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Abstract: The aim of this paper is to investigate the impact of sponsorship perceptions and attitudes
of sport team fans on their purchasing decision, as well as to investigate the significance of sport
sponsorship in promoting socially responsible companies and other sustainable practices in society.
This paper gives insight in possibilities and effects of promoting sustainable activities and socially
responsible companies, through sport sponsorship, by targeting and educating sport team fans
as a very important consumer segment. Data were collected from anonymous respondents who
are fans of different sport teams. Attitudes were measured by asking the respondents to rank
the statements based on a 5-point Likert scale. In order to analyze the data, structural equation
modelling was conducted using R package. Results show that the attitudes towards sponsorship,
as well as sponsorship perceptions, have a strong positive impact on the purchasing decisions of
consumers, regarding products of sponsors, which enables the creation of a loyal base of fans as
consumers. Results also reveal that sport sponsorship can be an effective way of promoting socially
responsible companies and sustainable practices, giving an opportunity to create an educated and
highly dedicated consumer base. In this way the positive effects of sports and sponsorship are
spreading beyond the stadiums and arenas. These findings can help companies that are considering
investing in this form of marketing, in adequately selecting and managing the campaign, but also
can be very useful for official institutions in their efforts to foster sustainable practices in society.
Although the fact that the research was conducted only in Montenegro can be stated as a limitation,
it should be noted that this type of research has been done for the first time in this area, which gives
special value to the research and increases the importance of its contribution to the existing base of
scientific papers in this field.

Keywords: sport sponsorship; sponsorship attitudes; fans; brand perception; loyalty; purchase
decision; sustainability

1. Introduction

In the contemporary conditions of market saturation and at the same time its fragmentation,
with the accelerated progress of technology and innovation, traditional marketing communication
methods, such as advertising on television, radio and other mass media, lose their efficiency.
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Companies and sport organizations aware of the trends accept and implement different alternative
tactics, in order to leave a stronger impression on the target group and ensure its loyalty. One of these
techniques is using sponsorship, which is gaining popularity in the promotional mix. Sponsorship
of sports, culture, art and entertainment has become an essential part of brands’ promotional mix,
as confirmed by the data—at a global level as much as $60.1 billion was invested in sponsorship in
2016, representing an investment growth of 4.6% compared to 2015 [1].

Sponsorship of sports has the ability to overcome linguistic and cultural barriers, making it an
attractive option for global marketing. Mass communication through traditional media is replaced
by a much more credible form of communication. In this regard, sponsorship has proven to be a
very successful communication channel in order to build a loyal consumer base, especially in the
field of sports. The main goals of sport sponsorship are the improvement of image, attitude, loyalty
and the increase in brand awareness among consumers. However, certain goals also relate to the
behavioral segment—the influence on purchasing intentions and decisions. Even consumers state
brand promotion, increasing brand awareness, and empowering image and reputation as the main
reasons for sponsorship [2], which creates a positive impact on their loyalty towards sponsors.

Over the past 20 years there has been a need to explore the process of achieving the stated sport
sponsorship goals, which is widely accepted as an effective marketing communications tool in academic
circles as well as in practice. However, a relatively small number of academic research works are
dedicated to processing information that consumers receive through this type of sponsorship, as well
as their perception of companies investing in this form of marketing. Additionally, although sport
sponsorship has gained significant prominence in recent years and has been recognized as one of the
effective instruments for promoting individual companies and brands, its importance in promoting
corporate social responsibility and sustainable practicies is usually overlooked, which is one of the
motives for conducting this research. Namely, starting from the fact that in recent years sustainability
has been imposed as a fundamental principle of planning society’s future economic development,
exploration of possible ways to improve and promote the concepts of corporate social responsibility
and sustainability are of particular importance. Although there is a large body of research on the impact
of sponsorship on consumers’ perceptions of the sponsor and its brands, the potential importance
and effectiveness of sponsorship in conveying a set of specific values and promoting the concepts of
sustainability and socially responsible behavior have been neglected. Therefore, in order to overcome
the gap in literature, this study, in addition to exploring the impact of sponsorship on the decision to
buy fans of sports teams, seeks to explore the possibilities of promoting the concepts of sustainability
and socially responsible behavior through the use of sport sponsorship.

The paper is organised into six sections. Following the introduction, the results of previous
research have been reviewed as well as the literature in which the motive for this research has been
located. This section contains an analysis of the key aspects of sport sponsorship perceptions and
attitudes on purchasing decisions of fans as consumers. However, this section states that there is
a lack of research on how sponsorship of such events can contribute to the promotion of socially
responsible companies and, therefore, help in fostering sustainable practices, which is one of the
motives of this research. The third section provides hypothesis development and the methodology,
which includes a conceptual model of the research and an explanation of the methodology used.
Specifically, this section includes a detailed description of the research methodology i.e., data collection
and sample, measures and instrument validation. The fifth part presents the results of the research,
and in the sixth part the results obtained are discussed. Finally, the paper provides concluding
considerations, reviewing the implications and elaborating the limitations of the research, and finally,
recommending some aspects for the future research in this field.

