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Abstract 
The objective of the study to investigate the role of sport consumer’s (fans) involvement, self-
expression, trust and attachment with a sport team in building loyal relationships. A conceptual model 
proposed and tested in the context of Manchester United Football Club as a professional soccer team. 

 
203 fans of Manchester United in Jakarta, Bogor, Depok, Tangerang, and Bekasi participated in this 
study. The results supported all hypotheses about team involvement, team attachment, team self-
expression, team trust, and sport team loyalty. The findings provide several implications to marketing 
managers of sport teams in how to go about and develop loyal sport fans. In axiologist aspect, the 
result may explain how the attachment built and the effect of attachment itself. 
 
Keywords : sport team involvement, sport team self-expression, sport team trust, sport team loyalty, 
sport team attachment, sport marketing. 
 
 
BACKGROUND OF STUDY 

Nowadays, sports is not only a hobby and activity to spend the time. Sports 
also become an entertainment and a big industry which produces nomerous profit 
(Badenhausen, 2013). A sport team should facing a new era in sports industry. Not 
only fixing team performance, a sport team also has to face new challenges in strained 
relationship with their fans. A sport team marketing manager should find a way to 
build and maintain long term relationship with fans regardless team performance 
during the match. Team loyalty is important in sport services because of their 
heterogeneity, their dependence on the team’s performance, and the lack of control 
over the game outcome  (Funk and Pastore, 2000; Mahony, Madrigal, & Howard., 
2000). Because loyal sport fans resist the temptation to switch to a “more successful” 
team during a losing season, understanding the factors that contribute to loyalty 
becomes critical in today’s sport brand management.  

This study adopts a relational perspective in examining the antecedents of 
sport team loyalty and therefore, it characterizes the relationship between sport 
consumers and sport teams in terms of their cognitive and emotional bonding. The 
purpose of this research is twofold. First, the study aims to contribute to the sport 
marketing literature by identifying the direct and indirect determinants of sport team 
loyalty. Thus, the proposed framework aims to provide an understanding of the major 
antecedents of team loyalty. Second this research proposes a hierarchy of effects 
approach consisting of three stages, cognition-affectionconation, in order to explain 
how strong and loyal sport consumer-team relationships are developed. Third, the 
study examines whether team attachment acts as a mediator in the relationship 
between team trust and team loyalty. Because attachment is considered an important 
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quality in any brandconsumer relationship, the present study aims to show its central 
role in developing loyal relationships. 
 
LITERATURE REVIEW 
 
Team Involvement 

Involvement defined as “accepted relationship” from an event or object 
“based on need that clung, value, and interest” from every individu (Aldlaigan and 
Buttle, 2001; Celuch and Taylor, 1999; Zaichkowsky, 1985). Involvement connected 
into “preference from individu to make a connection between their live and an object 
(brand or advertising)” (Schiffman and Kanuk., 2008, page.203). In this context, 
involvement focused on continuance on “personal relationship” (Schiffmann and 
Kanuk., 2008; Aldlaigan and Buttle, 2001). Psychological concept from sport 
involvement is not a participation, but rather the interest that accepted and personal 
interest from sports to individu (Shank and Beasley, 1998, page.436). Based on Shank 
and Beasley’s research (1998), there is correlation between level sport of  involvement 
and participation in sport such as attend sport event, watch sport event through 
television, and read the news from newspaper or magazine about that sport. In 
addition, Celsi and Olson (1998) found that involvement is a motivational level that 
affected to border and focus to consumer attention and understanding process, so the 
specific understanding will be formed. By extending definition, meaning of attending a 
sport event and feel introduction to their favorite team becoming different depend on 
level of team involvement that they have. Sport involvement has positive correlation 
with sef-expression concept (Brandl-BredenbeckdanBrettschneider, 1997). 
Team Trust 

Fukuyama (1995) qouted from Taylor, Celuch, and Goodwin (2004) define trust 
as expectation that emerged with regular community, honesty, and cooperative 
behavior, based on prevailing norm in part of community members. Fukuyama says 
that revolution of technology will make trust become more important in business 
comprehension such as marketing. Trust reducing uncertainty and strengthen relation 
with consumer in cognitive, the influence of often connected with an emotional 
response a positive one more spontaneous, more immediately, and less talk about the 
nature of a base by deliberately (Chauduri and Holbrook, 2001, page. 82). It took a 
long time to establish trust rather than satisfaction, and consumers more dependent 
upon what they believe (Achrol, 1991 quoted from Hur, ahn, and Kim (2011)).  

