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Abstract

The positive reputation of the sport teams is the most important intangible asset that
somewhat determines their success. Therefore, the purpose of this study was to investigate
the influence of the dimensions of sport team reputation on team identification and the
spectators’ attendance intention. The research method is descriptive - correlation. The
population and sample of the study included the members of the Persepolis team's
telegram channel (1337926), 525 of whom were randomly selected. To measure the
study’s variables, several questionnaires were used. The content validity and internal
consistency of questionnaires were confirmed by the experts and Cronbach's alpha,
respectively. In addition, the structural equation model was used to test hypothesis. The
results showed that team performance (0.82), team social responsibility (0.76), spectator-
orientation (0.70), team tradition (0.44), management quality (0.37), and financial stability
(0.26) had the most impact on team identity of the audience, and team identity with a
regression coefficient of 0.80 affected the attendance intention. Therefore, sport teams
can focus on the dimensions of the reputation of the teams by formulating and designing
necessary and new strategies and programs, not only to achieve reputation but also to
create team identity, and finally to increase the spectators’ intention of attendance.

Keywords: Attendance Intention, Spectators, Sports Team Reputation, Team
Identification.
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Extended Abstract

Background and Purpose

The definition of fame and its management is not a new issue, but using these
concepts in sport area is ignored (Bilings, 2018; 150). Hence, the studies on sport
teams’ fame in sport management literature is very limited (Vargas et al, 2019;
9), and only in recent years, the process of making and managing fame is paid
attention by the researchers in sport marketing and management area (Malts et al.,
2017; 90). Jung et al. (2015) presented the first sport team fame’s apprehensionby
using a more top rank model.

While recent measurement theory suggests that multiple structures be reviewed at
the levels of dimension because this method is a clear, potential and concrete way
for research models (Lee & Codogan, 2013, 80). For this reason, researchers
should use reflective standards in structural equation model as much as they can
(Lee & Chamberlain, 2016, 106).

In this regard, the present study was done with the purpose of recognizing the
effects of sport team’s fame dimensions, by presenting a first rank model and their
returning in team identity and the spectators’ intention to attend.

Materials and Methods

The research method is descriptive - correlation. The population and sample of
the research includes members of the Persepolis team's telegram channel
(1337926). In order to measure sports team reputation, Jang et al. (2015)’s
questionnare with 18 questions, Wu et al. (2012)’s team identification
questionnare with 3 questions, and Rocha and Fleury’s attendance intention
guestionnare with 5 questions (2017) in 5-point Likert scale ( | totally disagree =
1 to | totally agree = 5) were used. Experts’ and specialists’ opinions were used
for its face validity, and Cronbach’s alpha test wasrused for its stability.
Confirmatory factor analysis was also applied for construct validity. The
questionnare was designed in online form and its link was sent to the Perspolis
club official Telegraph channel officer and asked to be included in the channel.
After about a month, ©Y© questionnares were returned, and ) 1 questionnares were
not analyzed because of not being legible. So @4 questionnares were analyzed.
By considering ©+* intact questionnares, the answer rate was 41 percent. Since
the answer rate has been more than 85 percent, the so-called illegible
questionnares are no threat for the present study ( Jordan et al, 2011; 234). The
advantages of using online questionnare are the time reduction of data collection,
saving money, enough time for the respondents, fast and useful publishing, etc.
(Marticotte & Arcand, 2017, 2). In order to organize and summarize the raw data,
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descriptive statistics, and in inferential section, structural equations model test
were used. Data’s analysis was done by the use of SPSS and Amos softwares.

Findings

In description statistics section, in gender variable, the mostfrequency (370
(76/70) belongs to male, based on the variable of university degree, the most
frequency (252 (44/20) belongs to bachelor’s degree, and in age variable, the most
frequency (211 (41/45) belongs to the ages of 20-30. The result of Cronbach’s
alpha test showed that the degree of similarity of questionnares’ questions were
team performance (0.88), team tradition (0.90), team social responsibility (0.86),
spectator-orientation (0.85), management quality (0.78), financial stability (0.81),
team identification (0.84), and attendance intention (0.80). Since inner degree of
conformity in the questionnares are all above 0.70, it can be stated that the
variables have a suitable inner conformity. The result of conformity factor
analysis of the productsshowed that all of the questions have a factor load more
than 0.6, so none of the questions were deleted. Moreover, the correlation test
among research’s model variables showed that the most correlation is between the
team identification and attendance intention variables (0/585), and less correlation
is between team identification and financial stability variables (0/115). In
addition, the results of research model’s fitness indicators showed that X2/df ratio
indicators ( less than 3), and equal to 2.901 are suitable, and CFI, IFI, TLI, GFl,
RFI, NFI indicators are all more than 0.9, RMSEA indicator is less than 0.08 and
equal to 0.06, and are inean ideal level. That means thatshe present study’s model
has an ideal fitness and the factor structure considered for that is acceptable, i.e.,
the research data support and approve the study’s theoretical model. On the other
hand, the results of paths and regression coefficients of research model
assumptions are presented as below.
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Tablel. Regression Coefficients of Research Model Paths
Regression
Path Weights SE. CR P

