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ABSTRACT

Footballfansareconsumerswithspecialrelationshipswiththeirfavouriteteams.Consumer-brand
relationshipisuniqueandultimateinafootballcontext.However,theabsenceoftheserelationships
ismainlyduetoalackofcommunicationandinteraction.Thisresearchaimstoinvestigatetheimpact
ofbrandpersonalityandfanpersonalityonfan-brandrelationships.Mixedmethodswereconducted
that employed in-depth personal interviews with football professionals and fans to gain better
insightsregardingconsumer-brandrelationshipsandtodevelopaconceptualframeworkandresearch
hypotheses.Then,aquantitativephasehasbeenfollowedto test thesehypotheses.Fourhundred
seventy-onevalidquestionnaireswerecollected throughanon-probabilityconveniencesampling
technique from Egyptian football fans. The findings have shown that brand personality and fan
personalityhaveapositiveimpactoninterdependence,commitment,partnerquality,self-connection,
nostalgicattachment,intimacyasconsumer-brandrelationshipdimensionsinthefootballcontext.
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1. INTRodUCTIoN 

The consumer and brand relationships have increasingly got the attention of academics and
practitioners,particularlyinthemarketingfield(e.g.Elsharnouby,etal.,2021).Companiesworkhard
andpaywealthtoidentifyhowconsumersrelatetotheirbrandsandwhysomebrandsarepreferred
and even loved. Consumers feel emotions, bear sacrifice and commitment, engage with brands,
anddeveloployalty(CirilloandCantone2015).Sport-entertainmentiscurrentlyconsideredtobe
anindustryandoneofthemostimportantfactorsinthegrowthofthenationaleconomyinmany
developedcountries(Asadollahietal.2015).Thepopularityofsportseventshasmadeitpossible
toreachwideaudiences.Brandingandcustomerrelationshipmanagement(CRM)togetherwiththe
commercializationandprofessionalizationofthesportsindustryarekeyelementsintheachievement
ofsportsteamsandtheirbrands(Karjaluotoetal.2016).

Consumer(e.g.fan)andbrand(e.g.club)relationshipinthefootballsectorisoneofthemost
criticalanduniqueresearchareassincetherelationshipbetweenfootballfansandtheirfavoriteteams
isspecialandlong-lasting.Thekeyissuesofthesportsbrandarefanattraction,developingloyal
relationshipswithitsfans,inspiringthemtobecomemoreattachedtothebrand.Therefore,many
sportsclubsactascommercialbrandsandobtainmarketingpracticesandcompetenciestodevelopa
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well-establishedrelationshipwiththeirfans(CirilloandCantone2015).Sportsexecutivesincreasingly
seetheirclubsasbrandstobemanaged.Therefore,theirgoalistocreateastrongbrandthatcan
affect thebehaviorof external targetgroups, irrespectiveof sports success.According toKeller
(2001),therearefourstepstobuildastrongbrand.1)Toensurethatthebrandisidentifiedwithits
consumersandthatthebrandisassociatedwithaparticularproductclassorcustomerneed.2)To
firmlyestablishthemeaningofthebrandinthemindsofcustomersbystrategicallylinkingseveral
tangibleandintangiblebrandassociations.3)Toobtaintheprecisecustomerresponsetothisbrand
identityandbrandmeaning.4)Toconvertbrandresponsestoestablishconsumerbrandrelationship.

Thebrandpersonalityasapartofthebrandimageaffectsthebehavioroftargetgroups(Schadeet
al.,2014).Inotherwords,brandpersonalitycanhelpsportsmanagerstoestablishabrandimage,which
stronglyinfluencesthefans’behaviors.Therefore,itisimportanttoexaminethebrandpersonalityin
thesportsindustry.Wellestablishedbrandpersonalitycanserveasanimportantsourceofemotional
bondingbetweenconsumerandbrand,ahelpful tool todevelopa lasting long termrelationship
withconsumers(AhmadandThyagaraj2014),andastrategictoolfordifferentiatingandcreatinga
consumer-brandrelationship(GuèvremontandGrohmann2013).Thesuccessfulconsumer-brand
relationshipdependsnotonlyonrelationshipmarketingpracticesbutalsoonconsumerpersonality.In
othewords,theconsumer-brandrelationshipisdevelopedthroughconsumers’andbrands’interactions
(Fournier1998).

Thesports industry isan important individual,organizational,andnationaleconomicsector
andamajorcontributortoeconomicactivityandthecreationofwealth(GoldmanandJohns2009).
Majorsportseventscandeliversignificantbenefits–bothtangibleimpactssuchasadditionalvisitor
expenditureand intangibleeffects suchasnationalpride, theprofileof sports, andparticipation
(Deloitte2008).Theexpenditureofglobalcorporatesponsorshipin2007wasestimatedat$37.7
billionandabout66%ofallsponsorshipexpenditureswereallocatedtosportingevents(Leeand
Cho,2009).AccordingtotheIEGSponsorshipReport(2018),NorthAmericancompaniesincreased
spendingonsportingeventsto$16.2billionin2017,upabout3.6%from$15.7billionin2016
(IEG,2018).Thesportsindustryhasbecomeoneofthemostimportantsectorsformanycountries
worldwidebecauseitproducesandpromotesnumerousproductsandservices,affectsmanyconsumers
andsupportersandevenaffectsthenationalsecurity.Althoughtheimportanceoffan-brandrelations
insportindustry,fewstudieshaveinvestigatedthisconceptinthesportscontext,especiallyinthe
developingcountries.Therefore,thisresearchaimstoinvestigatetheimpactofthepersonalityof
bothparties(fanandbrand)onfan-brandrelationshipinthesportscontextinordertofillthegap
intheliterature.

Basedonreviewingtheliterature,thereisalackofacademicresearchrelatedtosportbrand
relationships(e.g.KunkelandBiscaia2020).Specifically,thereisalackinexploringandexamining
theimpactofdifferentaspectssuchasbrandpersonalityandconsumerpersonalityontherelationship
betweenfootballfansandtheirfavoriteteams.Sincetherewasmuchattentiononconsumer-brand
relationships,itisvaluabletohighlightandexaminethesetypesofrelationshipsindifferentcontexts
suchassports.Therelationshipbetweensportsfansandtheirfavoriteteamsinasportscontextis
unique,important,andspecial.Therefore,itisconsideredasaspecialcontextinwhichthesubject
canbeexploredmorebecauseofthedeepconnectionofemotionsandthestrongrelationshipstability
between fanand their teams (Cirillo andCantone2015).Besides, it isworthnoting that a little
attentionhadinvestigatedthisrelationshipinthesportscontextindevelopingcountries.Therefore,the
currentstudyfillsthesegapsbyansweringthefollowingresearchquestions;1)doesteampersonality
playaroleintherelationshipbetweenfootballfansandtheirfavoriteteams?2)Dofanpersonality
traitsplayaroleintherelationshipbetweenfootballfansandtheirfavoriteteams?Thus,thecurrent
studyaimstoinvestigatetheimpactofteampersonalityandfanpersonalityoneachofthefan-brand
relationshipdimensions(brandinterdependence,brandcommitment,partnerquality,self-connection,
nostalgicattachment,intimacy.Thecurrentresearchusestheword“brand”torefertoasportsclub.
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2. BRANd PeRSoNALITy

Theconceptofbrandpersonalityiswidelyusedbymarketersasadifferentiationtoolandtobuild
acompetitiveadvantage(AhmadandThyagaraj2014).Advertisersandmarketerswerethefirstto
coincidewiththeterm“brandpersonality”longbeforetheacademicsstudiedandacceptedtheconcept
(AzoulayandKapferer2003).ThetermofbrandpersonalitywasfirstmentionedbyOgilvy(1955)
whenhewasgivingalecturetotheAmericanAssociateofAdvertisingAgencies.SinceMartineau
(1958)hasintroducedtheconceptofstoreimageandstorepersonality,researchershavestartedto
investigatemoreintotheconceptofbrandpersonality(HartmanandSpiro2005).