The logical extention of this line is trust goes to brand community positively 
influencing brand community commitment, when previously known there is lack of 
research which directly connected with correlation between trust and commitment in 
brand community context. In foreign research, the concept of trust is often described 
as result from reflective opinion from ability of someont (example in a company or 
brand) to fulfilling obligation that already set (Chauduri and Holbrook, 2001). Thus, 
trust is introduced as central atribute in early realtionship, formation, and 
maintenance of exchange in any context (Harris and Goodem 2004; Verhoef, Franses, 
and Hoekstra, 2002 quoted from Harris and Ogbonna, 2008). 
 



 

The 2nd IBEA – International Conference on Business, Economics and Accounting 
Hong Kong, 26 – 28 March 2014  

 

 
 

 
Team Self-expression 

Caroll and Ahuvia (2006, page.82) defined self-expressive brand as consumer 
perception about how far specification of brand embarking someone’s level in social 
class or reflecting something inside the consumer. It already documented in literature 
of consumer behavior which wrote that individual choosing specific brand is not only 
for get the functional profit, but also for property in symbolically (Piacentini and 
Mailer, 2004). In this research, symbolic means brand that used as consumer 
expression in self concept which related to inner self-expression (Elliot, 1999). Thus, 
sport fans using symbolic from sport team to express their attachment with fan group 
of the team (Wann et al., 2000). Therefor, it is expected that when sport brands meet, 
enrich, and allowed consumer to build strong emotional attachment with them so it is 
making consumer-brand relation (Park et al., 2006). 
 
Team Attachment 

Consumer attachment emotionally is base of central thought which became a 
base of relationship between brand consumer (Orth et al., 2010; Thomson et al., 
2005). When emotional attachment has some conceptual resemblance with another 
marketing concept such like brand love (Carroll and Ahuvia, 2006) and  brand attitude 
strength (Park et al., 2010), emotional attachment is clear concept which giving 
additional value because it has higher loyalty level and syncronization (Park et al., 
2010). Customer emotional attachment role to actuating customer loyalty chronically 
is already documented in marketing literature (Park et al., 2010; Thomson et al., 
2005). 
To build stable attachment  in sports object and feel the related advantage, an 
individu which build level of psychological connection continously, continuing to a 
loyal situation; core point from the differences between attachment and allegience 
stepping into individual commitment to relation (Funk et al., 2001). Commitment of a 
fan to sport described by Oliver (1999) conceptualized self-immersed identity as a 
form as love-type attachment and a strong drive shaft to describe the highest loyalty. 

As theory that made by Lawler (1992) quoted by Argus, Farelly, and Quester 
(2004), individu attached emotionally to group that consolidating mind controlling 
generally. Attachment to group characterized into two dimension : Attraction 
attachment and avoidance; which related into individual feeling of feasibility as a 
group member or acceptance by group value, and their opinion about closeness or not 
close with group is need and necessary (Smith, Murphy, and Coats, 1999 quoted by 
Funk and James, 2006). 
 
Team Loyalty 

Research shown that brand loyalty directly related with reduction of marketing 
cost, increasing number of new consumer (Aaker, 1991), advantageous word of mouth 
(Dick and Basu, 1994) whereasit is mediating relation between brand attitudes and 
brand equity (Chauduri 1999). In sport indsutry, loyal fans is not only become a 
consumer and supporter because they are part of unique products that owned by 
club, as if they also overwhelmed by their team performance. Fans’ brand loyalty that 
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built based on team identification (Richardson, 2004 quoted from Javani, Ehsani, 
Amiry, and Kozechiyan, 2013) can explain special behavior of fans. Not only using 
color of team, but sometimes also painting their body with the same color 
(Vaezmosavi, 2007 page. 301 quoted by Javani, Ehsani, Amiry, and Kozechiyan, 2013).  