2. Literature Review

The growth in sponsorship investment practices has also contributed to the growing relevance of
this topic in academic circles. Meenaghan was one of the first authors to compare consumer attitudes
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about advertising and sponsorship. Consumers classified traditional advertising as selfish and without
benefit to society, while sponsorship was described as an indirect and subtle measure, which includes a
less obvious commercial goal, which leads to the effect of reducing consumer defense mechanisms [3].
Since one of the sport sponsorship effects is sponsorship-sponsored image transfer [4], the tendency
is to test the strength of these effects, both in academic and professional environments. In a study
conducted by Brown, Pope and Voges [5], sponsorship has the ability of improving the reputation and
image of the company, which supports previous findings. In addition, this study states that only the
engagement of a company in sponsoring activities is sufficient to enhance corporate image, even in
situations where consumers are not interested in either the company or its products [5]. These results
clearly indicate that the role of sponsorship in modern conditions is very important.

A consensus has been reached by a large number of authors on the effectiveness of sport
sponsorship, among which emphasis is placed on sponsorship attitudes and purchasing decisions [6–9].
A positive attitude about sponsorship is a prerequisite for decision making and purchasing, so this
is one of the main goals of sport sponsorship. However, before establishing a sponsorship attitude,
the consumer (fan) must be aware of his existence. Therefore, raising awareness of sponsorship is
another goal that must be achieved in the process of influencing the purchasing decision. Given that at
least 70% of sponsorship investments [1] go to sport, researchers have carried out the largest number
of academic research works in this field. Therefore, the authors of this paper wanted to explore how
sports sponsorship affects the attitude and purchasing intentions of sports team fans towards sponsors
and their products.

Biscaia with a group of authors explored the sponsorship awareness of a professional football
team’s fans and compared the level of awareness between season ticket holders and those who do
not regularly watch the games of the team. The results showed that the highest level of sponsorship
awareness is shown for those companies whose name is on the team jersey than for those whose name
is on the stands and around the stadium, whereby season ticket holders showed a significantly higher
level of sponsorship awareness [10].

Certain authors have also been exploring specifically the segment of sport team fans and have
come to the conclusion that greater identification with the team leads to the creation of a positive
attitude towards the sponsor, as well as the creation of intentions for the purchase of its products [11],
even in a situation where they are not particularly interested in the product category of sponsors [12].
However, price elastic consumers must also be considered, which will nevertheless choose a cheaper
product, despite admiring companies’ socially responsible activities [13]. Research conducted by
Schlesinger and Güngerich that explored fans of the Swiss National League A ice hockey club,
revealed that fan identification with the club positively influences the attitude towards the club
sponsor, but does not have direct effects on fans’ purchasing intentions [14]. However, the fans’
attitude towards the club sponsor exhibits strong positive correlation with their purchase intention.
Similar results were recorded in research conducted by Madrigal, which revealed that a higher level of
team identification of fans is positively related to their intentions to purchase sponsors’ products [15].
This relation is particularly strong if the purchase of sponsors’ products is very important for other team
supporters. These results are consistent with previous studies [9,16]. Other authors have also explored
the problem of sponsorship awareness and attitudes among sport fans [12,17–19], revealing similar
results. However, the fans’ identification with sports team negatively affects perceptions of a rival
team, which leads to negative attitudes towards rival team sponsors [18]. These negative effects can be
attenuated by choosing promotional messages that are directed to support a sport discipline rather
than a specific club.

The results of the research conducted by Mao and Zhang [20] showed that the effects of branding
were positively related to the attitude of sport team fans and other consumers towards the sponsored
event, while their attitude was partly determined by the degree of consumer involvement and emotions.
On the other hand, another group of authors concludes that the consumers’ attitude about sponsors
depends predominantly on the characteristics of the sponsors—whether they support a profit or
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non-profit sports event [21]. This result is in line with the research results carried out by Armstrong [22],
which states that philanthropic sponsorship will have a stronger impact on improving the corporate
image of commercial sponsorship. Another factor that influences consciousness and sponsorship
attitudes is the fit between the sponsor and the sponsored subject [16,17,23–26], as well as caution in
the selection of sponsored subjects in order to avoid adverse effects [27–31]. Finally, the activation
of sponsorship is highlighted as one of the factors that predispose the efficiency of the sponsorship
investment [24,27,29,32,33].