2.1. Brand Personality definition And Importance
Similar to people, products have their unique personalities that they can make them
orbreaktheminthemarketplace(Ogilvy,1983).Severalbrandsarethoughttohavepersonalitiesthat
arenotdeterminedsolelybytheactualphysicalattributesoftheproductbutbyavarietyofother
factorssuchasadvertising,thefirm’simage,theimageofusers,theoriginoftheproduct,etc.(Yoon
2004).Althoughtheconceptofbrandpersonalityisfamiliarandacceptedbybothpractitionersand
academics,researchersdonotagreeonwhatbrandpersonalityis(AakerandFournier1995).For
example,Kapferer(1997)believesthatbrandpersonalityisoneoftheelementsofbrandidentitythat
togetherwithphysique,culture,relationship,reflectionandself-imagerepresenttheultimatevision
andgoalofabrand.Givingthebrandaspokesmanorafigureheadistheeasiestwaytocreatebrand
personality.Gordon(1996)suggeststhatbrandpersonalityisametaphorfortheemotionalrelationship
thatexistsbetweenabrandandconsumer,whileitistheemotionalresponseoftheconsumertoa
brandthatembodiesattributes.Brandpersonalityisalsoasetofhumancharacteristicslinkedtoa
brand(Aaker,1997)thatisfollowedbythecurrentresearchbecauseofitsacceptance.

Traditionally,brandstrategiesfocussedonthefunctionalorutilitarianbenefitsofproductsand
services.However,increasedcompetitioninindustriesoverrecentdecadeshascausedmoreproblems
inthedifferentiationofbrands,basedsolelyonfunctionalfeatures.Productsorservicesbecomemore
functionallysimilartoeachotherandeasytocopybasedontheirattributes(Yoon,2004).Therefore,
researchersandbrandingpractitionersstartedtousebrandpersonalityasahelpfultooltodifferentiate
brandsfromitscompetitors,developalastinglongtermconsumer-brandrelationship(Ahmadand
Thyagaraj2014),developemotionalfeaturesofabrand,andincreasethepersonalbenefitsofabrand
toconsumers(AakerandFournier1995).

2.2. dimensions of Brand Personality
While the considerable investigation has been done in personality psychology to conceptualize
thehumanpersonality,toidentifythe“BigFive”dimensions,andtoexplorethemeaningofeach
dimension,inconsumerbehavioronthebrandpersonality,therehasbeennoparallelinvestigation
(e.g.Aaker1997;Ghantous,2016;Seimiene,2012).InspiredbytheBigFivemodel,Aaker(1997)
suggestedthatbrandpersonalitydimensionscouldbedefinedbyextendinghumancharacteristic
dimensions to those of brands. From the 309 personality traits generated through an assembly
ofthelistoftraitsusedinpsychologyandmarketingstudiestodescribeandmeasurethehuman
personality,Aaker(1997)conductedseveralstudiesusingdifferentbrandsfromvariousproductand
servicecategories.Asaresult,thedimensionswerelabeledascompetence,sincerity,excitement,
sophistication,andruggedness.AlthoughthescaleofAaker(1997)iswidelyacceptedandusedby
researchers,somestudiescriticizedthescale’sgeneralizabilityandvalidity.Forexample,Geuenset
al.(2009)summarizedthesecriticismsasfollow:Thefirstcriticismreferstotheloosedefinitionof
brandpersonalitywhichleadstoconstructvalidityproblem.Thesecondcriticismreferstothenon-
generalizabilityofthefactorstructure.Thethirdcriticismreferstothenon-crossculturevalidity.
Ross(2008)andSchadeetal.(2014)believethatAaker’sscalecannotbeappliedtosportsbrands.
Researchers, therefore,begantoapplythatscaletodifferentcategoriesofproductsandservices,
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leadingtovariousscalesofbrandpersonalitysuchasGeuensetal.’(2009)brandpersonalityscale
(Responsible, active, aggressive, simple, and emotionally attractive), and Bosnjak et al.’ (2007)
scale(drive,conscientiousness,emotion,andsuperficiality).However,inprofessionalsportsclubs,
thisscalewasnotdevelopedandvalidated.Therefore,Tsiotsou(2012)developedthefirstvalidand
reliablescale(competitiveness,prestige,morality,authenticity,andcredibility).Later,Mitsisand
Leckie(2016)validatedandextendedTsiotsou’s(2012)scale.

2.3. Brand Personality In The Sports Industry
Inrecentyears,therehasbeenanincreasingamountofliteratureonthepersonalityofsportsbrands
(i.e.organizations,teams,andevents)(e.g.Kimetal.2019;Schadeetal.2014;Tsiotsou,2012).
Peopleusuallyrefertoprofessionalsportsteamsashumanbeings.Forexample,teamsarecommonly
describedasbeing‘successful,’ambitious,‘or‘uncompromising’(Tsiotsou2012).Suchassociations
canhelpprofessionalteamsinattractingmorefansandsponsors(BlankandBaumgartner2018).
The symbolic, experiential, andhedoniccharacteristicsof sportsbrandsmake the studyof their
personalitiesappealingandimperative.Furthermore,ithasbeenimportantforteammanagersand
marketing practitioners to understand how consumers perceive the personality of sports brands
(Tsiotsou2012).

Therefore, researchers started to investigate more in this field of research. For example,
Karjaluotoetal.(2016)examinedthedirectandindirecteffectsofthepersonalityofasportsteam,
theidentificationofsportsfanswiththeteam,andtheimpactofthelongrelationshipbetweenfans
andateamontheirloyaltytotheteam.Asaresult,theyfoundoutthat:First,theidentificationwith
ateammediatestheeffectsofbrandpersonalityonattitudinalloyaltyandbehavioralloyalty;second,
brandpersonalityisastrongerdriverofidentificationamongnewfans;andthird,brandpersonality
hasastrongerinfluenceonattitudinalandbehavioralloyaltyamongnewfans.Furthermore,Aiken
etal.(2013)investigatedthedimensionsofbrandpersonalityassociatedwithprofessionalsports
teamsandthedimensionsofthepersonalityofthecitiestheycallhome.Theyfoundoutthatsimilar
personalitytraitsareattributedtoboththeteamandtheircity.

