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Abstract

This research aimed at investigating the Moderating role
of ambush marketing, negative behavior and congruence
in relationship between sport (Iran Football pro-league)
involvement and intention to purchase. The research
used a descriptive-correlation method conducted as a
field. The sample consisted of 515 pro-league spectators.
A researcher-made questionnaire was used to collect
data. The validity of the questionnaire was approved by
14 professors and through confirmatory factor analysis.
The reliability was evaluated by Cronbach's alpha (over
0.7 for the whole questionnaire and all subscales).
ANCOVA was used to analyze the data. The results
showed a significant difference in intention to purchase
from sponsors with regard to different levels of sport
involvement (F=1.8, P=0.001). The Moderating role of
negative behavior (F=14.6, P=0.001) and congruence
(F=100.2, P=0.001) in purchase intention was also
significant while the moderating role of ambush
marketing (F=0.34, P=0.0556) was not significant.
Generally, there was a relationship between the pro-
league involvement and the intention to purchase
sponsors' products and players' negative behaviors and
the congruence between sponsors and pro-league
moderated this relationship.

Keywords

Sport sponsorship, Ambush Marketing, Player Negative
Behavior, Congruence, The Football Pro-league of Iran

*Corresponding Author: Ahmad Falahi

Accepted: (24 August 2015)

oS>

9 (stie ) e bl (S fiS GE gwyn B b iagh o
g 5 bl ol s a Blei b 5 S (adle e ey p o)
el e Cygo a4 & LB o Siser— oy i £g 3 Biod
o3l o sl b S 5 K lelols 48 0V 1) 3aios diges 1
St g b o doliduwy oy b ol aBlo 3o dolidiwy I b o2
bl 85 5 b 200 3 ool e Lo bl b g sy 5l
4l g S dolidioy (gl & 05 5 Elog)ST a3 oolatal b 55 askioy
9031 3 sy oo g a5 (gl el cawd oV 3 VL a1 olide 035
2303 bl o8 o oLt ol b odlazel (ANCOVA) LuiblgsS” ubsi
2929 ) (dne O (jpg J| (sl cilisee golaw 4 g b > 5
Pefond) e Sy S8S s 58 cpmen (B1=F P=o/on) o
& e a3 4 bl 2/100=F p=-/--1) )85k 4 (B/14=F
b ine (BA/0=F P=+/-008) ;oS bbb (S8 s (4585 ol el amd
LA 4 By 5y S Gl daw IS b 4 3k o
b s o el i g Sesl Lo B, 5 2 Lls) s Y guamo

S5 o Jusi |y Bl ol i S

S slao3ly
Coles (oBiy9 o8Bk «gyg oxte (CRM) (g0 b bls)l cypie
ol JWgd 5 p S (e Jld) )5k (a8 (ob)l3b 05559

Mo 1an] 1) ghanne Dkt 35 *
E-mail :A_falahi628@Yahoo.com



WA b o 5)led comiy Jlo ¢ oB)y9 o pde 13 (63)5 (slaings \Y

Sl oS o e (ke Sl (S Sl 25
¥ ¥ e 5 3)lpsn) il coles

0313 518 (owy 3590 1y o (i T ilisee gl e
Colgime Wil glaysie p AST jido b Jae ST 55 0l
o 4 205 (Yoo ¥ Tl 5 ) el eloinl sy
B3l (VTR iz ecssle -1+ b g 3ol (o)
TohSan g SIS X FUsS 5 ) K ok
5 L3 (S) ol gy oY+ +8 S 5 oIS Y0
e 5 og)S e oF gyl 5 Ggoms VW) gl
W TN S YV e eyl Y
sl g b GS) 5y 51 AT (V0N Tl 5 JgiS
b puite ol sl 039y (Foo8 ¢ pgudsl 5 (ygomw 1)
il Ao 5 allie (o pite B 5 515 eaits 555
WS )3 dag 390 peS (e Y8y 9 Bl (S
bl (S s B8 35 cpl > plply
OPig 3 ol g dbaly 3 B3l 5 ite S8, ((gueS
350 (Cules dsupl ulde lyie @) b3 & bl
BB ey

T0i09 il Syl (@)
oS (penl g pases BT lsie 4 iy 5108 sladls
a5 S3L5) ol oxd iy "3 35 (el g
Ohg 3l sl Sl slaie (gl > (YYY NAA
Sy S Slalus @ 28 & Cwl eal 5 dMe 50
3 Ubiyg 3ok sl bosldl )l gl JLsgh
Oiig gy b bLsyl o glelyd ily 5 cleMbl a8 s
Ol (VoY VY leSine) Wl 265 4BMe djg0 i b g
o5T 565 a8Me 3)90 oKL b atd, (ol | Ygeme 38l
39 e gaw (A A Tl g ) At
Jud bl Gb)ld) ol Gln B oy
35 4Me )90 (D)9 Slaes 4 Bl wluasie ()bl
5 sl pdans ol L3 L(Y-Y YooY (g Sie)
O el slacS s b1y (b)) s 4Be 350 iy

12- Howard, D. R. and Crompton, J. L.

13- Menon, S. and Kahn, B.E.

14- Russell, L., Angeline G.C., Finney, R.Z.