Considering that consumers mostly have a positive attitude towards all types of sponsorship if
there is a fit between the sponsor and the sponsored subject, sport sponsorship investment became
characteristic for companies whose products are related to sport (e.g., sports equipment producers).
However, the potential effects of sport sponsorhsip in promoting the concept of corporate social
responsibility and sustainable development are quite neglected and have not yet been investigated
enough. Studies of this type are mostly related to the organisation of so called mega sport events.
The research conducted by Preuss [34] revealed that significant sustainable development effects can be
achieved through organising mega sport events by investing obtained funds in buildings and adapting
the infrastructure for the event using renewable resources. Additional sustainable development effects
are related to the promotion of cultural heritage of a host country, fostering citizen participation
in community life, promotion of healthy lifestyles and education about green economy [34,35].
Similar results can be achieved through organisation of small-scale sport events, although their impact
on fostering sustainable development is much more modest [36,37]. Regardles of whether it is about
sponsorship of a large or small sporting event, it can be a very effective instrument for encouraging
fans to become more involved in community life, thereby creating for them the opportunity to become
more educated and loyal consumers of products of socially responsible copmanies, which contributes
to the implementation of sustainable practices and initiatives throughout society. In this way, the effects
of sponsorship and sports is spreading beyond the stadiums and arenas. However, the fact is that there
is a lack of research on how sposnorship of such events can contribute to the promotion of socially
responsible companies and, therefore, help foster sustainable practices, which is one of the reasons for
conducting this research.

After creating positive associations, the company can expect sport sponsorship to have an impact
on purchasing decisions. Namely, fans who are aware of the brand and sponsorship prefer to choose
this known brand, even in cases of lower quality than others [38]. Studies on the impact of sport
sponsorship on purchasing decisions were also carried out by Zaharia with group of authors [39] in
three countries, as well as by Lee and Cho [40], with the results not differentiating in different markets,
which pointed out the attitude towards the sponsor and fit as the decisive factor in decision making.
The results of this research are in line with the results of Biscaia et al. [9] who state that attitude,
and not just awareness, is the decisive factor in purchasing decision. Finally, Khuong and Chau [41]
also studied the problem of brand awareness and purchasing decision-making in the Vietnamese
market and their results show that recall has a significant impact on the purchasing decision, while for
recognition this is not the case. On the other hand, research results in Morocco [42] have shown that
awareness of sport sponsorship does not have a direct positive impact on the purchase decision. In
this regard, the object of this research, apart from perception, is the assessment of the influence of
sport sponsorship on the purchase decision of sport teams fans. Additionally, the opportunities for
promoting socially responsible companies will be considered and, therefore, the potential effects on
fostering sustainable practices in society using this instrument of promotion.

Taking into account the stated results of previous research, the gap in literature, as well as the
motives for this research, our study aims to contribute to this growing area of research by exploring how
sport sponsorship perceptions influence consumers. More specifically, it explores how sponsorship
impacts sport fans and creates a connection towards sustainable practices, carried out by the sport
sponsors that undertake socially responsible activities.
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3. Hypothesis Development and Methodology

The previous studies results revealed that sport sponsorship has direct positive effects on perception
and attitudes of sport team fans towards a sponsor and its product [9,11,20]. While some authors [38,40]
stated that it also has significant positive effects on fans’ purchasing decisions, other authors revealed
the opposite results [42]. Considering the different results of previous studies, one of the hypothesis of
this paper is formulated as follows:

H1: Sport sponsorship perceptions and attitudes have significant positive influence on the purchasing decisions
of sport team fans towards sponsors and their products.

Although sport sponsorship can be an effective tool for the promotion of a wide range of
product types, there is a lack of research about effects that it has in promoting socially responsible
companies. Sport activities promote social inclusion, healthy lifestyles and preservation of natural
resources. Considering the significance of image and value fit between sponsor and sponosred team
for transmiting the promotional messages and creating an impact on the purchasing decisions of sport
team fans [27,43], socially responsible companies can use sport sponsorship to grow awareness about
existing sociological and enivronmental problems, and at the same time increase the value of their
products in the mind of consumers [44,45]. The greater value of their products will lead to a greater
volume of purchases, which consequently leads to more money being spent on socially responsible
business acitvities and implementation of other sustainable practices. Additionally, thanks to the better
education of sport team fans about the importance of sustainable development and socially responsible
behavior, they become actively involved members of society, who implement those concepts in their
everyday life. Therefore, they can potentially become a significant factor in fostering and spreading
sustainable practices throughout the whole of society. Based on this assumption a second hypothesis
is formulated.

H2: Sports sponsorship by socially responsible companies has positive effects on the increase of total funds aimed
at implementing socially responsible and sustainable practices and initiatives.

The conceptual model, based on the defined hypotheses in given in Figure 1 below.
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In order to test defined hypothesis, we conducted structural equation modeling (SEM) using R
package. SEM is a statistical multivariate analysis method used to examine the causal relationships
between multiple factors simultaneously. In doing so, it investigates the structure of interrelationships
expressed in a series of equations.