3. FAN PeRSoNALITy

Understandingconsumerbehavioristheultimategoalformarketersbecauseithelpsmanagersto
betterdetermine theappropriate target segment andbetterdesignanddeliver theultimatevalue
for consumers (Bray 2008). In consumer behavior, consumers are influenced by a multitude of
environmental,cultural,personal,andpsychologicalfactorsinsearching,buying,using,anddisposing
ofproductsandservices.Onepsychologicalelementdocumentedintheliteratureisthepersonality
of theconsumer (Solomon2011).Personality isanabstractconceptand thereforepresentingan
accuratedescriptionofpersonalityisquitedifficult.Scientistsalsofrequentlydescribepersonality
inthecontextofthesubjectorfieldbeinganalyzed,whichiswhytherearemanydescriptionsof
personalityconcepts(Seimiene2012).Thedifficultyindefiningthisconceptbecausethepersonality
issomethingdifficulttodescribeinonesentenceduetoitsvastanddynamic(Udo-Imehetal.2015).
Mayer (2007) compared definitions of personality from four different textbooks on personality.
Althoughthedefinitionsofpersonalityfromthesetextbookswerewordeddifferently,itscentralidea
remainsthesame.Thesedefinitionsshareincommontheviewthat(a)personalityisapsychological
system,(b)composedofagroupofparts(c)thatinteract,(d)anddevelop,and(e)thatimpacta
person’sbehavioralexpression(Mayer,2007).Therefore,investigatingconsumerpersonalityinthe
contextofsportisneededtoprovidebetterinsightsintohowthepersonalityoffootballfanscan
shapetheirrelationsandbehaviorstowardtheirfavoriteteams.
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4. FAN-BRANd ReLATIoNSHIP 

Fanasaconsumerrelationshipwithbrandshasbecomeatopicofgrowinginterestandattention
inthemarketingliterature(e.g.Bryanetal.2006).Blackston’s(1993)bookchapterbeyondbrand
personality:BuildingbrandRelationships,followedbyFajerandSchouten’s(1995)articleBreakdown
andDissolutionofperson-brandrelationships,andfinallyFournier’s(1998)paperonconsumersand
theirBrands:Developingrelationshiptheoryinconsumerresearchareconsideredasthepioneersin
thefieldofconsumer-brandrelationship(FetscherinandHeinrich,2015).

4.1. Consumer-Brand Relationship Theory
Fournier(1998)developedthebrandrelationshiptheory.Thistheorywasdevelopedbasedonthe
ideathatconsumershumanizeobjectsandthinkofbrandsasiftheyhavehumanpersonalities.Brands
cannotact,feelorthinkthemselves,butcanliveandevolvethroughthepracticesoftheirmanagers
(Loureiro2013).Basedontheinterpersonalinteractionmetaphor,Fournier(1998)developedabrand
relationshipqualitymodelthatwasthestartingpointforahugeamountofresearchinconsumer-
brandrelationships(Loureiro2013).Thebrandrelationshipqualitymodelconsistsofsixfacets:Love
and passion, self-connection, brand partner quality, intimacy, commitment, and interdependence
(Fournier,1998).Considerablestudieshavebeencarriedoutinbrandmanagementtoconceptualizethe
relationshipbetweenconsumersandbrandsbyestablishingtheanthropomorphiccharacteristicsofthe
brand(SreejeshandMohapatra2013).Theoriginaldevelopmentoftheconceptofaconsumer-brand
relationreturnstoBlackstone’s(1992)study.Itconceptualizedconsumer-brandrelationshipasthe
conceptofanassociationwithabrandthatincludesacomplexofcognitive,affective,andbehavioral
processes,whichconstitutearelationshipbetweentwoparties(SreejeshandMohapatra,2013).

Therearefourconditionstosatisfyconsumer-brandrelationship(Fournier1998):1)consumer-
brandrelationshipexistswhenthereisabeneficialexchangebetweenconsumersandbrands;2)the
interactionbetweenconsumersandbrandsisforapurpose;3)theconsumer-brandrelationshiptakes
differentforms,and4)theconsumer-brandrelationshipisaprocess.Basedonthefourconditions,the
consumer-brandrelationshipisconceptualizedasthevoluntaryorimposedinterdependencebetween
aconsumerandbrand,whichcharacterizedbyauniquehistoryofinteractionsandanticipationof
futureoccurrencestofacilitatesocio-emotionalandinstrumentalgoalsoftheconsumersandthat
involvessometypesconsolidatingrelations(SreejeshandMohapatra2013).

4.2. Fan-Brand Relationship In The Sports Industry
Relationshipmarketinghasattractedconsiderableattentionamongmarketingpractitionersbecause
researchersandsportsmarketersgenerallybelievethatrelationshipmarketingeffortscanenhance
relationshipswithsportconsumers(Kimetal.2011).Theseimprovedcustomerrelationshipscan
leadtohigherteamperformanceresults,suchasticketsales,sportsmediause,andlicensedgoods
sales(Kimetal.2011).Transposingthecloserelationshipbetweenaconsumerandabrandtothe
dyadicrelationshipandbuildingastrongtieleadsustothesportcontext,especiallyfootball.Inthe
relationshipbetweenconsumersandtheirbrands,loyaltyisanimportantelement(e.g.Elbedweihy,et
al.,2016),butitisamustinfootball(CayollaandLoureiro,2014).Footballfanshavestrongemotions
towardtheirfootballbrands(CirilloandCantone,2015).Theyalwayshavethepassionandmotivation
tosacrificefortheirfavoriteteams.Forexample,theyhavethedesiretospendmoneyandtimeto
supporttheirteaminastadiumandevenfighttoattendamatchfortheirfavoriteclub(Cayollaand
Loureiro,2014).Thus,sportmanagersstartedtoviewtheirteamsastheinternationalbrandtobe
managed.Thegoalofprofessionalsportsteamsistobuildastrongbrand,whichattractsandaffects
actualandpotentialfans,createsopportunitiesfortheextensionofthebrandmerchandisingcategories
andgeographicboundaries(CirilloandCantone2015).
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5. ReSeARCH MeTHodoLoGy

Thisstudyusedamixedresearchapproachinnaturewherebothqualitativeandquantitativemethods
havebeendeployed.Qualitativeresearchwasconductedtogainbetterinsightsregardingtheconsumer-
brandrelationshipintheEgyptiansportsindustryandtodeveloptheresearchhypotheses.Then,a
quantitativephasehasbeenfollowedtotestthesehypotheses.Asequentialtypeofmixedmethods
waschosenthatfirstpreliminaryexploratoryinterviewswithEgyptianfootballfanstogainfurther
insightabouttheirviewofthesubjectareaandtodeveloptheresearchhypothesis.Then,theresearch
subsequently liesprimarily in thequantitative approach.Thequalitativephase includes a list of
questionsinlinewiththeinterviewprotocol(Yeongetal.2018).Footballfanswereaskedingeneral
aboutthepersonalityoftheirfavoritefootballteamsandhowtheteam’spersonalitymayaffecttheir
relationshipwiththeirteams.Thequantitativephaseinvolvesgatheringandanalyzingdatafortesting
hypothesesandusingstatisticaltesting.