15- Roy, D.P. and Cornwell, T.B

16- Carrillat, F.A., Lafferty, B.A. and Harris, E.G.
17- Close, A.G., Finney, R., Lacey, R. and Sneath, J.
18- sponsor image

19- Bibby, D.N.

20- P., Chien, T., Bettina, Cornwell, R., Pappu
21- Simmons, C. J., & Becker-Olsen, K. L.

22 -sport involvement

23- Shank, M.D. & Beasley, F.M.

24- Dees,W., Bennett,G. &Villegas,J.

dockio
Eord Dg)ised b 4 S oy (B9 3l Coles pogie
Ol 2348 905 o 3l (@M VB Jlus 4y 35 3l coles
5 L S eS8 Sl ols oWl 8,8 S
Aplue (SIS 0 9 395 wle 1y b 29w B2)b () ]
e S 5l cand Sylie cgles (Vo ¥4 F L SLES) dgs
2 oy b boolygy Sl plojle SO by
Vo) g ) Cullad b Sl b s Sl o5
Ooekeo 00+ 5l coles D (gl lo s b ard dw (b (Y
OY/Y 3ga 4 (VAAY 5 lSGLs 5 LojeS) VAAY Jlu 5 ,Ys
wshsl) ol asl il YoOr Lo, Y5 o)ble
Sy U959 3 oles (YL sladi e 4 angr L.V Y4 VY
Cuonl | (o35)9 Color oy gols (ol s <8y
b)) lp Slides Coles 0y b Glojen o cusl jlays5 5
oo g 5 b () cunl 13y @ gy ol sl
Sl paie 309y jeib oles Cueal dg2g b (VY-
g yiSa s fale WIE) 35 2929 o et oy
Gl 1y sdas gy iy (Voo DAAY)7 JLSie (B8 ¥ A
laybgy cnl (S A8 (oo Slodiy e (a0 1 (o)
“oill Joli 'culen 53 jein S5, @l 6,8 ojll
g Shl s g iS (a6T e 58
odlatwl b cules o 5l a5 an o .l Colen/ lels
gloal Ll cunl a8 )5 515 b5yl 3)90 (e (gl yio ]
OS5 3 Cute Sl & Cul S ISS s o )l
Ve e 8 gali g ) sl 20035 ogllas ooyl 5
g o5 Med UollSen s ginS o) JJK ek
Sy Slge bbbyl anlp Jsle (Yoor O Ken
3509y rl 25 )8 edliul 5)90 Coles (il 0bj))
Do oo odblie yuin Glld & bopw olidss » o
Sl a8 s SO Y game b5 (sly o148l S WS o Dlpiidiy
“Spae oL Jlisl 4 S (0 e Jolie Sl g S
(BT ol 5l iy a4 gl S plsl gl Buss

& bl ) p plpls a8 e joe b5 g bled @BDMe

- Keshock

- Tripodi, J.A.

- Kuzma&Shanklin

Fahy, J., Farrelly, F. and Quester, P.

Garland, R., Charbonneau, J., Macpherson, T.
- Meenaghan, T.

- communication effects of sponsorship involvement
- Speed, R. and Thompson, P.

- Madrigal

10 -Cornwell, T.B., Weeks, C.S., & Roy, D.P.
11- Koo et al.

© O NP W



VY wjl B3 4 bled 50 ()85l g e HlB) cpeS (SbylL i ], e g (M des]

) a8 ULk 4 Cans |y BT 51 5V
el s LysS (WY DA (LS 5 Juils) byl caw
25b 4 sy Glels a5 W0l LS gy 53 8 (VoY)
Hlod 039l Jbl a4 (eS GLLGL S it ()l (e
IS5 BT e (YerA) pswsiSo s Iigy S i)l
5 0500 pMel doyd AY |y wiljes (WSTy cewsy olels
A5 ooy sl oS5 Ve A Sl el g9y 1 (gladllae
Faop BY 5:ke yob & (Jpame dib e gle ) &S
Gl e Yy e @ ]y plels pBuasgal
e lse 4l oS GLLLL oladl 4 5 e
Osen (VAY :Y~\~‘VOI)KA.Q 5 Cag) Ldgy 03 asuds
4 bl gl Jlool & 05 (asude (5500 (il 5
Ji59y55) ol By a8 LG Sl b ()5 (axe yobo
OV XY o

SIL ol 5 ()
Mgy b sy o) Jgame oo a5 1y olasipy 1) il ol 3l
So Sl s Sl N S Jle Glgis ) )l 2529 bLS)
on S obip i (W Coles el gy
CS b ) 3 dgrg LS dlagy b Wy ol Jpame
@ (395 el Coghyg Sy (ol (555liS gl s
Neod Ay g pld) UGS sl gy SO (ol lais
JeeSs bl flgie 4 coles @lodl » (6)B 5l (OYY
oA iy 5 005 Eglas dlyg) 5 ool o ol b (LSS
ol ) o (70X F LolKen g k) el
L bLs)l s opkas Gl joi colos slaimgly 5> ()55l
izt S JSS 4 b (iagg )3 5 2,18 3529 Mol
VW Sty 5 Ml wolSile rcwls lyie cov
2000V ¥V T Ken g gugsSsl) Cusl 0k lgie
331 48 sl Bl g ol lsie & (6,055l Limg oo
ol Jgs 5p Sy (sl plyte @ Juslpl <S58 o
WS o Sy 0l Culas gy lais 4

5 8o 5l G Qe CL (S yb 4
Bl Led o PB gliS jeme pgar )6l

5- awareness

6- Gupta, S. &Pandey, S.