Fans’ brand loyalty facilitating club’s marketing process, because it plays 
important role; first, brand loyalty guaranteed more stable follower, even when 
performance of core product goes lumbered (example : team got lose in on season). 
Second, brand loyalty makes a good chance to do brand extention through core 
product (Gladden and Funk, 2001). And third, support to team and club by getting 
more loyal is a guarantee to constant profit by increasing market share and attract 
more sponsorship to investing into the club. 
 
Conceptual Framework 

As the team loyalty review, general purpose of this research is to determining 
how far and how involvement, self-expression, trust, and attachment with sport team 
influence team loyalty. Considering loyalty on team branding get some important and 
interesting implication. First, adaptation from quality of interpersonal relation that 
linger (example : loyalty) in relation between sport team and fans implied that sport 
team has some characteristic which exceed consideration as simple product. Second, 
sees sport team as partner of consumer in long term relationship which implied that in 
general scope, result from marketing activity can build as a behavior which done by 
sport team that doing the role in a relation (Fournier, 1998). Thus, all of decision and 
activity which done is a set of behavior which imposed in behalf of sport team.   

Team attachment is also a variable that influencing team loyalty. Loyal fans will 
feel attached with their team. To have an attachment with their team, fans as 
consumer from sport team has to feel involved, trust the team, and feel that their 
team expressing their selves.  
 
Conceptual framework may described as follows : 
 

 
 
Source : Rodoula H. Tsiotsou, 2013 
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This conceptual framework describe that team involvement, team trust, and 

team self-expression as independent variables has an impact to team loyalty as 
dependent variable through team attachment as intervening variable, and team trust 
directly impact team loyalty without through team attachment. 
Hypotheses Development 

Brand attachment indicate to “cognitive power and affective attachment 
which connecting brand with self” (Park et al., 2006, page.2006) in symbolic way 
(Wallendrof and Arnould, 1988). Fournier (1994) proposed brand attachment as one 
of relevant dimension on consumer brand-relationship. In sport, Funk and James 
(2001) connecting attachment with team loyalty in Psychological Continuum Mode 
(PCM). In their model, writers proposing awareness, attraction, attachment and 
loyalty as four steps through where sport consumer go when build a psychologic 
relationship with their sport team. However, they demonstrate empirically that sport 
consumer loyalty is result of process with individual build stronger emotional reaction, 
more useful knowledge, and bigger and beneficial symbolic value which connected 
with sport team (Funk and James, page.189). Kwon et al. (2005) shown that 
attachment to the team determining loyalty behavior and attendance of sport 
audience. Based on explanation, the proposed hypotheses is : 
 
H1 : Sport team attachment significantly impact sport team loyalty 
Taken from social psychology, trust seen as intrinsic features from precious social 
relation .brand trust is an important concept in marketing because it impacting 
positive behavior and pleasant that shown by consumer and resulting brand 
commitment (Ballester and Alema’n, 2001), an expression from success relation 
between consumer and brand. 

Harris and Ogbonna (2008) identified soccer fans lacking trust in at least one 
aspect of their team. Thus, lack of trust was found on club management performance 
in relation to the match-day experience, the financial and contractual issues with 
players, club owners and players. Moreover, their study showed that trust stem from 
the information sport fans receive by various forms of mass communication not by 
dialogue. However, Harris and Ogbonna did not examine the relationship between 
sport fans’ trust and loyalty. Based on the branding 
literature, it is hypothesized that: 
 
H2 : Sport team trust is significantly impact sport team loyalty 
Sport team attachment related with sport consumer’s self-concept. According to Park 
et al. (2006), there is four condition or source that needed for brand (in this case sport 
club) to help brand attachment development for : 
1. Satisfy their selves through hedonic and aesthetic quality, 
2. Allow self by helping success development and control 
3. Enrich self by proofing symbolic meaning which defined an identity, and 
4. May doing something and reliable by interest consumer from their heart (Park et 

al., 2006 hal. 23,24) 
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The three main condition indicating self-expressive value from brand when 
fourth point related with self-assuring trust and involvement and trust is calculation 
for consumers’ brand attachment. Altoughsport brand attachment known as 
important factorin consumer-brand relations, there is marginal data regard to 
determinant. This research proposed that sport team involvement and sport team sef-
expression determining sport team attachment. In this case, inner self reflected when 
consumer choosing sport brands which help them to create, construct, and developing 
their identity (Elliot and Wattanasuwan, 1998; Yoo et al., 2006). Thus, according to 
explanation above, third hypotheses will formulated as : 
 