5.1. data Collection Instruments
Wecollecteddatausingtwoinstruments.In-depthinterviewswithtargetaudienceswerethefirst
instrumentused.Teninterviewswereconducted,usingtheoutputfromtheseinterviewsinconjunction
withtheliteraturereviewtogaininsightintothetopicathandanddeveloptheresearchmodeland
hypotheses.Aquestionnairewasthesecondinstrumentinthisresearchtocollectthequantitative
data. Itwasastructured,conclusivephase thatprovidesquantitativedatafor testing thespecific
hypothesesandexaminingtherelationshipsbetweenthevariablespreviouslyoutlined.Wetranslated
thequestionnaireintoArabicforeaseofunderstanding.ToreachanequivalentArabicversionofthe
questionnaire,thisEnglishversionwassubjectedtoabackwardtranslationprocess(Brislin,1986).

5.2. Measurements 
ThescaleofTsiotsou(2012)hasbeenusedtomeasurebrandpersonalityincludingfivedimensions:
competitiveness,prestige,morality,authenticity,andcredibilitythrough24itemsintotal.Consumer
personalityhasbeenmeasuredbythescaledevelopedbyMowen(2000).Themeasurementconsists
offivedimensions:agreeableness,opennesstoexperiences,introversion,consciousness,andneed
forarousal.Thismeasurementconsistsoftwentyitems(fouritemsforeachdimension).Consumer
brand relationshiphasbeenmeasuredbysixdimensions (Fournier2009).Thesedimensionsare
interdependence,commitment,partnerquality,self-connection,nostalgicattachment,andintimacy.
Thescaleconsistsof30items.

5.3. Research Sampling Methods, Types, and Size
The researchpopulation includedall fansofEgyptian football teams (premier leagueandEgypt
cup).Egyptianfootballfanshavebeenchosenasthepopulationofthecurrentstudyforthefollowing
reasons:1)Fansoffootballareconsumerswhohaveextraordinarybehaviorwiththeirfootballbrand.
Also,football isconsideredthemostpopularsport intheworld(CayollaandLoureiro2014).2)
Consumer-brandrelationship(CBR)orfan-teamrelationshipisuniqueinfootball.CBRmotivates
footballfanstoleavetheirhomestogotothestadium,travel,andpayalotofmoneytowatchand
supporttheirfavoriteteams,andevenstartaquarrelwithbrothers,sisters,andfriendswhosupport
differentteams.3)Thehugenumbersofrevenues,brandvalue,sponsorshipoffootballteams.

Thepreliminaryexploratoryinterviewswereconductedusingajudgmentalsamplingtechnique,
asampleoftwofootballexpertsandeightfootballfanswereinterviewedduringthatstage.Theywere
selectedfromvariousuniversitiesandresidentialareas.Forthequantitativephase,anon-probability
conveniencesamplewasconsideredappropriatebecausethesampleframewasnotaccessible.The
focusofthestudywasongreaterCairoasitincubatespeoplefromdifferentbackgroundsanddifferent
educationlevelsrepresentingtheEgyptianculture.Thesamplesizeof471unitswaschosenforthe
study.
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6. QUALITATIVe dATA ANALySIS ANd ReSULTS 

Thissectionfirstaddressesthefindingsofexploratoryresearchcarriedout,followedbytheresearch
theoreticalframeworkaswellasrelatedresearchhypotheses.

6.1. Preliminary Interviews And data Analysis 
Twoin-depthpersonalinterviewswereconductedwithfootballexperts.Theyhavebeenselectedfor
theinterviewsbecauseoftheirexperienceonthefootballfieldandtheirclosecontactwithfootball
fans.Inadditiontothepersonalinterviewswithexperts,eightin-depthinterviewswereconducted
withfootballfansfromdifferenteducationlevelsand,differentages(rangingfrom19to35).The
intervieweeswereselectedthroughaconvenientsamplingbasis.Aseriesofopen-endedquestions
havebeenusedtopointoutandrevealthedifferentpredictorsofconsumer-brandrelationshipsinthe
sportsindustry.Thematicanalysisoftheinterviewsillustratedthatfootballexperts,aswellasallfans,
agreedthatthepersonalityofafootballclubaffectstherelationshipbetweentheclubanditsfans.

6.1.1 Brand Personality As Fan-Brand Relationship Driver 
Someparticipantsemphasizedthattheteampersonalityhelpinformingtherelationshipsbetween
theteamanditsfans.Thefollowingquotesareextractedfromtheresponsesofthefootballfansand
expertsinterviewed,whichoutlinethemostsignificantpredictorsofthefan-teamrelationship.For
instance,participantsshowedthattheteamsmusthavesomecharacteristicstobuildstrongrelationships
withtheirteamssuchasenthusiasm,followingtheteam-basedprinciples,workinghard,havinghigh
levelsofcredibility…..,soon.Inotherwords,theanswerssupportthefactthatthepersonalityofa
footballteam(suchascredibility,hardworking,braveness,andtheteam’sabilitytofulfillitspromises)
affectstherelationshipbetweenthefootballteamanditsfans.

“My team should be organized, ambitious, enthusiastic, and follow the principles.” (Fan 3)
“My team should be hardworking, brave, never surrender, and play to spread joy and happiness.” 
(Fan 5)
“The credibility of my favorite team increases my commitment toward it.” (Fan 6)
“The policies of the football team affect the relationship between the football team and its fans.” 
(Expert 1)
“My relationship with my favorite team improves when my team achieves its promised goals and 
promises.” (Fan 7).

Theparticipantswerealsoaskedabouttheirfeelingstowardtheirfavoriteteamsandwhythey
havethesefeelings.Thefollowingquoteswereextractedfromtheresponsestosupportthatthefan-
teamrelationshipispredictedbythepersonalityandbehaviorsofthefootballteamstowardtheirfans.
Forexample,whentheteamtakescareofitsfans,itenhancestherelationshipswiththem.Besides,
theteams,whichdotheirbesttowinintheirmatchesmaketheirfanshappyinturnstrengthenthe
relationshipswiththem.

“I adore my team because it takes care of me.”(Fan 1) 
“I am in love with my team because it wins Fan 7)
“I love my team because it makes me happy.” (Fan 2)
“I love my team because it respects its fans.” (Fan 6)

Theparticipantswerealsoaskedtotellastoryoreventthatshowstheirattachmenttotheirfootball
teams.Thefollowingquoteswereextractedfromtheresponsesthatshowingthefans’attachmentto
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theirfootballteams.Forexample,someoffans,particularlywhoarestudents,delaytheircommitments
towatchtheirteams’matchesand/orfollowtheirnewsviadifferentmedia.