7- Pittetal.

8- Johar, G.V., and Pham, M.T.

9- Rifon et al.

10- fit

11- similarity

12- relevancy

13- Zdravkovic, S., Magnusson, P., Stanley, S.M.

Ll HAY oA o lSan g ) 235 o0 )55 359
Bhy GBS Gyae (ol laeS s San il oS
" Ol sbiled 4 b g abb e jea> Slug) 0 &S A
Sizgy o 5 gl o asle o (55 ojluil cl iy cijloyy
5 gbSSl) cwl p¥ coles il oyn Sln
o 45 wloals L pdl Sldlas (As YA ) Ken
il S e 8 By Sl 3% )l
Neod Sl CusudyY) o)b coles  Lisu il
gaw L3l (VoA ()lKen 5 g SSL V) (oS
5 8 ol gy (2T Vil (359 51 YU 6l
Fee) leSie) im0 JSb (sl Sl 65 ogllae pga
55 sl s (AY Y+ oA () Kan 5 gl Y -A
Jblos 59 3 ol VL gokaw L oLyl a8 dialy LS
T2 9 Byl (sl S b SV gae b5 4 i
sob & iy LS 395 5l el Y gae 4 (65 (558
BTy e b g J) sl S Gl o IS
2 Ylisl & 5l el dapag 3l gl S g 0aiS Gpns
Kb A VA e g ) 3 Lid 8 4 bles
(A e g gl

TomeS (2bylik (b)
gy SOl coles liel w3 4 Gge oS olacS b
@ el by 8IS bYs 4 o5l (See X9 oo
oS il Syl g5y oS il gy e
Sro by coles (a0n & ) blie I (oi50 Sl
OS2l S S b s a8l sladizje
el I rwg dioh oy gl & cunl  SMasl
@ glojl Su o) dawg 4 & 29800 485, 4 Lb)l3L
S Lo loss b ¥ game oS o) pb b blsyl Jlos
5 o) 25l olyg, o] el At g sl ol
Ay naaa oS

Nge y cales 3 (e L)L L8 gyl Cllas
WUy 4 Sllllas ol i Lol sl ol 15 oy
S g ol by b ogbl g oS LI
alllae EY gaa I dib cin oo &S Al (VAAY)

Ndgr diuslyl il somy lols 3y5e Hlox )0 leid ol

1- Yong Jae K., Kyoungtae,K., Cathryn L,C.& Tae Hee,K.
2- Lardinoit, T. &Derbaix, C.

3- ambush marketing

4- Sebel & Gyngell



WWAD ol o 5)lasd qoomiy Jho ¢ o5 y9 Co e )3 (53,0) slayimgh V¥

a8 «° b)ul Oladss =Y J.»l&o 2 (\M Ry ‘L.)?"‘J9|
bbb 15355 cage Canl Kae g8 Yl 65 ks &
5 ocute (iSly cage g 0dd cules lual L bl
S oEes D98 dlugy LB plels 4 glbbe
o g olgy o (Bl & Wl el i 5o olidss
(SAY) I a4 Bl 5 LSS 8l WS
(FFR Y.Ly

e 5, (d)
Colos Sbols)l i Jolo Wlgie (USu3L (e )13,
by Sl o «ales 2315 plinsgs g3l 4 oxie 9 3L
s Aoy & (UL (e )3, 5l 095 Luly o
(ol il paie) yli8) > (ol 285 a5le ol L Ly
(S yitg) 2580 e Bl dag (e g dlaygy S
b ausls gy ..\Jl}:L;o JRE W wL@ .)l.&g.” 9 L§°l> O
gy, 5 ol o by 2 GUSuSL (B jui ols 5L
(55529 g Lawgs 3l Ly e 0956 dliwg & 0dd Colos
-0 B 58l codaad Coles Dl b o bl cuasS
. Al = z
by 2 e b)ldy lale) ide & WS e
o By g Ay g (e U Slgioe ((oB)y9 slacalyw))
(BY Yoo T e 5 amlS) wisly andls
et 31 T 4 iled
I Sloyins b a8 o Culos (o35)9 sbadlhg, I e 5
@ e IRl ale S Gias LS clagusl
Jenl wp bl auS gl 1y 558 OV same b5
Ll 1) Jaase 0alS Gpas S oS Cwl IS
L Bl b ocoles wmde Gl ol S (o
ol ol b jimg s cdel aJls o o)l (glaiw ) (Siusly
3,15 o )ub L5 OMles g e jeb 4 coles a5 Wl
Noop e g jelS YEA N0 TS s JsiysS)
Sya) aosl oL 1y e b 5 o5 b 36 5 (FF-
(£ 02QF ) S o odlols YV NAAY s
4 5SS alg 4 Les )l JpuS il U3, p cMiles

10- Westberg, K., Stavros, C., and Wison, B.
11- Westberg, K., Stavros, C., and Wison, B.
12- Kahuni et al.

13- purchase intention

14- Close et al.

15- Cornwell and Coote

16- Hoek et al.