H3 :  Sport team self-expression significantly impact sport team attachment 
 

When consumer trust sport brand, they will commited with a relation with the 
brand and willing to have long term relationship with that sport brand. Because of 
trust commitment relation consider as an important relation in marketing field 
(Morgan and Hunt, 1994), brand trust is examined in relation with brand commitment 
instead with brand attachment. Although brand trust recently accepted as an 
expression of brand commitment. For example, Chauduri and Holbrook (2001), and 
Kennedt et al. (2000) tested relation between trust and commitment to consumer 
from a product and reporting positive result. 
However, Couvelaere and Richelieu (2005) dragged in team trust as an element that 
needed with loyalty in order to build sport team equity. Despite in previous research, 
Tsiotsou (2013) proof that sport team trust is not positively related to sport team 
attachment. According to those explanation, fourth hypotheses can formulated as : 
 
H4 :  Sport team trust significantly impact sport team attachment 
 
Involvement considered as main determinant from consumer cehavior and defined as 
“relevance of someone’s detention about an object based on needs, value, and 
interest” (Zaichkowsky, 1985 page.342). There is only one study that tested about 
involvement role in relation with brand attachment which is the research that done by 
Tsiotsou (2013) which shown that sport involvement is not positively related with 
sport attachment. In sport, involvement is already attracted but only in sport audience 
research (Funk et al., 2004) so that sport team loyalty related to marketing relation 
and a hierarchy of effects, there is an empirical proof that limited to relation between 
sport consumers’ involvement and attachment with a sport team. Funk et al. (2004) 
studied factors of involvement and use those factors as motivational concept for 
differentiate between fans with changed level in psychological connection in their 
sport team. They developed team sport involvement model (TSI) and definition of 
involvement with a sport team as “psychological state of motivation, passion, or 
interest in an athletic team and activity that related which related caused by individual 
characteristic and situational factor with has nature of driver” (Funk et al., 2004, page. 
52). In context of professional sports, Tsiotsou and Alexandris (2009) reported there is 
a positive relation between involvement activity and basketball team attachment, and 
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confirming this relation in recent research (Tsiotsou and Alexandris, 2010).  Based on 
description above, fifth hypotheses can be formulated as : 
 
H5 : Sport team involvement significantly impact sport team attachment 
 
 
 
METHODOLOGY 

Analysis unit that used in this research is individual whom love Manchester 
United Football Club and directly ask through questionnaire or through online survey 
by using google docs and sent to their email. Respondents will be asked about their 
feeling to Manchester United Football Club and their commitment to the relation that 
they have with their team. 
Sample description 

The majority of sample consist of male fans (85,2 percent). In relation to age, 
the majority of the participants were between 17 to 21 years old (54,2 percent). 
Regarding their education, 66 percent graduated from high school, the occupation is 
62,1 percent were students.In relation to thier income, 43,3 percent of the sample 
had a monthly income between below Rp1.000.000. 39,4 percent of samples 
becoming fans of Manchester United since more than 9 years ago. 
 

Variables Frequencies Percentage 
Gender : 
Male 
Female 

 
173 

30 

 
85,20 
14,80 

Ages : 
17 – 21 years old 
22 -26 years old 
27 – 31 years old 
> 31 years old 

 
114 

67 
12 
10 

 
56,20 

33,0 
5,90 
4,90 

Education : 
Elementary School 
Junior High School 
Senior High School 
Diploma 
Undergraduate 
Postgraduate 
Doctoral 

 
1 
3 

134 
25 
36 

2 
1 

 
0,5 
2,0 

66,0 
12,3 
17,7 

1,0 
0,5 

Occupation : 
Students 
Indonesian Civil Service 
Employee 
Entrepreneur 
Military 
Others 

 
126 

10 
46 
11 

4 
6 

 
62,1 

4,9 
22,7 

5,4 
2,0 
3,0 

Income (per month) : 
< Rp1.000.000 
Rp1.000.000 – Rp3.000.000 
Rp3.000.001 – Rp5.000.000 
Rp5.000.001 – Rp7.000.000 