Our basic hypothesized structural model contained three constructs: sport sponsorship perceptions,
attitudes of sponsorship and purchasing decisions. Sport sponsorship perceptions and attitudes of
sport sponsorship directly affect the purchasing decisions. Also, there is a causal relationship between
sponsorship perceptions and attitudes of sport sponsorship that authors want to examine, too.
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Having in mind motives and research goals, the defined hypotheses, results of previously
published research in this field, as well as assessments of theoretical models, the authors developed
a questionnaire. The questionnaire was prepared in the Montenegrin language and forwarded
to respondents, fans of different sports clubs, online. The questionnaire consisted of 30 questions.
The condition of being a fan of a sport club was eliminatory for participating in the survey, as the authors
wanted to explore precisely the perceptions and attitudes of fans as consumers, and the influence of
sponsorship on the purchasing decision. Hence, the sample consisted of anonymous respondents from
Montenegro who are fans of different sport teams. The empirical survey was undertaken in the second
quarter of 2019. In this study on impact of sport sponsorship perceptions and attitudes on purchasing
decision of fans as consumers, a total of 350 people participated. Moreover, the sample covered the
respondents from all three regions in Montenegro (Northern, Central, Southern) aiming to ensure
greater representativeness of the sample. Hence, in terms of geographical affiliation, the demographics
of the respondents were as follows: 40% were from the Central region, 30% were from the Southern
region, and 30% were from the Northern region. The survey was designed in a way that only surveys
completed as a whole were taken as valid. Therefore, if a questionnaire was not completed, it was not
considered valid and was not recorded. In this regard, 250 responses are valid. The data collection
lasted for 30 days and 250 fully filled in surveys were returned, giving the response rate of 71.42%.
This can be considered as a high response rate, which is explained by the prevalence of the stated topic,
i.e., the interest of the respondents to participate in the research.

As the sample structure allowed for a relatively balanced representation of the fan population of
the whole country, we can conclude that this sample is a stratified random sample.

A pilot survey aimed at examining the validity of the content of the questionnaire was conducted
on a sample of 15 students who are fans of sport clubs. Based on their suggestions, the final form of
the questionnaire was created. Also, in order to ensure the comprehension of the survey, it was pilot
tested and checked by a proofreader.

In terms of gender, 47.5% male respondents participated in the research (118), while 52.5% were
female (132 respondents). For the purpose of segmented access and data precision, five age intervals
were created. The age structure of the respondents was directly related to the defined primary target
group of research, comprised of young people aged up to 35, as 86.8% of respondents belong to this
segment of the sample. Hence, the age structure of the respondents was: 62.8% of respondents aged 15
to 25, 24% of respondents aged 26–35, 7.6% of respondents aged 36 to 45, 3.6% of respondents aged
46 to 55 and 2% of subjects older than 55. Considering that the majority of the sample was made up
of people under 35, we can state that “millennials” as a generation are significantly represented in
the sample. This is of particular importance given that the concepts of sustainability and socially
responsible practice are very important for this segment of the population, thus justifying another
contribution of this study.

Besides gender and age, the level of education is the last criterion of the respondents’ classification.
Even though the sample covered all age groups, the dominant segment of the sample was represented
by students and respondents with a high degree of education (university)—82.4%. In more detail,
the structure of respondents according to education is: 0.4% of those with completed primary school,
4.8% of students with completed secondary school, 47.6% of current university students, 34.8% of
respondents with a Bachelor degree, 6% of respondents with a master’s degree and 6.4% of respondents
who obtained a PhD. The fact that most respondents are predominantly students or university graduates
is in favor of this research, since more educated people are more interested and involved in socially
responsible and sustainable practices and initiatives. Hence, based on all of the above regarding the
method of data collection, the sample was representative and well structured.

Sport sponsorship perceptions were measured by asking the respondents to rank four
corresponding statements based on a 5-point Likert scale. The four statements were: (1) “While
watching a sports event, I pay attention to a company that is a sponsor of an event or of a sports
team”; (2) “While watching a sports event, I pay attention to advertising in sports halls/stadiums”;
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(3) “During a visit to a cultural event (fair, concert, etc.), I noticed companies that supported the
sponsorship”; (4) “Sport sponsorship increases the likelihood of paying attention to other advertising
companies (sponsors)”.

In order to explore the validity of the constructs, we performed principal component analysis for
each construct (group of variables) separately, which is a part of exploratory factor analysis. The factor
loadings were 0.586 and higher, which is quite good for the further analysis. Each factor loading
is available upon request. Afterwards, the reliability of construct was finally confirmed with the
Cronbach Alpha coefficients. The Cronbach Alpha were adequately high (0.744 for Sport sponsorship
perceptions, 0.884 for Attitudes towards sport sponsorship and 0.882 for Purchasing decisions), so we can
conclude that all groups of variables had good reliability for structural equation modeling.

Hence, structural equation model was used in order to test the defined hypotheses. For SEM,
the model IBM AMOS program for data processing was used.

4. Results

We estimated the structural equation model by the maximum likelihood estimation method with
R package. The results of the SEM model are expressed in Table 1. The goodness-of-fit statistic is
measured by the Chi square statistic and CFI. The Chi square statistic is 464.414 with 132 degrees
of freedom (p = 0), and CFI (comparative fit index) is approximately 0.9 (0.861 exactly), which is
acceptable. Also, root mean square error of approximation statistic (RMSEA (Root mean square error
of approximation statistic)) is on the upper acceptable boundary of 0.1 [46,47]. The estimated results
and standardized path coefficients are shown also in Figure 1.