17- Javalgi et al.

oad Coles slug) g (ol o (S9d90 blo) (63, Sdes
by @laShy » oy pead )5l g amd (o0 L
ol wYgaxe wilial b)) b g dlug, S L
NN S g ol i) 305 0yl (e g Sy esi8)giSS
oluudl &y alisee ligins o leliles Sl 4 a5 b (YA
Ol (opp 4 Ko idges pasuie |y Laslyg) (el
5 oy Oleols 458 28l a7 WA A dBMe gaudge
N pale g pl) Spd o BB s e b3k
&y BlaasT sl 3l Ylas! ol 3l a8 sl lis gl Y-V
aiwd ol &S i) opl 4 S e odlitul lels (gy0l Ob
4 )b Coles 3)90 dluygy b (g i )5k & (lel> ]
o) Sppl g o) Wigd e b b lgie & Ry
(WvF
& 0diSBpas (o)l Ml 5 whbliel da 5,5
cot dlhgy g (ol om ol Sy 5l aw dlesy
Colen 5 o8 AR XY (ulgh ) 35S B b
G5k dlgy g ol oy Sadize a5 (g3],8] (AY Y.L F
gy ooy ol & 35 (52t Jloisl logas 2,3 352
LY ¥ e el g ) WS et oy 4 )
4 G g Bl L MlS 1) (ool g 3l (938 ol
& o)l gyuin Jl! wdl awsh i (5,5 olyg,
=) wen lis oy, el a4 cuns 1) e olusl
b osyBsle 395 00 Fe0) Jigg)ln e ey oyl
Jga> )3 (ol Cudbge pas el dlhyg) 5 (sl (o el
G OA NN e 5 gSsl0) 98 (on JolS ol
oy, il coles canl oy L b gl & (g)sb
@l @ gtie )1 3929 gy 5 (ol (Sl &S
Sl (Fer o8 Da g el ol oad (55 ogllan
koS 2 it 8 g il Cpgo Mg g (ol (o
(AN AN Cgags g odyl) 335 oo i il S5
Sy om G 2L plpde wales 215 4 5959 51 L
P> s )l WS bl Cales 3590 Sl o
2398 (o ol S @ bles (R cage d)lse (S

T g egerw B N eeF i Jen g 550358 (gudsh S0

- Drengner, J., Jahn, S., and Zanger, D.
- Johar and Pham

- Pham, M.T., & Johar, G.V.

Koo et al.

Speed & Thompson

Harvey

- Zdravkovic et al.

- Basil, D. Z., & Herr, P. M.

- Olson and Thjomoe

© O NP AW



VO wjl B3 4 bled 50 ()85l g e HlB) cpeS (SbylL i ], e g (M des]

5oL g by sade saed (ool b SYs (5 (o]
by bosls 5] gon (sl ns bl 5,5 sl
oy A8 (ALl Giagh ddn bl asle 3ixe
D e LI
390 55 il Jole Julow 31 oalisal b g duws laasiia
cups jl odlatul b g dsliduwyy (oLl e85 15 (oLS))
sodls (=+/A8) cé8 3wl 3y90 FligyS sl
sy sl ol o gegl ) eslinal b tag,
43 Jelo 5 2325 (ANCOVA) il lgs

U 9 badl
ABlysl b Jle YA L ply o Bamsgul e 155ke
5 30 3,8l 1y lalsled 5l asyd FAR g MY 3 jluslil
ly olaisl ags a4y Jalie 3131 1) as s YV/Y

ele Jelos (gl sl yy (slgimo alyy oy oz
ISS sl sl Cuns 4 ele )b s pll P
sy Sl 5 ol Lol o 55 adliny (slo 4355
Vdgie 0 eeop g0 la bl I So e 4 by
3 g o3 /Y ) iy Jele slayb adS .l osds 03y
sl eligsS Gl e izmen )l )15 ogllas o
Wb NV e i b plie 05 ) S

2 cos and lajbrin 5 ()ldy JyS 5l Sy oL,
Sl LAY YA (o lSan 5 slcSl) 8,5 o 3
B bl 3 U5 05,5 Ko b ohen s Jlish o 4
Sl kol Gl 3ios mls 3l bl o5bl
ol s il 03,55 (5l 8 Jgamo 550 ol 5l (g lons
laistae oo & ol (SacS b Y game Sl 45 4y
YV AR ) gy J S 09,8 5 i

@ gl W5 4 gl cnl 0ad gohe 3)lge & dagi L
5 QUL e )8y oS LLliL T cund Jlgw
Bl 3 5l 4 ous coles Dlug) 5 ol o )5
Db ol 5l s

lbdfaj) 9 .>|5.o
Juslpl €858 adle ol (dvoy G5 )
ol el plgie 4 5 S eadflh )9 ey Sl
Jold haghy dmels 85 B ey n 2j90 GeioS
(WYY sl Jlgb iy S wbdily 590 olaliles
I35 Jld jp S lithe a5 ool 55 o8 conl
P (g pauiel 4 degl b g adl jeas A e
@l S Jsep | diges o2 s (sl ecylo] dnol
AN o> b sldiges 5 ab odliiiw] asuinl 5 55 mols>
Sdiged Jp S (Sopns 4 dag b S Qbal )@
oBld)ye sl 5l g cuslite o> b el ©jg0 4 g}y