 
88 
75 
17 
10 

 
43,3 
36,9 

8,4 
4,9 
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Rp7.000.001 – Rp9.000.000 
> Rp9.000.000 

3 
10 

1,5 
4,9 

Since when being Man. United Fans : 
< 1 years 
1 – 3 years 
4 – 6 years 
7 -9 years 
> 9 years 

 
10 
22 
48 
43 
80 

 
4,9 

10,8 
23,6 
21,2 
39,4 

Construct operationalization and measures 
 

In order to measure the constructs of the study, previously developed scales 
have been used. All the items of the scales used are presented in the Appendix. For 
parsimony reasons and due to the relatively small sample size for running Structural 
Equation Modeling (N = 203), the mean score of items representing the dimensions of 
constructs has been used.Respondents responded to the items using a six point Likert 
scale anchored by Strongly disagree (1) to Stronglyagree (6). 
 
Sport team involvement 

A personal involvement inventory (PII) by Zaichkowsky (1994) has been revised 
by Tsiotsou (2013) consisting of fiveitems was used to measure involvement with 
theteam. The scale encompasses two dimensions of involvement,importance and 
pleasure.  
 
Sport team self-expression 

To measure the self-expressive value of the team, theinstrument developed by 
Carroll and Ahuvia (2006) wasemployed. their scale consists of two factors: inner self 
(four items) and social self (four items). 
 
Sport team attachment 

Eight items were initially used to measure team attachment.The items were 
initially proposed and tested in a sport contextby James and Ross (2002). Six items 
used to measure the attachment of fans to their team.  
 
Sport team trust 

These items have been borrowed fromthe marketing literature (Chaudhuri and 
Holbrook, 2001). 
 
Sport team loyalty 

Brand loyalty was measured with eight items used in themarketing literature 
(Zeithaml et al., 1996). The first three items measure team loyalty, and the remaining 
five measure loyalty intentions. 
 
Results 

First, a confirmatory factor analysis (CFA) was used for testing the 
measurement model and then, structural equation modeling (SEM) was deployed to 
test the theorized model 
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Confirmatory factor analysis 

The initial 18 items used to measure the five latent constructs were subjected 
to confirmatory factor analysis (CFA) usingAMOS 18. CFA was employed to test the 
proposed theoretical framework and to verify uni-dimensionality and convergent 
validity. Several items were dropped from the analysis due to small loadings (Table I). 
The chi-square goodness of fit index not being statically significant (x2= 818,233, 
degree of freedom = 369, p = 0,00). Moreover, the fit indexes calues met of exceed 
the critical values for good model fit (RMSEA = 0,077, NFI = 0,728, GFI = 0,775, CFI = 
0,828). 
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Hypotheses testing 
 

Hypotheses testing run by Structural Equation Model (SEM). Fundamental 
decision-making of these hypotheses is comparing p-value with level of significant 
(level of significant = 0,05). If p-value is more than 0,05, the hypotheses null (H0) is not 
supported and it means there is no significant correlation from all of independent 
variables to dependent variables. And base on the criteria, the result of testing may 
described in table II : 
 
 

Konstrukdanindikator 
Standardized 

factor loadings 

Cronbach’s 
alpha 

Sport Team Involvement : 
TI1 : Man. United is a pleasant team 
TI2 : Man. United is an interesting team 
TI3 : Man. United is a passionate team 
TI4 : Man. United is an important team 
TI5 : Man. United is mean a lot to me 

 
0,54 
0,70 
0,99 
0,83 
1,00 

0,792 

Sport Team Trust : 
TT1 : I believe in  Man. United 
TT2 : I trust on Man. United  

 
1,08 
1,00 

0,694 

Sport Team Self-expression : 
TSE1 : Man. United  reflects my personality 
TSE2 : Man. United  mirrors the real me 
TSE3 : Man. United is an extension of my inner self. 
TSE4 : Man. United  contributes to my image. 
TSE5 : Man. United  adds to a social “role” I play. 
TSE6 : Man. United as a positive impact on what others think 
of 
me. 
TSE7 : Man. United  improves the way society views me. 
TSE8 : Man. United  improves the way my friends view me 