“I used to postpone my assignments to watch my team.” (Fan 5)
“When I was at prep school my favorite team was playing in Japan (The FIFA Club World Cup) so 
I decided not to go to school to watch my team.” (Fan 7)
“I cried when my team lost in CAF Champions league.” (Fan 2)

6.1.2. Fan Personality As Fan-Brand Relationship Driver
Thesecond theme thatwasemergedfromthequalitativedata is the fanpersonalityas thediver
ofbuildingthefan-brandrelationship.Theparticipants’answersshowedthattheconsumer-brand
relationshipinthefootballindustryisunique.Theyhavebeenaskedabouttheirpersonalitiesand
theirrelationshipswiththeirfavoriteteams.Thefollowingquotesareextractedfromtheresponses
toshowthatthefan-brandrelationshipispredictedbythefanpersonality.

“I have the enthusiastic, principles, and do everything to make everyone happy.” (Fan 2)
“I share the same ambitious personality.” (Fan 1)
“I seek improvement.” (Fan 7)
“I never change our principles.” (Fan 3)
“My commitment toward my team increases when we share the same personality” (Fan 4)

Theparticipantsdescribedsomeaspectsoftheirpersonalities,whichhelpinenhancingtheir
relationshipswiththeirteams.Forexample,enthusiasm,havingpersonalprinciples,makingeveryone
happy,andimprovingaperson’sskillsareexamplesofvaluesandpersonalitiesthathelptobuildthe
fan-teamrelationshiporitsdimensionssuchascommitment.

Conclusively,weexploredthefanandteampersonalities,showingtheirrelationswiththefan-
brandrelationshipand/oritsdimension(s).Thefollowingsectiondiscussestheresearchframework
andhypothesestoconfirm/disconfirmthequalitativeresults.

6.2. Research Framework And Hypotheses development 
Basedonthepreviousresearchandqualitativefindings,theproposedresearchframeworkandsome
research hypotheses were developed. In other words, the research framework was adapted from
differentstudiessuchasMcCraeetal.(1986),Aaker(1997),andFournier(1998),andsupportedby
thequalitativephase.Figure1showsthatbothbrandpersonalityandconsumerpersonalityimpact
eachoftheconsumer-brandrelationshipdimensions,whichincludeinterdependence,commitment,
partnerquality,self-connection,nostalgicattachment,andintimacy.

6.2.1. Brand personality and fan-brand relationship dimensions 
Previousresearchsuggestedthatbrandpersonalitypositivelyaffectsconsumer-brandrelationships
(e.g.BarnesandPressey2008;During2012).Brandinterdependenceisconsideredasoneofthe
consumer-brand relationship dimensions (Fournier, 2009). In addition, brand personality affects
brandtrust,attachment,andcommitmentpositivelyanddirectly(Fallahi2013;Tongetal.2018).
LouisandLombar(2010)pointedoutthatthepersonalitytraitsoftheCoca-Colabrandaffectbrand
commitment.Personalitypositivelyandsignificantlyaffectsconsumerbrandrelationshipdimensions
(Self-Connection,PartnerQuality,andAffectiveCommitment)(Rezaei,Hamidizadeh,andForoughi
2016).Therefore,wepostulatethat:

H1:Brandpersonalityhasapositiveimpactonbrandinterdependence.
H2:Brandpersonalityhasapositiveimpactonbrandcommitment.
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Thoetal. (2016)argued thatbrandpersonalityappealpositivelyaffects relationshipquality
andWOM.Respondentsperceivedbrandpersonalityinfluencedtheirdesirabilityofthebrandasa
relationshippartner(Bryanetal.2006).Rezaeietal.(2016)pointedoutthatpersonalitypositivelyand
significantlyaffectspartnerqualityasoneoftheconsumer-brandrelationshipdimensions.Besides,
Self-connectionisrelatedtouniqueandexitedbrands(Smitetal,2007).PaperandSiksha(2017)
arguedthatbrandpersonalitydirectlyaffectsself-connection.Personalitypositivelyandsignificantly
affectsSelf-connectionasoneoftheconsumer-brandrelationshipdimensions.Therefore,

H3:Brandpersonalityhasapositiveimpactonpartnerquality.
H4:Brandpersonalityhasapositiveimpactonself-connection

Previousstudiesconfirmed the relationshipsbetweenbrandpersonalityandattachment.For
example,brandpersonalityinfluencesconsumers’attachment(e.g.Fournier,1998;Parker,2009;Yao,
etal.,2015).Specifically,PaperandSiksha(2017)arguedthatbrandpersonalitydirectlyaffected
nostalgicattachment.Thus,

H5:Brandpersonalityhasapositiveimpactonnostalgicattachment.

Proceedingstudiesshowedthatbrandintimacyrepresentstheconsumer-brandrelationship(e.g.
Wang,andLee,2020).Brandintimacyreferstothefeelingofclosenessderivedfromafavorable
consumer-brandrelationship(Almubarak,etal.,2018).Itwasmeasured,insomepreviousstudies,
based on two dimensions; consumer-brand intimacy, and brand-consumer intimacy. The former
dimensionreferstothefeelingofconsumers’closenesstothebrandbyknowingandunderstanding
thebrandwell.Whilethelatterdimensionreferstothefeelingofabrand’sclosenesstoitsconsumers

Figure 1. Model of brand and consumer personality affecting eachother
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byknowingandunderstandingthemwell(e.g.JanaandDas2017).Brandpersonalityhadapositive
anddirectimpactonbothdimensionsofintimacy(JanaandDas2017).Thus,

H6:Brandpersonalityhasapositiveimpactonbrandintimacy(fan-brand).
H7:Brandpersonalityhasapositiveimpactonbrandintimacy(brand-fan).

6.2.2. Fan personality and fan-brand relationship
Thesuccessfulconsumer-brandrelationshipdependsnotonlyonrelationshipmarketingpractices
butalsoonconsumerpersonality (e.g.Ahmad,andThyagaraj,2015;Odekerkenetal.2003). In
otherwords,brand interdependence,asaconsumer-brandrelationshipdimension thatmeans the
brand plays an important role in consumer’s life is normally linked to strong relations between
consumersandwhichsuggesthowbrand-customerrelationshipsshouldbeconceived(Ahmad,and
Thyagaraj,2015).Inaddition,Rezaeietal.(2016)pointedoutthatconsumerpersonalitypositively
andsignificantlyaffectsbrandcommitmentasoneoftheconsumer-brandrelationshipdimensions.
Therefore,wepostulate

H8:Fanpersonalityhasapositiveimpactonbrandinterdependence.
H9:Fanpersonalityhasapositiveimpactonbrandcommitment.

The consumer personality positively and significantly affects customer-brand relationship
dimensionssuchaspartnerquality,andself-connection(e.g.Rezaeietal.2016).Consumerasa
relationshippartnerplaysacriticalrolebuildstrongrelationships(e.g.Papista,andDimitriadis,2012).
Forexample,theconsumercanevaluatethebrand’sattitudetowardhimorher(Ahmad,andThyagaraj,
2015).Besides,consumersplayavitalroleinenhancingtherelationshipwithabrandwhenencreases
theself-connection,inwhichheandthebrandsharecommoninterests,activities,andopinions(e.g.
Ahmad,andThyagaraj,2015;Yao,etal.,2015).Thus,wepostulatethatfanpersonalitypositively
andsignificantlyaffectsfan-brandrelationshipdimensions(self-connection,andpartnerquality).