Gl lole b 3 o a8 ole L. Jgua

. . 3
3 2 o 3 3
R T X 3.‘ 3 9 _
‘2; Y . 19 T = ST
3. 33 Y ’4\ ay
N3 3 §
I il i S g Sl (BS)IS 5 WSS I iS5 o) Cusgd (g0
<IAY
A )l el o gl iy S g Sl (05 IS
AV ol oo JUg )b S plgis 1) po5 (e
oy e &S b pl d G 1) 395 (e ey S Juill €858 Coles by
f""b@
s VD el 3o ol slasloisl 1 S el ) 8 b Y guaeo
A4 85590 8 i Y gazme JLod pe el o piwd 30 Juwsl ] &Y guaee il
P
i /o i (o0 L)l Juslpl €858 5 JUg 50 S o o0




WA b o 5)led comiy Jlo ¢ oB)y9 o pde 13 (63)5 (slaings \kd

IV

ol il ] €8 15 1y 0 bl b ol i S b 0 b))

/e Gl dvy (oo oy 2 & Juwl pl €S b 4y (3,8 S8 s &S Slage
Py (50 (R & Jp S 4 )5 S el o il o

Ll 298 o ol ol g J5g S 0 )i el JUSGSL (BB it sl
-19¥ syl ol )3 pLSGL a8 w8 oo colen JLigh 5 S I il ] e85

<IYA

Lyl Jlelyd BMS] e

- /oA Iy Jedlpl €8 5o aazg pip S lope g US5L oo g (IWB] e 18,

S el

<I¥A & mas 1o 398 (o i el | JWe Olilue sliles (p> oS Sliuls

8

-100 oS (o ol iy S (ol (ol b oK )9 (9ol Sl e
NIV o' S S ol el 4y b yo o559 Blbl clils oS 138 0 S8 e

-I¥0 S ol (ol sl o559 (el 3 b €S58 plo Sl o 038 (0 S

Gl dltuaio s (Juwidl ol €8 55) 3

Sysie 9 Jitus e (i )1 (e Joli &5 0 s
P=+IFVY Bl L u 3 4 bls) o)l seng olyen
67/0=F P=-/A\F ¢ iia i) L 1y 5 & sles 66/0=F
5 (225F P=-IYA f0eS GLJL L w S bl
ol 48y (385 7 i)y (Ke 00
el pgel daTopdy alS gaos Sl Glebl G e
—ee ol 1 ol ol @B Y Jgse b plonl il oS
Cuol Yy amo ol 3l 25571 o ssaliio oS 45oSlon amd
e golaw 4 a2 b (ol 13 4 231 bl s
PeleoN) 3 3529 6> (g gl (559 5l sl
5 (BILA=F p=+/-+\) Lia )b i cymiomen (8/1=F
BT 3 4 Jiles 1 (2/100=F p=+/--1) 555k
P=2/2008) a8 oblib SuS b 8l bl el
Asb e Iy xe (34/0=F

@ hlo (uillgsS” Jelos daite (3 SI31LY Jgu

ol
g ole Slayd € N
S F . s )
Slygdoee 00l )
&b po &9
ofee ARZAN OIYA ARS V-4/48 Je
ol
[XW)
of o0 \WYEA SV A\ SVIY Jde
ol
ey N Y oYY \ INAs &)k

JeNON¥E VIV \ vIvs S,

oS sty b o)) iy 5 sl il zgbaw b
Sl 5 MSBB/3KY/Y Lawgia (o asls L o], m<Y/FY
85 Lwp 4 il p (MY/FF VL glasle L
b 6)5ke 5 (e JU8) ceS” (2b)ljl (SIS s i
285 8 syl y90 eillsgS Sl sl 1 ool
Taw g diwly e glis 4 (sl I up @ bls
Ha8 Jae 3y St piie Glyie 4 (Bhg Jl )l
O o S5 ()55l 5 GUS3L (e 513) (oS (2L l3L
2 (08 Joass) oo poiie plaie 4 35 5 Sy (o>
ollgsS s pgeil sla (058 (WD a5 L
8y )8 s 390

Lwyp @ bl @ baye 7ol mjg (o9 Jloy
JR eslse Bgipanl —BlSsalss el I eolitl
ey @ig I 2 @ bl 4 baye gla ooy cd)s
(p>+1-0) col Jlay05

gobw 2 3 4 bl uibly 5 b Gl o) oyges]
Caol Hoyedy GKed jl b5y 1 gyluls calise
(A0/2=F p=-/-av)

@ hle g (e )13)) ditunly uiite g ol o (o piie
T=N0Y L5 4 bl g cpmeS byl I=—+/YVY 4,5
23l

On Je g8 Ogme)S) (GKen opdy owpp Glp
@l 855 )8 (g 3)90 Jis pide g ol o (gl puite



VY wjl B3 4 bled 50 ()85l g e HlB) cpeS (SbylL i ], e g (M des]