In our model, the standardized factor loadings were all statistically significant to 0.01, proving
that there is a strong relationship between the observed indicators and their constructs. As it can be
seen from Table 1, the model demonstrates that attitudes of sport sponsorship and sport sponsorship
perceptions significantly and positively influence the purchasing decisions. The impact of sport
sponsorship attitudes on purchasing decisions (0.509) is stronger than the impact of sport sponsorship
perceptions (0.221). This implies that if other conditions remain constant, the contribution of sport
sponsorship attitudes and sponsorship perceptions to the purchasing decisions were 50.9% and 22.1%.
So, the results indicate that sport sponsorship attitudes played a more important role than sport
sponsorship perceptions in purchasing decisions.

The causal relationship between sport sponsorship attitudes and sport sponsorship perceptions is
also statistically significant and strong—the path coefficient was 0.569. This suggests that those factors
are strongly affected by each other. Indeed, sport sponsorship perceptions build sport sponsorship
attitudes and, also, sport sponsorship attitudes directly influence our way of sport sponsorship
perceptions (while watching sports events, we had better notice the sponsors that we are aware of).

All of the four exogenous variables of sport sponsorship perceptions are statistically significant
and bear positive relationships with sport sponsorship perceptions. The standardized path coefficients
of F, G, H and J are 0.758, 0.745, 0.646 and 0.474, respectively. These results mean that the persons (fans)
who pay attention to a company that is a sport sponsor, who pay attention to advertising in sport,
who notice companies that supported the sport sponsorship and finally, who rate sport sponsorship
increases the likelihood of paying attention to other sponsors, are more likely to form stronger sport
sponsorship perceptions.

Sport sponsorship has eight exogenous variables that are listed in Table 2 (K, L, M, N, O, P,
Q and R). The largest contribution to sport sponsorship attitudes among them has the variable
O—0.819. This implies that the person who thinks that company sport sponsorship improves the
attitude that he has about it, makes stronger sport sponsorship attitudes and this contribution was
estimated to 81.9%, while other conditions remain constant. This is followed by the contributions of
variables N, P, R and L, with standardized path coefficients of 0.770, 0.751, 0.748 and 0.717, respectively.
The smallest contribution among exogenous variables of sport sponsorship attitudes, but still high
enough, have variable Q, K and M (0.691, 0.614 and 0.515, respectively).
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Table 1. Estimation results of the structural equation model (SEM).

Causal Relationship Non-Normalized Path
Coefficient S.E. P Normalized Path Coefficient

Purchasing decisions← sport
sponsorship perceptions 0.209 0.076 0.006 *** 0.221

Purchasing decisions← attitudes toward
sport sponsorship 0.715 0.124 0.000 *** 0.509

attitudes toward sport sponsorship↔
sport sponsorship perceptions 0.248 0.044 0.000 *** 0.569

P1← sport sponsorship perceptions 1.000 - - 0.758
P2← sport sponsorship perceptions 0.921 0.093 0.000 *** 0.745

P3← cultural sponsorship perceptions 0.777 0.087 0.000 *** 0.646
P4← sport sponsorship perceptions 0.556 0.084 0.000 *** 0.474

A1← sport attitudes toward sponsorship 1.000 - - 0.614
A2← sport attitudes toward sponsorship 1.230 0.133 0.000 *** 0.717
A3← sport attitudes toward sponsorship 0.999 0.140 0.000 *** 0.515
A4← sport attitudes toward sponsorship 1.384 0.142 0.000 *** 0.770
A5← sport attitudes toward sponsorship 1.445 0.142 0.000 *** 0.819
A6← sport attitudes toward sponsorship 1.372 0.143 0.000 *** 0.751
A7← sport attitudes toward sponsorship 1.385 0.154 0.000 *** 0.691
A8← sport attitudes toward sponsorship 1.294 0.135 0.000 *** 0.748

D1← purchasing decisions 1.000 - - 0.770
D2← purchasing decisions 1.253 0.082 0.000 *** 0.897
D3← purchasing decisions 0.939 0.091 0.000 *** 0.639
D4← purchasing decisions 1.076 0.091 0.000 *** 0.719
D5← purchasing decisions 0.874 0.087 0.000 *** 0.627
D6← purchasing decisions 1.164 0.079 0.000 *** 0.867

X2 464.414
Df 132

RMSEA (Root Mean Square Error of
Approximation) 0.100 (90% Confidence Interval: (0.091; 0.110))

CFI (Comparative Fit Index) 0.861
TFI (Tucker–Lewis Index) 0.839

Note: *** denotes the significance at the level of 1%. Source: Own elaboration.
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Table 2. Variable measurement and descriptive statistics.

Latent Variables Code Observed Variable Definition Mean S.D. Min. Max.