Team Team "
Performance ” Identification . 037 7.505

Team Tradition — ---> Team 459 078 5125 %k

Identification

Team social » Team "
Responsibility ~~ Identification Uz 044 6616

Spectator- Team e
Orientation " |dentification 700 041 6.338

Management Team er
Quality > Identification 5 083 5003

Financial Team e
Stability > Identification 263 097 4.460

Team Attendance .
|dentification Intention & 022 8.521

The findings show that sports team reputation features, including respectively, team
performance (0/82), team social responsibility (0/77), spectator-orientation (0/70),
team tradition (0/46), management quality (0/37), and financial stability (26), have
the most effect on fans’ team identification. Furthermore, team identification has
been effective on football spectators’ attendance intentions with a regression
coefficient of 0.80.

Conclusion and Implications

This study can provide a coherent view in the management of sport team’s fame
features and also present a wide range of needed management actions for a better
management of the team’s fame, expansion of fans’ team identity, and using its
advantages, for sport managers and athletes. Considering sport team’s fame
dimensions, the sport managers can improve their team’s fame in an effective
way. Therefore, the sport marketing managers should present the effective ways
of helping the teams to make and develop their own fame. On the other hand, the
way of creating, developing and managing fame should be taught to their
managers in order to provide the opportunity of creation and development of one
of the most important results of fame, namely team identity. This study has been
based on academic knowledge in the field of football sport teams’ fame, and has
considered the theoretical importance of elements such as; sport team fame and
team identity from the spectators’ viewpoint. Using sport team’s fame model from
the spectators’ viewpoint can lead to a clear understanding of effective elements
on sport team’s fame for sport politicians, team and gyms’ managers and sport
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marketing managers. Finally, it can increase the spectators’ attendance in
stadiums by creating team identity.
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Figure 1- The Conceptual Model of the Research
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Table 1- Demographic Characteristics of the Participants in the Research
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Table 2- Indicators, Sources of Questionnaires and the Degree of Internal
Consistency of Questionnaires

sulf s . 465 olas
Eligys paclidu g gl Number Indicators / jasLs
’ Sources of Questionnaires
o of Items
0.88 3 Team Performance / s s Sles
0.90 3 Team Tradition / s cow
0.86 3 Team Social /s cloiz clstne
' F0) ohlSen § Sil> Responsibility
0.85 3 Spectator- / Slilss (s .5 cas
' Jang et al (2015) Orientation
Management /cg pos coaS
0.78 3 g e
Quality
0.81 3 Financial Soundness / Jl «Ls
Wuetal /(YY) 5o 5 99 A
0.84 3 Team ldentification / ..o <o
(2012) e
0.80 Rocha & /(v-1V) sk 5 Lz, 5 Attendance Intentions /s> s
Fleury (2017)

b2 395 g osls g Jle (s LSl DY olae Jow jleslatnl (6,8 yis 90 Aol ax i b
5 opiinSS slafdos I sl ad el (iagh sleesls slp ggesl g0 cnl wiel
ol lis 0,ie ST Judow bl gl ol solasul Wosls o Jley (o) (sl o ppiieniz
oolawl L: OJ—M\AA} uoj.sJLo)J ‘M-il-éfﬁ .)9...) + \)‘ ).».m.».» ‘LQJ‘P ‘HS 9 05..\.»_...,5 )J.)LD.A
VIRV L plp bojle aslis jlade wls (lis ol ol )y p Slhow cans g Lioyle oo o )
29l b Gleieds YIOA 51 535 )5 Slimu s polie 09 VIYY Ll Sl ou adais jlade 4
OOl 4ndp &5 C8F A (g @S 4 42 b oghios (G 0 piieniz o9l s

Ll 00l ch) coslio w).mbc)m.ad..}
Js sl e 51 Sozd a5 el ol (6,5l O¥olas Jow oloplxl slo b 3 s S0 3
e S5 aS a0 o lid |y chasy et es yeesl il atils Ko ea b las abal) wls
ol (Siod Jis gl piie oy (@lg )0 el Jiis o psiio plo 1 o 0l s

Creative Commons Attribution-NonCommercial-NoDerivatives 4.0 International Public Licen