H10:Consumerpersonalityhasapositiveimpactonpartnerquality.
H11:Consumerpersonalityhasapositiveimpactonself-connection.

Precedingresearchconfirmedthatconsumerpersonalityhasadirecteffectonbrandattachment
(e.g.Yaoetal.2015;MannandRawat2016).Therefore,wepostulate

H12:Fanpersonalityhasapositiveimpactonnostalgicattachment.

In personality research, the agreeableness traits are most concerned with interpersonal
relationships(Grazianoetal.1996).DeRaad(2000)arguedthatconsumerswithagreeablenesstraits
striveforintimacy.Asmentionedthatintimacywasmeasured,insomepreviousstudies,basedontwo
dimensions;consumer-brandintimacy,andbrand-consumerintimacy(e.g.JanaandDas2017),thus,

H13:Fanpersonalityhasapositiveimpactonbrandintimacy(fan-brand).
H14:Fanpersonalityhasapositiveimpactonbrandintimacy(brand-fan).
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7. QUANTITATIVe dATA ANALySIS ANd ReSULTS

7.1. descriptive Analysis
Table1presentsthesamplecharacteristicsforthe471surveyscollectedforthestudy.Ofthe471
respondents,365(77.5%)weremales.Theresultssomehowrepresentthefactthatfootballisamale
sport(McDowellandSchaffner2011).55%oftherespondentsarebetween21and30yearsold.It‘s
worthnotingthatalmost79%oftherespondentssupportAl-Ahlycluband20%supportAl-Zamalek
club.TheresultsaresomehowclosetoastudyconductedbyTheEgyptianCentreforPublicOpinion
Research(Mohamed,2014).Theresearchfoundoutthat72%ofEgyptiansupportAlAhly,while
21%supportAlZamalek.Ithasbeenfoundoutthat53%oftherespondentshaveauniversitydegree.

7.2. Inferential Statistics
SmartPLShasbeenusedtoassessthemeasurementandstructuralmodel.SmartPLSisoneofthe
prominentsoftwareapplicationsforPartialLeastSquaresStructuralEquationModelling(Wong,2013).
Toevaluateinternalconsistency,compositereliabilityandCronbach’salphahavebeenexamined.
Individualindicatorreliabilityandaveragevarianceextracted(AVE)havealsobeenexaminedto
evaluateconvergentvalidity.Crossloadingsandvariablecorrelationhavebeenexaminedtoevaluate
discriminantvalidity.Table2summarizesthereliabilitytestresultsforthestudyvariables.It’sworth
notingthatthereliabilityscoresforallvariablesanddimensionsareabove0.7whichmeansthatall
scalesshowasatisfactorilylevelofinternalconsistency.

Resultsshowedthatthreeitemswereeliminated.AsshowninTable3,theAVEvalueforitems
isabove0.5withfactorloadingsabove0.7(Hairetal.,2017).Discriminantvalidityensuresthata
structuralmeasureisempiricallyuniqueandrepresentsphenomenaofinterestthatarenotcaptured
byothermeasuresinthestructuralequationmodel(Henseleretal.2015).AccordingtoHairetal.
(2017),cross-loadingsandtheFornell-Larckercriterionhavebeenestimatedtoassessthediscriminant
validityofthemeasurementmodel.Table4illustratesthecross-loadinganalysis.Theresultsshow
thateachitemloadshighonitscorrespondingdimensionwhichmeansthatthediscriminantvalidity
hasbeenconfirmed.TheFornell-Larckercriterionistheseconddiscriminantvalidityassessment
approach. Inparticular, the square rootof theAVEof each construct shouldbegreater than its
maximumcorrelationwithanyotherconstruct(Hairetal.,2017).Basedontheanalysis,thesquare
rootofAVEinboldforeachconstructwashigherthanitstotalvalueintheextremehorizontaland

Table 1. Descriptive statistics of the sample

Category Frequency % Category Frequency %

Gender Favourite Team

Male 365 77.5% AlAhly 370 78.6%

Female 106 22.5% Zamalek 92 19.5%

Total 471 100% AlMasry 1 .2%

Age Ismaily 3 .6%

21orless 102 21.7% WadiDegla 1 .2%

21to30 259 55.0% Other 4 .8%

31to40 84 17.8% Total 471 100%

41to50 18 3.8%

51ormore 8 1.7%

Total 471 100%
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verticalcolumn.ValuesinboldrepresenttheAVE’ssquarerootandthenon-boldvaluesrepresentthe
inter-correlationbetweentheconstructs.ThesquarerootoftheAVEofeachconstructwasgreater
thanitsmaximumcorrelationwithanyotherconstruct.Consequently,thediscriminantcriteriaof
FornellandLarckervalidityweremet.

7.3. Assessment of Structural Model
Afterconfirmingthereliabilityandvalidityofthemeasurementmodel,thefollowingstepistoassess
thestructuralmodelresults.

7.3.1. Testing for Multicollinearity, Coefficient of Determination (R2), and Effect Size (F2)
TheassumptionofnomulticollinearitybetweentheindependentvariablesissupportedwithVIF
valuesfarbelow10andtolerancevaluesofmorethan0.1.TheresultsshowedthattheR2ofallthe
endogenouslatentvariablesofthestudyareequalandgreaterthan0.10.Thevaluesoftheeffectsize
ofbrandpersonalityonthedependentvariableswerebetween0.02and0.15whichindicatesasmall
effectsize,exceptfornostalgicattachment(0.019)whichisconsideredasnoeffectsize.According
toconsumerpersonality,thevaluesofeffectsizearebetween0.02and0.15.

7.3.2. Predictive Relevance (Q2) and Goodness of Fit (GoF)
TheresultsshowedthatallQ2valuesareabovezerowhichmeans that themodelhaspredictive
relevance.AccordingtoTenenhausetal.(2005),thegoodnessoffitcanbedefinedastheglobalfit
measure.ItisgeometricofAVEandtheaverageofR2oftheendogenousvariables.Regardingthe
researchmodel,theGoFvalueis0.30whichisbetween0.25and0.36.ItmeansthattheGoFofthe
researchmodelismedium.

8. HyPoTHeSeS TeSTING ANd dISCUSSIoN oF ReSULTS

Table5showstheresultsofhypothesistesting.Resultsoftheanalysisshowedthatbrandpersonality
hasastrongpositiveimpactoninterdependence(β=0.216,p<0.001),supportingH1.Theresults
alsoshowedthatbrandpersonalityhasastrongpositiveimpactonbrandcommitment(β=0.191,
p=0.001),supportingH2.Thisresultisfollowingwhatwaspresentedintheliteraturebyprevious
research(e.g.Fallahi,2013;Tongetal.2018).

Theresultsshowedthatbrandpersonalityhasastrongpositive impactonpartnerquality(β
=0.260,p<0.001),supportingH3.Thisresultisfollowingwhatwaspresentedintheliterature(e.g.