Sport sponsorship
perceptions

P1 While watching a sports event, I pay attention to a company that is a
sponsor of an event or of a sports team 3.4 1.064203984 1 5

P2 While watching a sports event, I pay attention to advertising in
sports halls/stadiums 3.316 0.99806238 1 5

P3 During a visit to a cultural event (fair, concert, etc.), I noticed
companies that supported the sponsorship 3.496 0.970438563 1 5

P4 Sport sponsorship increases the likelihood of paying attention to
other advertising companies (sponsors) 3.568 0.947081758 1 5

Attitudes towards
sport sponsorship

A1 Sport sponsorship increases the likelihood of remembering the name
of the company 3.972 0.884502901 1 5

A2 Sport sponsorship should be an integral part of the company’s
business activities 3.984 0.931242638 1 5

A3 The company achieves better results by sponsoring support to a
sports team or event organization, than by paid advertising 3.528 1.053401452 1 5

A4 Sport sponsorship creates a positive image for the company 4.172 0.976848469 1 5

A5 Company’s sponsorship improves the attitude that I have, as a
consumer, about it 3.676 0.958487765 1 5

A6 The company’s sport sponsorship enhances my perception of
its business 3.568 0.992631487 1 5

A7 I value more socially responsible company/organization that invests
in sport sponsorship than the one who does not 3.668 1.089275947 1 5

A8 I have a positive attitude towards the company that sponsors my
favorite sports team/cultural event or so 4.088 0.940101678 1 5

Purchasing decisions

D1 When deciding on a purchase, the company’s sport sponsorship
affects my decision to purchase a specific product/service 2.696 0.991724797 1 5

D2 Sport sponsorship increases the likelihood of buying a
product/service from that company, rather than its competitors 3.184 1.067098306 1 5

D3 I would buy a sport sponsor’s product, even if the competitors’
prices are lower 2.564 1.122024848 1 5

D4
If sports team I follow is supported by the company’s sponsorship, it
increases the likelihood that I will buy a product from it, rather than
its competitors

3.332 1.143242763 1 5

D5
If a company sponsors socially responsible, charity events and
sustainable practice and initiatives it increases the likelihood that I
will buy a product from it, rather than its competitors

3.68 1.064958472 1 5

D6 Investing in sport sponsorship increases the likelihood of buying a
product or service from a socially responsible company 3.024 1.025490381 1 5
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We have listed six exogenous variables that estimate the purchasing decisions. As expected, all of
them had a strongly positive influence on the purchasing decisions. Normalized path coefficients were
0.770, 0.897, 0.639, 0.719, 0.627 and 0.867, respectively. The estimated results and standardized path
coefficients are also shown in Figure 2, in order to graphically illustrate the interrelations obtained
between the used variables.Sustainability 2019, 11, x FOR PEER REVIEW 10 of 16 
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Figure 2. Structural equation modelling results.

The conclusions are that the sport sponsorship attitudes, as well as the sport sponsorship
perceptions, have a strong positive impact on the purchasing decisions of consumers, regarding products
of sponsors, which is in line with previous studies [6–9,12,14]. Our analysis has shown that the sport
sponsorship perceptions and the sport sponsorship attitudes are also strongly correlated and their
causal relationship is statistically significant, strong and positive. The obtained results confirm our
first hypothesis.

The positive influence of sport sponsorship on perception and attitudes of fans as consumers is not
caused only by the link that exist between sport teams and their fans. It can also be caused by the nature
of sponsors’ messages and values that they promote through sponsorship. The sport sponsorship will
have an even stronger effect on consumers’ attitudes and purchasing decisions if a sponsor is a socially
responsible company. The previous analysis reveals that standardized path coefficients of exogenous
variables H, L, O and Q (0.646, 0.717, 0.819 and 0.748, respectively) are high. It means that fans pay
attention to sponsors of different types of events (sport, cultural, etc.) that convey values which are
important not only to individuals but to the whole society. High normalized path coefficients of all
exogenous variables that estimate the purchasing decisions (especially of the latest two, whose values
are 0.627 and 0.867 respectively) reveal that sponsorship of socially responsible, charity events and
sustainable practices and initiatives have a significant positive influence on purchasing decisions of
sport team fans as consumers. In other words, if other conditions remain constant, the sport team fans
will buy a product from a sport sponsor company that is socially responsible, rather than from its
competitors. These findings are in line with the results of previous studies carried out by Armstrong
and several other authors that revealed that non-profit and philanthropic sponsorship has a stronger
impact on consumers compared to commercial sponsorship [21,22]. Therefore, socially responsible
companies can use sport sponsorship to strengthen the confidence of consumers towards their brands
and to promote all benefits of socially responsible behavior, not only of other companies, but of
end consumers as well. Additionally, the increased volume of purchase of products from socially
responsible companies leads to the increase of sport sponsors’ funding intended for the realization of
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other socially responsible and sustainable practices and initiatives. This way, sport sponsorship has
long-term positive effects by increasing the total amount of resources (at the level of a whole society)
aimed at the planning and implementation of different sustainable practices. Additionally, thanks to
the better education of sport team fans about the importance of socially responsible behavior and
sustainable practices, they implement those concepts in their everyday life. However, sport team fans
also can become actively involved members of society, which contributes to the spreading of the social
responsibility concept and sustainable practices throughout their community. In that way, the effects
of sports sponsorship can far exceed the boundaries of sports halls and stages, and become one of the
most important instruments for promoting sustainability. Therefore, sponsorship can create not only a
commercial impact, but also a social one, especially taking into account the altruistic nature of this
activity. By sharing sustainable values, sport organizations and sponsors can tackle some of the issues
usually seen as the responsibility of the public authorities, such as environmental concern. Based on
the above, the results obtained confirm other formulated hypothesis.