B3l L (Yoo A) ohlKen 5 b SL (VoY wolj ol
LS a8 3yl dgvg LelSin b5 & bles &S
ar g s il ol ) oYL e sl
2 e 586 By 3 s asle & WS e o)Ll (V4 A
OB L 4 bles g Yleinl g 0)s (ol g jl 25 Sy
Fap @ bl b (s 5l )l o 98 byl o)
@ (Stly JlBl g 5lnl 4 plaliles Sl b Sy oo (o>
& Gygb @ 2pd oy lis 393 A 390 oL b o
575 4 09> 4 5y50 oKL (o> LB b plaliles
obebiler Byl 51y o lis 1) oKl 4 295 Sty
o b olKBly (85 dlygy b iy S )l 5 die 2BMe
395 aBMe 3)90 i b olRBly ¢ objyg Slasg) b ddy aluusg 4
sbglejle g 33l (Blue (oled 9 B9d (o (b Cugn
> (oo 58 295 BMe 390 3)lse 059> 3 1) ol b by
g 390 g 0398 slitul Aliws ol I g5 plels Yeso
o B oo 3y90 (8559 5 b oL el L

Xy
5 S5l ite HlB, (SaS haw id L bl
Sl 5 e by b o8 3l L5 gl e 3L
9 omdgl Y 8) 2 g sl el )l imo 1y 5 4 bles
wigem g (Vo) Jo 9 )9035 ccygudsh 5o (V1)) gogf
oy LS BuoS nl @S b geen (Y2 0F) (gudgh 50
a4 bl p ol e g e b IS5l oS
SAY 5 (Vore) OhlSen 5 ol sz cnl b )b (o>
O B 4 bl ) )55l oS S e o)lal (Y2 4Y)
Clled > S oo Glo (V208 52 5 Jowl )8 ()l (i
)3 329 Mg 5 (b skl el &5 Coles gl
aply Wl 0dgai Jobs 095 Coles I oy @l el
Mgy & Comd g Sl JB5le S ) (al> g sy, (933
oolen] & s ot Jloisl bl adls it LbyS
VooV ol g ,S0) dan L ol gy ol 4 ) o
33 o g ol & St ebusl () (V) g la
L s ols OY guame 5 4 (gyiy Jled o8l &S
@ hlod p g oo QUS3L (e )18, o5 ol L gl
llao palio & G5Silan 318, Lite b Lol § 5

Cataly Slazgy o (A 2 331 S Slang, S 4 by

1- Harvey

s
-[00F <IY¥ <[AY ) <A bl
RRAYY VA DAYS \¥d \OIY' . Syl
NG ¥aa YSVIV L3
[T avaN/Yo J
OVY YVY/55 Js
z)'tal
IR

IS 3 e (7 Jsi) 4037 oo (Lt (09> slaTa i
ghw by peS SLHIL g Bl (ae L,
Lol il Hb gxe w4 bl b o3y 5l )l
Ol e b aldl & cons (3555 5l syl bwgie daw
ol OYgame b5 4 gytde bld (555l syl
Cawd 53y9 5l lils YU adaw b 01,8l poocen .55l
ol OYsame L A gyide blad 500 09)5 90 @
A 2T e ol @l pl IS b 4 )b gy K
i ol Bl b e S5l sl g

AT o Joas 1y Bl ol 5 SIL (ol o

@ hlod il poie) (2Ugd sl analie YS9

(22
e ghe gl gl g sl g
S b osle 09399
o[+ -Iyys —-/Yva Lwgie o
o+ -I\YA AR ol K
o[oxY ofovE AR sl Lagio

S 5 4om § Ly
b 89 3l sl g bl gy Bia b ol
il S Jias o8 (i8S Jlipn b u s 4 bl
P Sy b om 5l g (IS e Jl3) (oS
5L ol (oYl g b sl sl olts gulis b plo
Fr S o Vgame w3 4 gyt bl by
YL ko b oLyl a8 il eols oyl alisee ldllas L)l
Sy Y gae by 5 d gt bl ()9 3l o)l
I ol eYgaxme @ 65 G @y 5 Wb b sl
g od Veo¥ o Vo) (o lhSie) wmd o lis 295
5 L5 LS oA (S 5 ool oA (o)lSen



WA b o 5)led comiy Jlo ¢ oB)y9 o pde 13 (63)5 (slaings YA

S 35 (Bl e ) opladb pealie 5 e
sle Lite calmylidy Ylatsl S o Lite 1y o> 4y 3l
Oy Bpae b g bl Gle ) (B)y9 pé byl
= o @ ogllasl pgai pl JESH cage (UL by
I &S olugy (ol @ Cons e 5 ool 258
ol cage Mg o Cul ISk gl (sl
38 s lasle oo 420 5 395 (ol 25 4 e
o)ty ol ) sy b el a3l sty 5p S
ol bl i b g 0oy jin (ke
3y

Sl o cute bl dg2g 4 a2 b (IS job
B 2l & ol S lF o B 4 Bl g BB
Iy oasio soligy 4 laie a8Me 5 olaliles ool I\
iSul g canlie 4035 Blg o dlagy ol 5l coles )l
2 4 Bl 3 )l B 4 de g b piomen 3L
Colos gl 1y oboligy Ll b eS8 yb oS 5500 ol ol
S sl W b gyt (6,5 jlo &8 aS Gl

o Ndime ol Cules gladlyg) 5 Glels ax ST 8L
26 Sgy 0 x5 QUL saen L8y S8 Jlesl
S e gyl S5 Ll (e g S
dola) 5y Cams Co e | ol S 20d 0 el ol
YN Coguly 5 Gegpgbiel < Spsteg) i
& Gile dclie ) ol Wb coles 3)50 (slaolyg,
slajldy ol Sls g il gl ebe b g3l
R N TEP

1- Westberg, K., Stavros, C., Wilson, B.



