl i ol oy @

eyl Allad it ony @

Al Bypue 5% O i Ale)ll @

clic 0ysn dysid) Aoyl lylasil) Cany @

A A il (g pal) de penal AleSa Aol (5 O any @

: sleyll g1l

el sl )

Gaany LS Agladl W Adley) (ale S Joaall 8 lean) Pliia) Ga 48,80 daall sda asiy
Lexdi dipe e Jilie Lgilatiie g 5l Vo) 8 a8l 58T allad) Al ghay ity VSIS 48,5 ol 2ie
ey Jie @AY Gaall DS e Joand Jlial iy cabaia) gl ce IRV dadaial) dgall
an G sl Chaga) aatis dal) ccbylall Jsia SN el e ccedlll ciay e
DS oSl Plstia S cdlphall Slegsas A e (MleYly bl JL ) clatial)

9 Kartakoullis, N. L., Vrontis, D., Thrassou, A., & Kriemadis, T. (2013). Strategic resource planning for football
clubs. Op.cit, pp13.
Gl agia g Ao ) dudaly 1) e LEEu) Jasad b Aadle V) 5 Apalai®y) Cilasall 530" (Yo V1) 2l se pumdl g g gudly-
YA 0a (s o e " g 400

Vo [ Vo) - sy el asml i) s 53855 pMEY) gt palal) Alsal) ]




A latl) Adlall g i) L Lpdalyl Lle gl g

) (2Ll Y

daaly a4 ADle) iy o Aoyl de e alile e D Aapy Jeasy 3 )
CAazlyy dalia 8y g 44y lgiuall

:aleddl) o)y -V

a6 Ay Jasha 4S8 sale Jlaays coalpll Goall Lald Glad by @3 el Sl ag
3 il sheay Aniie A8 )l QBN ame (oualpl) Gaall G Slall JB clexs
S Maye s OMEGA 48,58 cile b Jie byl Gaaall cilanss 206 il
s agall el JIssd
i bae YIKE dle ) ashs

lelaal (3,lly 3@ e dle ) o

Al )l i) Dluay Lle ) o

LGl s e ) Al Ayl Ayl eyl DA (e Dle )l o
ol clalasy) f Ladl dle ) o
Galedl 5 sl Al cliladls clglicdls ilaadU dle ) @

s Magal) Ll Al
ts Lo byl ool il Aley ) Apaleai®Y) luisall 1d N Gl sl e

Gl o adl )y LI e (Sa L Wyseen paa S Al AREY) Gew plu) )
Ak el il

sl g 08 7 Ml ) Gl Ble ) o gadailly 40 Al dllgiaad) clalad) e e N gl LB (Y ) (Gitm deme ad -
VY TG Cnaall ) day) ) daSaa

Gl agia g Ao ) dudaly 1) ) L) Josad b AoV g ApabaiBy) Cilawagall 5s3 " (Y2 N) Ae ja el e g il
TAa (Gl g e " (A AL

Gl agia g Ao ) by ) e L) S sad 8 Aadle ) g ApalatBy) Cilassall 593 " (Y0 V1) e yo pmdl g s Guli-
YA oa (Adalh Hsile Gl daala) Yag Gaann daSae dpluill aslell 5 (3 5all dlaa ™ 5 58080

© g ciaSaa " dpaly ) AS Al gl g Aol Auuigall 5 gaa Cpeind G Audaly sl Ale " (Y01 0) G le e daal -
NV o (bl A il S e gaud dasla) 4 uSul) Aaall  daly )l aglal (sl jaigal)

Vo [ Vo) - sy el asml i) s 53855 pMEY) gt palal) Alsal) ]




A latl) Adlall g i) L Lpdalyl Lle gl g

03 3leyll slandy cldle Lacaie dpalyll Glaa¥ly Glwlid) s dabdd) Bl HL8 -Y
e ale Ll
Syilaally daladl Jilussl cpe sl AN S5 Y
o Al Gea Ll g Amadl dacalpl) @l B el Sl of (Yeo)) olalse S
(Yere) iy ,SHb oS5 ¢ Jually e hl olad agilSshus agdiloe o S5 0y50 s3lls ¢ (nadll
Cun T pmaaa) (e B A b e oDl aay ¢ e blly Gudll Op 3D Al yaa 4
Cmalie (5 pfings ebiailly Gl Lo Lible (ilSa agl 8 Baly)ll Sltine Calaginl e Jias
S agSsl b Aylal

Fly ‘-
‘ “mirares =8¢
-

Lt dyy s2U (Gd e g (0) Ad) Jsi
s sl dpaly )l daal A,
0 allall ul€ Gl 3 Ley ¢(opSl) Apalyll laaY) e daall diagge G IS dyley Cinpal
s Gl oda G e a1 STy 1 Ysapsill (€l 33all Bl Alulis a)ll Allall Gl il
clysean 5ol o Jadd () ol oyl Sl Loy i) Alaa¥) ey L Aad Y1 latY)
b Agallly AN Saleall e lially (haaY) 3] allall Jealill Gl Ladl oy
el lgmgye s lgdlsad Aalgal 3y (o iad lual) aaie Gl b cul€ Al daall
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of Sport Management, 27(4),pp 289.

% Thomas N Brysting(2017)" Sport Sponsorship Success Factors and Benefits of the Sponsor" pp8.
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Law, 17(2),pp 42.
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