Table 2. Composite reliability and cronbach’s alpha

Variables Composite Reliability Cronbach’s Alpha

Brandpersonality 0.964 0.961

Consumerpersonality 0.864 0.840

Consumerbrandrelationship Interdependence 0.897 0.968 0.828 0.965

Commitment 0.912 0.883

PartnerQuality 0.931 0.906

Self-connection 0.936 0.918

Nostalgicattachment 0.911 0.853

Intimacy(fan–brand) 0.931 0.889

Intimacy(brand-fan) 0.904 0.841
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Table 3. Convergent validity statistics

AVE Loadings Items Dimensions Construct

0.661

0.852 Myteamisabletoattainthedesiredresultsinsportcompetitions

Competitiveness

Brand
Personality

0.885 Myteamisoverconfidentaboutitsabilitiesandinspirespridetoitsfans

0.880 Myteamisdeterminedtoaccomplishitsgoals

0.745 Myteamisself-motivated

0.723 Myteamhasgainedmanychampionshipsandcups

0.771 Myteamisunbeatable,withaverygoodwinningrecord

0.817 Myteamexcelsincompetitions

0.675

0.850 Myteamisrecognizedforitsaccomplishmentsandsuperiority

Prestige

0.875 Myteamissupportedbycountlessfans

0.783 Myteamiscelebrate

0.750 Myteamissuper

0.810 Myteamissuperioroveritsrivals

0.856 Myteamhasreceivedawardsofdistinction

0.718

0.899 Myteamespousesanacceptablecodeofconductandconformstorulesand
regulations

Morality
0.895 Myteamisimbuedwithacceptablerulesofconduct

0.723 Myteamdevelopsandpromotesthegrowthofculture(e.g.educational,artand
scienceprograms)

0.861 Myteambehavesinaccordancewithstandardsforrightpractice

0.676

0.843 Myteamisunique,faithfultointernalratherthanexternalideas,andretainsits
spiritandcharacterdespiteexternalforces

Authenticity0.773 Myteamhasbeenaroundformanyyearsandhandeddownlegends(e.g.players)
andcustoms(e.g.teamanthem)

0.868 Myteamadherestoprincipalpositions

0.802 Myteamisopentochangesandnewideas

0.683

0.879 Myteamistrustworthyandreliable

Credibility0.850 Myteamisrichandfinanciallyindependent

0.745 Myteamhasthecapacityandpowertoexerteffectsonothersandtheirdecisions
(e.g.ontheadministrationofthenationalleague)

0.642

0.859 Feelbashfulmorethanothers

Introversion

Consumer
Personality

0.768 Introverted

0.730 Quitewhenwithpeople

0.842 Shy

0.651

0.816 Frequentlyfeelhighlycreative
Opennessto
Experience0.706 Imaginative

0.826 Findnovelsolutions

0.620

0.772 Tenderheartedwithothers

Agreeableness0.867 Kindtoothers

0.802 Soft-hearted

0.675

0.747 Precise

Conscientiousness
0.776 Efficient

0.889 Organized

0.865 Orderly

0.726

0.837 Drawntoexperiencewithanelementofdanger

NeedforArousal
0.898 Seekanadrenalinerush

0.822 Activelyseekoutnewexperiences

0.849 Enjoytakingmorerisksthanothers

continued on following page
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BryanHayesetal.,2006;Thoetal.2016).Resultsoftheanalysisofthecollectedsampleshowedthat
brandpersonalityhasastrongpositiveimpactonself-connection(β=0.208,p<0.001),supporting
H4.ThisresultisfollowingwhatwaspresentedintheliteraturebySmitetal.(2007).Theresults
alsoshowedthatbrandpersonalityhasastrongpositiveimpactonnostalgicattachment(β=0.139,
p<0.05),supportingH5.Thisresultisfollowingwhatwaspresentedintheliterature(e.g.Paperand
Siksha2017).Theresultsshowedthatbrandpersonalityhasastrongpositiveimpactonintimacy
(fan-brand)(β=0.163,p<0.05),supportingH6.Thisresultisfollowingwhatwaspresentedinthe
literatureby(e.g.JanaandDas2017).Theresultsalsoshowedthatbrandpersonalityhasastrong
positiveimpactonintimacy(brand-fan)(β=0.227,p<0.001),supportingH7.Thisresultsupports
whatwaspresentedintheliteratureby(e.g.JanaandDas2017).

Theresultsshowedthatconsumerpersonalityhasastrongpositiveimpactoninterdependence
(β=0.241,p<0.001),supportingH8.Thisresultisfollowingwhatwaspresentedintheliteratureby(e.g.
Odekerken,etal.,2003).Theresultsalsoshowedthatconsumerpersonalityhasastrongpositiveimpact
onbrandcommitment(β=0.316,p<0.001),supportingH9.Thisresultisfollowingwhatwaspresented
intheliterature(e.g.SrivastavaandOwens2010).Theresultsshowedthatconsumerpersonality
hasastrongpositiveimpactonpartnerquality(β=0.172,p<0.001),supportingH10.Thisresultis
followingwhatwaspresentedintheliterature(e.g.Rezaeietal.2016).Theresultsalsoshowedthat

AVE Loadings Items Dimensions Construct

0.744

0.855 Ineedmyteamandrelyonitsbenefits

Interdependence

Consumerbrand
relationship

0.853 Myteamisanintegralpartofmydailylife

0.879 Idependentonmyteam.

0.668

0.723 MyteamandIareperfectforeachother

Commitment

0.812 Ireallylovemyteam.

0.839 Thoughtofnotbeingabletosupportmyteamdisturbsme

0.855 Iamveryloyaltomyteam

0.852 Iamwillingtomakesacrificestokeepsupportingmyteam.

0.868 Ihaveuniquefeelingsformyteam.

0.733

0.888 Myteamtakescareofme.

PartnerQuality

0.899 Myteamlistenstome

0.695 Myteammakesupformistakes.

0.878 Icancountonmyteamtodowhat’sbestforme.

0.901 Myteamisresponsivetomyconcerns

0.709

0.839 Myteamispartofme

Self-connection

0.845 Myteammakesstatementaboutwhat’simportanttome.

0.857 Myteamconnectswithpartofmethatmakesmetick.

0.862 MyteamandIfitwithlifegoalsorproblems.

0.819 BySupportingmyteam,I’mpartofasharedcommunity.

0.830 Myteamhelpsmedeveloprelationshipwithotherswhosupportthesameteam.

0.773

0.839 Ihavesentimentalfeelingsformyteam
Nostalgic

attachment0.902 Myteamremindsmeofphaseofmylife.

0.896 Thoughtsofmyteamcontainpersonalmemories

0.818

0.914 Iknowmyteam’shistory/background
Intimacy(fan-

brand)0.910 Iknowwhatmyteamstandsfor

0.889 Iknowmoreaboutmyteamthanaveragesupporter.

0.758

0.915 Myteamunderstandsmyneeds
Intimacy(brand-

fan)0.881 Myteamknowsmesowell,couldwinchampionsforme.