Applied Research of Sport Management
Vol. 5, No.2, Fall 2016

- Chien, P.M., Cornwell, T.B., Pappu, R.
(2011). Rejoinder to commentary on Chien,
Cornwell, and Pappu (2010): Advancing
research on sponsorship portfolio effects.
Journal of Business Research, pp. 1-5.

- Close, A.G., Finney, R., Lacey, R. and
Sneath, J. (2006). Engaging the consumer
through event marketing: linking attendees
with the sponsor, community, and brand.
Journal of Advertising Research, Vol. 46, pp.
420-33.

- Cornwell, T. and Coote, L. (2005).
Corporate sponsorship of a cause: the role of
identification in purchase intent. Journal of
Business Research, Vol. 58, pp. 268-276.

- Cornwell, T.B., Humphreys, M.S., Quinn,
E.A., and McAlister, A.R. (2013). Memory of
Sponsorship-Linked Marketing
Communications: The Effect of Competitor
Mentions. SAGE Open,
http://sgo.sagepub.com/content/2/4/21582
44012468139

- Cornwell, T.B., Weeks, C.S., & Roy, D.P.
(2005). Sponsorship-linked
marketing:Openingthe black box. Journal of
Advertising, 34(2):21-42.

- Dees,W., Bennett,G. &Villegas,J. (2008).
Measuring the Effectiveness of Sponsorship
of an Elite Intercollegiate Football Program.
Sport Marketing Quarterly, 17:79-89.

- Drengner, J., Jahn, S., and Zanger, D.
(2011). Measuring event—brand congruence.
Event Management, Vol. 15, pp. 25-36.

- Ellen, P. S.,, Mohr, L. A.,, & Webb, D. J.
(2000). Charitable programs and the retailer:
Do they mix? Journal of Retailing, 76(3),
393-406.

- Fahy, J., Farrelly, F. and Quester, P. (2004).
Competitive advantage through sponsorship.
European Journal of Marketing, Vol. 38, pp.
1013-30.

- Garland, R., Charbonneau, J., Macpherson,
T. (2008). Measuring sport sponsorship

*Corresponding Author: Ahmad Falahi

339 Su o 43 (635,15 sla Widgdy

REFERENCES
- Alexandris, K., Tsaousi, E. and James, J.
(2007). Predicting sponsorship outcomes
from attitudinal constructs: the case of a
professional  basketball event. Sports
Marketing Quarterly, Vol. 16, pp. 130-9.

- Alavi, S.M., and Najafi Siahroodi, M.
(2014). Brand loyalty role between Brand
love and Brand advocacy (A case study:
Malavan Anzali sport brand). Applied
Research of Sport Management, Vol. 3, No.
1, pp. 23-36.

- Basil, D. Z., & Herr, P. M. (2006). Attitudinal
balance and cause-related marketing: An
empirical application of balance theory.
Journal of Consumer Psychology, 16(4),
391-403.

- Becker-Olsen, K. (2003). And now, a word
from our sponsor. Journal of Advertising,
32(2), 17-32.

- Becker-Olsen, K. L., Cudmore, B. A., & Hill,
R. P. (2006).The impact of perceived
corporate social responsibility on consumer
behavior. Journal of Business Research,
59(1), 46-53.

- Bennett, R. (1999). Sports sponsorship,
spectator recall and false consensus.
European Journal of Marketing, Vol. 33, pp.
291-313.

- Bibby, D.N. (2011). Sponsorship portfolio as
brand image creation strategies: A
commentary essay. Journal of Business
Research, Vol. 64, Pp. 628-630.

- Carrillat, F.A., Lafferty, B.A. and Harris, E.G.
(2005). Investigating sponsorship
effectiveness: do less familiar brands have
an advantage over more familiar brands in
single and multiple sponsorship
arrangements? Brand Management, Vol. 13,
pp. 50-64.

*

S (LKW PYWO Y X VOWEPY,
E-mail :A_falahi628@Yahoo.com



WA b o 5)led comiy Jlo ¢ oB)y9 o pde 13 (63)5 (slaings Yo

- Keshock, C.M. (2004). The effects of
economic impact information on the
attitudes of potential sports sponsors
operating in mid-size and small college
communities. For the degree of Doctor of
Philosophy.

- Koo, G., Quarterman, J. and Flynn, L.
(2006). Effect of perceived sport event and
sponsor image fit on consumers’ cognition,
affect, and behavioral intentions. Sport
Marketing Quarterly, Vol. 15, pp. 80-90.

- Kuzma, J.R,, Shanklin, W.L (1994).
Corporate sponsorship: An application for
analysis”. In Graham, P. J. (Ed.), Sport
business, operational and theoretical
aspects. Madison, Wisconsin: Brown and
Benchmark.

- Lafferty, B. A. (2007). The relevance of fit in
a cause-brand alliance when consumers
evaluate corporate credibility. Journal of
Business Research, 60(2007), 447-453.

- Lardinoit, T., Derbaix, C. (2001).
Sponsorship  and recall of sponsors,
Psychology and Marketing, Vol. 18(2):167-
190.

- Madrigal, R. (2001). Social identity effects
in a belief attitude- intentions hierarchy:
implications for corporate sponsorship”,
Psychology and Marketing, 18:145-165.