7o e ygpie haad g (oed Cagh p (B39 md e Sl y5T il geme

e et (sl T omilyly pyg Jsle 5! aoti g o 0lal g0 5l ol sl 4o 052
ole 5 il Jg) (ot em ojlel g0 pa ST ah eolinul Jites gloyuite G alfaiz asoa
5 shFpd S99 LI Wil Sy vae a4 Sudp Hlew JEes slapsie sl (GSLls )98
O 5% ol g ojlel e @l Gllas sl by jo Jgemw 5 a2 5l 295 891 oaimag s
939 by e Jbo Sl e 4y il Jg5 ool Jladie JBlas g 09y +/F 1 iy Jitns puite (D
Jhs Gl e ;500 ausgh gond Cuge yuitle Guib)ly 5l oo, P dgum im0y 170 Ll
OIS L (S e SS9 S Led (65 St o (Lol S gine (oo s g5 0)So2)
Joe e 28 gl l)ly pog Jole Jlade oS das oo plis mls s Bk 1
S92y Jiis slo it G yo Az had e alal) was oo (La5 45 59 VIO 5l S agl
2 oS ca s g elyls ey ele ol azgr L (Vo)) (f)LSen 5 (Bolo) il
ShF R 3508 (2,8 A yd (BN S92y it 5l piie (o (Sl e alail) s )Lt Jgu
Al i alfas

@hdoe G5 )0 (5 sl i 5,505, 6T Glab il i 5 NS (S s Sk
et Jolo jelaiecnay el gl Gle e Gl (Ko 9275 (g LSl DY oles
sl 00 @] gy Joe (6l yiie Cynt Samad gl cdas 5 las Jgaz 5o s alool Cygms s
Ot (N (508 g ((OAD) (os Cugo g 5h wad Slo e ( (Shaed (n i
ool CNY0) Jb bl g cod Cagr slo e

1. Tolerance (TOL)
2. Variance Inflation Factor (VIF)

Creative Commons Attribution-NonCommercial-NoDerivatives 4.0 International Public Licen



VP jd g 0105 VY oylols NF 090 (( )y S oo Oladlao 44

w95 Jow 0 calioualine sl o (yu (Swaod ol o -Y Jguo
Table 3- Correlation Coefficient between Variables Observed in the Research
Model

Sl e

LAl adogs Lokl cguecqis e eSSl
Attendance Team Financial Management S s ; Team
Intentions Identification Soundness Quality gp.ectﬂmr- pT“m Snlc:]al Tradition Performance
rientati ponsibility
1 et 3,5 Las
Team Performance
1 03667 puf S
Team Tradition
i goleze] olar
1 0.225" 0272 Team Social
Responsibility
- PO . L P
1 03901 *0.353 0203 il
Spectator-Orientation
= et
1 04517 0.550™ 0.343% 0.299™ S )
Management Quality
- - - - Il
1 04577 0.277" 0.258" 0.193° 0.175° e
F 1 Sound
1 0.115" 0219 0548 0.204™ 03197 05457 i
Team Identification
1 0.585™ 0.2227 03007 05207 0.488™ 02607 0.440™ s et .
Attendance Intentions
il s aylal
— — 0.607 0.651 0.266 0.920 0.724 0.903 SR
Tolerance
oy st el
— — 121 1.14 1.08 1.02 1.11 1.03 Variance Inflation

Factor

*FHRP< .y FP< 00

(hele LL) G55 33 ool el 0¥ condallyl (6 b3 Jo (o)l 51 G el pogdle
9 SySoilal glo Jow (Saisly 516 0gd ) p baysS o i ;0 aslidon y alidee slaojle
Shoslatwl b yol ol 0gd Jol> lacals! laojle (6 S 05lail jo Loyl sla ,Klis (090 Jgud b
CFA Jow ;o &Sl 4y az g b .o plodil ugesl 15806 5 9 (CFA) Gl hole Judow SusS
il s 3 ol (slodasS rargien 5o oot (oalel g,y 539 Al bl
ass anslds LS Jdos g a0 anlid sl by oS 5l Soze wauily oo b lolixe glas +/29
Sade g 090 /AN L /O aials o bayeS Jole (L anals wls lis 6Qaql; ole Jlow s

Gl g Jow sle o 6505kl glaJow Cgllae o5l saseslid (il sle sl

Creative Commons Attribution-NonCommercial-NoDerivatives 4.0 International Public Licen



il e ygpie haad g (oed Cagh p (B39 md e Sl y5T il geme

«x2/d = Y/AY CFl = +/ab TLI = «/aY dFl = «/aY GFl = «/AYY o2 = #Af/PY )
RMSEA = -/-# DF =YY~

Iy b yusiie (yuo oy, ol g el a8l 35l (6,3l Y olee Jow odsmolis 90 6,leds S
G ¢ylolins pu SoSul IS Lazlis casl o3V cogllan (5 )Ll dlolas (6631 )0 005 o adrine
Ol s Ghile @55 g ead s (b5l slaasls X I e solil 4z e 4 5Sul S
Joe slagasli wsl [+ A 5l 5SS oailandly Slaye (Sl a5 /A 5| 3,5 el
Sl 0als 1) ez 8 )lels Jgaz jo pol> e

sy Jao -Y JS
Figure 2- Research Model
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Table 4- Fit Indices of the Research Model
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Table 5- Paths and Regression Coefficients of the Research Model
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Table 5- Paths and Regression Coefficients of the Research Model
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Table 6- Direct, Indirect and Total Effects of Research Variables
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Table 6- Direct, Indirect and Total Effects of Research Variables
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