0.812 Myteamknowsalotaboutmeasperson.

Table 3. Continued
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consumerpersonalityhasastrongpositiveimpactonself-connection(β=0.250,p<0.001),supporting
H11.Thisresultsupportswhatwaspresentedintheliterature(e.g.Yeetal.2015).

Theresultsshowedthatconsumerpersonalityhasastrongpositiveimpactonnostalgicattachment
(β=0.242,p<0.001),supportingH12.Theresultsshowedthatconsumerpersonalityhasastrong
positiveimpactonintimacy(fan–brand)(β=0.254,p<0.001),supportingH13.Thisresultisfollowing
whatwaspresentedintheliterature(e.g.Myersetal.2010).Finally,theresultsshowedthatconsumer
personalityhasastrongpositiveimpactonIntimacy(brand–brand)(β=0.155,p<0.001),supporting
H14.Thisresultisfollowingwhatwaspresentedintheliteratureby(e.g.Myersetal.2010).

9. THeoReTICAL IMPLICATIoNS

Thisstudyprovidesinsightsintotheconsumer-brandrelationshipstodecreasethelackofknowledge
inthesportbrandrelationshipscontext(e.g.KunkelandBiscaia2020).Italsosupportsusingof
brandpersonalityandconsumerpersonalityindevelopingtheconsumer-brandrelationshipinthe
sportsindustry(i.e.footballfield).Theuseofconsumer-brandrelationshiptheory(Fournier1998)
iseffectiveintheexplanationoftherelationshipsbetweenfootballteamsandtheirfans.Thistheory
wasdevelopedbasedontheideathatconsumershumanizeobjectsandthinkofbrandsasiftheyhave
humanpersonalities.Brandscannotact,feelorthinkthemselves,butcanliveandevolvethroughthe
practicesoftheirmanagers(Loureiro2013).Footballteams,whichhaveawell-establishedbrand
personality,haveastrongrelationshipwiththeirfans.Italsoillustratesthatthepersonalityoffootball
fanshasapositive impacton theshapinganddevelopingprocessof fan-teamrelationships.The
studycontributestoservicesmarketingliteraturebyprovidinganoverarchingmodelthatpresents
significantantecedentstoconsumer-brandrelationshipsinthesportsindustry.

Table 5. Path coefficient of the research hypotheses

Hypothesis Relationship Std. Beta T- Value P- value Decision

H1 BrandPersonality>Interdependence 0.216 4.412 0.000 Supported**

H2 BrandPersonality>Commitment 0.191 3.410 0.001 Supported**

H3 BrandPersonality>Partnerquality 0.260 4.350 0.000 Supported**

H4 BrandPersonality>Self-connection 0.208 3.652 0.000 Supported**

H5 BrandPersonality>Nostalgic 0.139 2.528 0.012 Supported*

H6 BrandPersonality>Intimacy(C–B) 0.163 2.850 0.005 Supported**

H7 BrandPersonality>Intimacy(B-C) 0.227 3.654 0.000 Supported**

H8 ConsumerPersonality>Interdependence 0.241 5.487 0.000 Supported**

H9 ConsumerPersonality>Commitment 0.316 7.797 0.000 Supported**

H10 ConsumerPersonality>Partnerquality 0.172 3.796 0.000 Supported**

H11 ConsumerPersonality>Self-connection 0.250 5.659 0.000 Supported**

H12 ConsumerPersonality>Nostalgic 0.242 5.469 0.000 Supported**

H13 ConsumerPersonality>Intimacy(C–B) 0.254 5.709 0.000 Supported**

H14 ConsumerPersonality>Intimacy(B-C) 0.155 3.163 0.002 Supported**

* Significant at p< 0.05 ** Significant at p< 0.001
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10. MANAGeRIAL IMPLICATIoNS

Thepersonalityofthefootballteamseemstohaveastrongimpactontherelationshipbetweenfootball
teamsandtheirfans,resultinginfansspendingmoretimeandretailontheteamandtheirrelated
products.Teamsshouldworktoenhancethecompetitiveness,prestige,morality,authenticity,and
credibilityoftheteam.Basedontheresultsofthecurrentstudy,focusingsomemarketingeffortson
communicatingtheuniquefacetsofthepersonalityoftheteammaybebeneficial.Toimprovethe
perceptionofthecompetitivenessoftheteam,thefootballteamshouldpromotethesuccessofthe
teamanditsplayers,thechampionship,thecups,andtherewardstheteamhasgained.Thefootball
teamshouldhirewell-experiencedfootballmanagersandacquirehigh-performancefootballplayers
toenhancetheircompetitivenessleadingtoabetterpersonalityoftheteam.Theresultsofthestudy
suggestthattheprestigeofthefootballteammaybeenhancedthroughcommunicatingtheteam’s
accomplishmentsandsuperiority.Forinstance,advertisementsthatpromotetheteamincludeimages
fortheteamanditsplayerscelebratingtheirawards,bestmatches,andbestrecords.

Toenhancetheperceptionofthemoralityoftheteam,thefootballteamshouldbehavefollowing
standardsforrightpractice;haveacodeofconduct,andrespectregulations.Theteamshouldalso
developandpromotethegrowthofculture(e.g.educational,art,scienceprograms).Footballteams,
forexample,canlaunchapublicitycampaigntoencourageandcallforcompliancewithregulations
andrightpractices.Inotherwords,promotingtheteam’sinvolvementandsupportingeducational,
art,andscienceprogramsviadifferentadvertisingtools.Thestudyresultssuggestthattheteam’s
authenticitycanbeimprovedbyconveyingtheuniqueness,originality,andlegendaryfeaturesofthe
team.Forexample,theuniquerecordsoftheteamindifferentchampionshipsandtheteam’soldness
comparedtoothercompetitorscanbepromoted.Toenhancetheperceptionoftheteam’scredibility,
thefootballteamshouldbehavefollowingstandardsandpaygreatattentiontotheirpromises,anddo
theirbesttofulfillthesepromisestoincreasetheirtrustworthinessandreliability.

11. LIMITATIoNS ANd FUTURe ReSeARCH FRoNTIeRS

Althoughtheresearchhasprovidedsomeinsights,someresearchlimitationsneedtobeaddressed.
The cross-sectional research design sets limitations on the generalization of the current study
findings.Futureresearchmightaddressthisissuewiththeadoptionofalongitudinalresearchdesign
toemphasizeandillustratethecausalityinthehypothesizedrelationshipsofthestudy.Thestudy
has been conducted in only one sports industry (Football only). Accordingly, the results cannot
begeneralizedtootherservicesettings.Futureresearchneedstore-test theproposedconceptual
frameworkinotherservicecontexts(e.g.healthclubs,telecommunication,education)tocomparethe
resultsofbothservicecontexts.Becauseitwasverydifficulttoobtainasamplingframe,theresearch
reliedonanon-probabilityjudgmentalsamplethatconsidereddistributingthequestionnairesinonly
limitedplacesinGreaterCairo.Accordingly,generalizationistobemadewithgreatcaution.Further
researchcouldapplythecurrentresearchmodeltoamorerepresentativesampleformorevalidation.
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