- Meenaghan, T. (1991). The role of
sponsorship in the marketing
communications mix. International Journal
of Advertising, 10:35-47.

- Meenaghan, T. (2001). Sponsorship and
advertising: a comparison of consumer
perceptions. Psychology and Marketing, Vol.
18, pp. 191-215.

- Menon, S. and Kahn, B.E. (2003). Corporate
sponsorship of philanthropic activities: when
dothey impact perception of sponsor brand?
Journal of Consumer Psychology, Vol. 13 No.
3,pp. 316-327.

effectiveness: links to existing behavior.
Innovative Marketing, 4(1):46-52.

- Gilaninia S., Abbaszadeh, M.R (2011).
Assessing the  Constructs of  Sport
Sponsorship Effectiveness and Theoretical
Relationships between them among Football
Fans in Iran. J. Basic. Appl. Sci. Res., Vol. 1(7),
Pp. 606-616.

- Grohs, R., Wagner, U., and Vsetecka, S.
(2004). Assessing the effectiveness of sport
sponsorships—An  empirical examination.
Schmalenbach Business Review, Vol. 56, pp.
119-138.

- Gupta, S., Pandey, S. (2007). Impact of
Ambush Marketing on Sponsor
Identification. Indian Institute of
Management Bangalore, Working paper No.
256.

- Harvey, B. (2001). Measuring the effects of
sponsorships.  Journal of  Advertising
Research,41, 59-65.

- Hoek, J., Gendall, P., Jeffcoat, M., Orsman,
D. (1997). Sponsorship and advertising: a
comparison of their effects. J Mark Commun;
3:21-32.

- Howard, D. R. and Crompton, J. L. (2004)
Financing Sport. Morgantown, WV: Fitness
Information Technology, Inc

International Events Group (2013). (Available
at: www.sponsorship.com).

- Javalgi, R., Traylor, M., Gross, A. and
Lampman, E. (1994), “Awareness of
sponsorship and corporate image: an
empirical investigation”,  Journal of
Advertising, Vol. 23, pp. 47-58.

Johar, G. V., & Pham, M. T. (1999).
Relatedness, prominence, and constructive
sponsor identification. Journal of Marketing
Research, 36(3), 299-312.

- Kahuni, A. T., Rowley, J.,, &Binsardi, A.
(2009). Guilty by association: image ‘spill-
over’ in corporate co-branding. Corporate
Reputation Review, 12(1), 52-63.




A wjl 05 4 bled )0 ()85l g i 4l (e ob)lik i ], e g (M ses]

- Speed, R. and Thompson, P. (2000).
Determinants of  sports  sponsorship
response. Journal of the Academy of
Marketing Science, Vol. 28, pp. 226-38.

- Tripodi, J.A.  (2001).  Sponsorship-A
Confirmed Weapon in the Promotional
Armory. International Journal of Sports
Marketing & Sponsorship, Vol. 13, Pp. 17-31.
- Westberg, K., Stavros, C., Wilson, B. (2011).
The impact of degenerative episodes on the
sponsorship B2B relationship: Implications
for brand management. Industrial Marketing
Management, Vol. 40, Pp. 603-611.

- Yong Jae, K., Kyoungtae, K., Cathryn, L.C.,
Tae Hee, K. (2008). The effects of sport
involvement, sponsor awareness and
corporate image on intention to purchase
sponsors' products. International Journal of
Sports Marketing & Sponsorship, 9(2):79-92.

- Olson, E. L., &Thjomoe, H. M. (2011).
Explaining and articulating the fit construct
insponsorship. Journal of Advertising, 40(1),
57-70.

- Pham, M.T., & Johar, G.V. (2001). Market
prominence biases in sponsor identification:
Processes and consequentiality. Psychology
& Marketing, 18, 123-143.

- Pitt, L., Parent, M., Berthon, P., Steyn P.G.
(2010). Event sponsorship and ambush
marketing: Lessons from the Beijing
Olympics. Business Horizons, 53:281-290.

- Rifon, N., Choi, S., Trimble, C.,, & Li, H.
(2004). Congruence effects in sponsorship.
Journal of Advertising, 33(1), 29-42.

- Roy, D. and Cornwell, T. (2004). The effects
of consumer knowledge on responses to
event  sponsorships.  Psychology and
Marketing, Vol. 21, pp. 185-207.

- Russell, L., Angeline G.C., Finney, R.Z.
(2010). The pivotal roles of product
knowledge and corporate social
responsibility in event sponsorship
effectiveness. Journal of Business Research,
Vol. 63, Pp. 1222-1228.

- mSandler, D., Shani, D. (1989). Olympic
sponsorship vs ‘ambush’ marketing: who
gets the gold? Journal of Advertising
Research, 29(4):9-14.

- Sebel J. &Gyngell, D. (1999). Protecting
Olympic Gold: Ambush Marketing and Other
Threats to Olympic Symbols and Indicia.
University of New South Wales Law Journal,
vol. 22, pp. 691-707.

- Shank, M.D. & Beasley, F.M. (1998). Fan or
fanatic: refining a measure of sports
involvement, Journal of SportBehavior,
21(4), 435-443.

- Simmons, C. J., & Becker-Olsen, K. L.
(2006).Achieving marketing objectives
through social sponsorships.Journal of
Marketing, 70(4), 154-169.