 
1,14 
1,26 
1,23 
1,21 
1,36 
1,06 

 
1,09 
1,00 

0,905 

Sport Team Attachment : 
TA1 :  I feel like I am a member of Man. United 
TA2 :  It is important for me to be a fan of Man. United 
TA3 : Man. United  is an important part of my life 
TA4 :  I consider that I am loyal fan of Man. United 
TA5 :  It is important for me to support Man. United 
TA6 : Saya I want others to know that I am fan of Man. 
United 

 
1,00 
1,05 
1,08 
0,82 
0,60 
0,65 

0,774 

Sport Team Loyalty : 
TL1 : I follow Man United in all of the games. 
TL2 :  I attend all of the events of Man United 
TL3 :  I am a loyal fan of Man. United 
TL4 :  I support Man. United even when it loses 
TL5 :  I am trying to convince other people to become friends  
           Man. United 
TL6 :  I do not allow others to say bad things about Man. 
United 
TL7 :  I intend to pay anything in needed (money, time, and 
effort) in order to be close to Man. United 
TL 8 : I intend to be fan of Man. United for ever. 

 
1,00 
1,08 
0,89 
0,76 
0,94 
1,27 
1,27 
0,97 

0,692 
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Hypotheses Coefficient p-value Decision 

H1 : Sport team attachment  
significantly impact sport team  
loyalty 
 

0,867 0,000 Supported 

H2 : Sport team trust is significantly impact 
sport team loyalty 

0,152 0,276 
Not 

Supported 
H3       :Sport team self-expression significantly 

impact sport team attachment 
-5,554 0,602 

Not 
Supported 

H4 :  Sport team trust significantly  
Impact sport team attachment 

12,876 0,577 
Not 

Supported 
H5 : Sport team involvement  
significantly impact sport  
team attachment 
 

-8,060 0,606 
Not 

Supported 

 
 
DISCUSSION 
 

This study provides important contributions, both in theory and practice, for 
understanding the formation of sport team loyalty and responds to recent calls for 
more research on the topic (Funk and James, 2006a; James, 2001). According to 
hypotheses testing result, it shows that the consequences of team attachment is team 
loyalty. More feel attached, fans will be more loyal to the team. The antecedences of 
team attachment did not show the significant impact to the attachment and sport 
team trust also has no significant impact to team loyalty. In this line, sport team 
loyalty can be perceived as a link in the sequence of effects that indirectly connects 
team trust and team attachment with the market performance features of the sport 
team brand equity (Chaudhuri and Holbrook, 2001). 
 
 
Managerial Implications 
 

The result of this research indicates that brand manager of Manchester United 
Football Club should using brand relationship parameters and build a strategies and 
intiative tactics which emphasized to creating loyal fan, management of football club 
should build a strategies which make fans feel attached to the club. Since loyalty built 
to determine brand performance (Chauduri and Holbrook,2001), and team 
attachment plays important role to build loyalty. 
Sport team manager should plan promotion which build and bring attachment to the 
team ; bring togetherness with another member of team (example : player and coach 
team) to fans through their emergence in public. Embrance team loyalty may affected 
to increasing attandance volume to the match and increasing financial perfomance 
consequently. 

Developing customer relationship management may facilitating loyalty 
development and making strong long term relationship with Manchester United fans. 
Using CRM may help maintaining continous relation with Manchester United fanbase. 
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Ticket and merchandise sales, and fans club record may used in CRM system to 
communicate intensely with their fans, adding fans’ involvement and attachment level 
in their team, increasing team trust to build and maintain loyal relationship. 

Team loyalty may affect another sector positively. Team loyalty may increasing 
merchandise sales such as fashionappearel, jerseys, merchandise, training kit, and 
other stuffs that related to Manchester United. Since the demand is increasing, the 
enterprises that produce those merchandises will be more active and earn more 
income also. 
 
Limitations and Future Research Recommendations 

This research only examines football industry and only involvefans of 
Manchester United, so the result may not be generalized. The antecedences of 
attachment only consists by three independent variables team involvement, team 
trust, and team self-expression. 

Next research may examine the attachment of other sport industry such as 
volleyball team, basketball team, softball team, motoGP team, Formula1 team, etc. 
Not only examine another sport industry, next reasearch may adding some 
independent variables to measuring attachment such as team awareness, team 
attraction, etc. 
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