5. Discussion

The results of previous analysis are similar to that conducted by Vinsentin with a group of
authors [48], who argue that the attitude towards sport sponsorship and, to a lesser degree, the brand
has a positive impact on the purchase decision. The same results were also shown by Alexandris et al. [49]
and Biscaia et al. [9]. In the latter analysis, the strongest factor that influences the intentions to buy
is the attitude of the sponsor [9], which our analysis has confirmed. Namely, the results of the SEM
model have shown that the attitude toward sport sponsorship has a stronger impact on purchasing
decisions than the sport sponsorship perception. Also, an earlier study showed that a positive attitude
towards the sponsor led to increased intention to buy its products [39]. Nassis et al. [50] studied
basketball fans who had a positive perception of sport sponsorship and showed they were more likely
to develop positive attitudes towards sponsors and to buy their products, which is also consistent with
the results obtained.

On the other hand, the results of a certain number of previous studies are not in line with our
results. Namely, Zaharia et al. [39] state that awareness of sponsorship does not significantly affect
attitudes or decision making in purchasing. Also, Papdimitrou et al. [51] showed that the role of
sponsor or brand attitude is not important for purchase decisions of sponsors’ products for three
groups of respondents (volunteers, marathon participants and viewers).

Similar results were obtained by the authors Tsordia et al. [24] showing that brand consciousness
itself does not mean that consumers will decide to buy their products. This analysis was conducted
in Greece, and the authors state that it is important to take into account the market situation and
specific characteristics of sponsors, such as luxury products and high prices. In this regard, price elastic
consumers will not be sufficiently influenced by sport sponsorship when it is about more luxurious
products, although they have a positive attitude about corporate social responsibility efforts [13].
For this reason, looking at Montenegro as a country with lower purchasing power and a lower standard
of living (GDPpc according to purchasing power parity – PPP, amounts to 46% and a benchmark for
the EU at the level of 100%, according to the results of the Statistical Office of Montenegro - MONSTAT)
for future research it would be interesting to use a questionnaire with actual sponsor companies from
different product categories, in order to further determine the impact of the sponsors’ product price on
consumers’ purchasing decisions.

Until now, the efforts of economic policy makers in different countries have mainly focused on
establishing a legal framework and economic incentives for businesses, in order to encourage them to
incorporate sustainability principles into their businesses. However, for adherence to the principles of
sustainability and corporate social responsibility as a source of competitive advantage for businesses,
it is necessary to strengthen society’s awareness of the importance of these concepts, thereby directing
the consumption of individuals to purchase products produced in accordance with sustainable
practices [52]. Efforts to raise consumer awareness of sustainable consumption were mainly focused
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on organizing different types of educational training in schools, organizing volunteer movements,
educational and promotional campaigns in retail outlets, etc. [52–55]. However, many studies reveal that
most of these methods often had a limited impact on promoting sustainability [53–55]. Hence, there is
the need to find alternative ways of promoting sustainability, which was an additional motive for this
research. In this regard, this research also reveals that sports sponsorship can be used as an effective
way to promote the corporate social responsibility concept, as well as strengthening confidence of
consumers in socially responsible companies and their brands.

Since this research confirmed the thesis that the relationships between sport organizations/clubs,
their fans, and sponsors are very strong and deep, resulting in the fans’ purchasing decision,
this relationship can certainly be used for further implementation of sustainable and socially responsible
practices. Although this research did not explicitly address this causality alone, the results obtained
imply that perceptions and attitudes about sport sponsorship can be similarly applied to socially
responsible and sustainable practices and initiatives, which represents the additional value of this
research. Thus, the results obtained indicate that potential sport sponsors and advertisers, as well as
investments in sustainable practices and initiatives, can bring direct commercial benefit, but also, in the
long run, indirectly, differentiate and position the company in the saturated market.

It is also important to point out that in the past studies sponsorship has been most frequently
explored in terms of its effectiveness in encouraging consumers to purchase products and services from
the sponsor that promotes the same values that the target consumers represent and adhere to [16,23],
or by emphasizing the importance of having a value fit between sponsors and a sponsored organization
or sport club [23–26]. Viewed in this context, the additional value of this research stems from the fact
that the results obtained show that sport sponsorship can be an effective method of encouraging the
reverse process—the adoption of a new set of values by consumers, represented and promoted by
sport sponsors. As sports fans, as consumers, pay attention to the socially responsible sponsors that
base their business on the principles of sustainability, it opens up additional space for them to be better
informed about the role and importance of the concept of sustainability in contemporary business,
and about the possible ways in which they, as individuals, can contribute to further expanding and
adopting this concept. This also opens up the possibilities for a new approach to promoting and
promoting sustainable practices, encouraging its application not only by organizations but also by
customers as individual members of society. Of course, it should be borne in mind that in order
to calculate these effects more precisely, further research is needed, which will address this issue in
more detail.

6. Conclusions and Future Research Recommendations

The aim of the paper was to estimate the impact of sport sponsorship perception and attitudes on
the sport team fans’ purchasing decisions, as well as to examine the existing possibilities of promotion
of socially responsible companies through this type of sponsorship. The results revealed that the
attitudes towards sport sponsorship have a strong positive impact on purchasing decisions regarding
products of sponsors. Afterwards, the perceptions of sponsorship also have a smaller, but statistically
significant, positive impact on purchasing decisions. Sponsorship perceptions and attitudes are
strongly correlated and their relationship is strong and positive. Additionally, the analysis has shown
that sport sponsorship potentially can be an effective instrument of promotion of socially responsible
companies and their brands, which also contributes to the increase in the total amount of funds aimed
at implementing different sustainable practices. Finally, the results reveal that it can have significant
positive impact on education of consumers about the importance of socially responsible behavior and
sustainable practices for further development of the whole society, fostering them to implement those
concepts in their everyday life. In that way the effects of sport sponsorship can go far beyond the
sport stadiums and arenas and become very important factor of promoting sustainable changes in the
modern society.
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Considering the research results, the main contribution of this paper is better understanding
of perceptions of sport fans toward sport sponsorship. Additionally, understanding the connection
between fans’ attitudes and the purchase decision process towards a sponsor’s products, can help
companies decide to implement their sustainable ideas through sport. Up until now, research papers in
the area of sport sponsorship have paid far too little attention to linking the influence of sport sponsorship
practices on sustainability, even though this connection is evident in practice. Therefore, in order to
overcome the gap in literature, this study, in addition to exploring the impact of sponsorship on the
purchasing decision, sought to consider the possibilities of promoting the concepts of sustainability
and socially responsible behavior through the use of sport sponsorship. Hence, our findings make
an important contribution by connecting the attitudes of sport fans toward the sponsors and their
products, as well as the impact on the implementation of socially responsible and sustainable
practices, revealing that sport fans, as a dedicated and engaged group of consumers, present great
potential in adopting the sustainable practices carried out by the sponsors and in its dissemination
throughout society.

Sport organizations and clubs certainly gather and bring together large masses, thus having great
potential and responsibility for implementing sustainable practices. If companies link themselves
to those organizations, as socially responsible, they create the potential to strengthen the brand
through sponsorship activations in terms of creating sustainable projects and initiatives. Besides that,
collaboration of these three sides—sport organizations, fans and sponsors—can create an impactful
partnership capable of fueling sustainable practices, taking into account the commitment and
enthusiasm that sport implies. Sport can provide substantial exposure and engagement of passionate
fans, therefore, sponsors can align their positive values and educate the fans through sustainable
activities. Positively channeling the fans’ energy, enthusiasm and passion, opens up a range of
possibilities for these three parties to implement sustainable practices.

Empirical research in the form of a survey conducted for the purpose of this paper is primarily
designed to respond to the needs of testing the previously stated hypotheses and, in this context,
based on the obtained results, it can be said that the hypotheses have been confirmed.

Taking into account everything that has previously been mentioned, the authors consider
that, in addition to the practical contribution, this paper has a relevant theoretical contribution.
Namely, these results, in addition to expanding the base of empirical research on sport sponsorship,
offer additional value to the existing literature by analyzing this concept, bringing it into context with
the concepts of corporate social responsibility and sustainability which, to the authors’ knowledge,
has not been done so far, the way it was undertaken in this study. In this way, exploring the topic
of sport sponsorship through the prism behavior of fans, as consumers, and bringing it into context
with corporate social responsibility and sustainability are of particular importance, thus expanding
the study base in this field. Additionally, this paper highlights the importance of the concept of sport
sponsorship to fans as consumers, but also more broadly, through various aspects of observation,
such as, corporate social responsibility and sustainability. In this way, this analysis comes out of the
narrower context of sponsorship and is a multi-context analysis, thus contributing to the broader
theorizing of sport sponsorship.

The limitations observed during this research, as well as after the interpretation of the results,
mostly relate to the limits of the Montenegrin market itself, given its nature (purchasing power and the
level of economic development). Additionally, research can be expanded by including related markets
(regional markets), given the presence of global and regional companies that conduct sponsorship
activities in Montenegro. In addition to the market, a limiting factor is the sample size. Since the
survey covers only sport team fans, opinions of all social groups are not included. In addition,
more precise results can be obtained by expanding the sample, as well as by using other methods of
testing. The above limitations may serve as an encouragement for researchers in the future. In addition
to the aforementioned recommendations stemming from the limitations, further recommendations for
future research can be given as: researching changes in attitudes, or factors that influence the change of
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attitudes, which can be explored through tracking a particular focus group over a longer period of
time, as well as conducting research of specific sports teams and their sponsors, with a sample made by
loyal consumers, in order to examine in more detail the relationship between loyalty to the team and
the relationship with sponsors of their favorite and rival teams. Additionally, further research should
place more emphasis on the possibilities of promoting socially responsible companies using sport
sponsorship and measurement of its total effects in fostering sustainable practices in a given society.
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