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ABSTRACT

This paper links brand love and sports management, with the intention to
identify the relationship of brand love with their constructs antecedents
(self-expression, performance satisfaction and relationship satisfaction)
and consequent (behavioral loyalty, attitudinal loyalty and positive word
of mouth) and see if the soccer team is a moderating factor in these
relationships . The theoretical model was based on Santana (2009) used
in a survey with 270 fans of soccer rival teams: Sport Club Internacional
and Grêmio Football Portoalegrense. The results were analyzed by
Structural Equation Modeling. It was identified that the soccer team is
a moderating factor in the relations proposals. Thus, it is concluded that
the study showed that sports management should be customized, as each
team represents something different for their fans. Managers of sports
marketing need first to know what image the team presents and what are
the feelings involved.
Keywords: Brand love; Antecedents; Consequents; Soccer; Sports
marketing.

1. INTRODUCTION
The study of brands comprises a broad range of approaches. In this
sense, focuses on engagement with the brand are mentioned (COULTER;
PRICE; FEICK, 2003; THOMSON, et al, 2005; O’CASS; CHOY,
2008; GUTHRIE, 2009; SWOBODA, et al, 2009;PRENDRGAST;
TSANG; CHAN, 2010; PARK; HWANH; PARK, 2011), brand trust
(CHAUDHURI; HOLBROOK, 2001; DELGADO-BALLESTER, et
al, 2003; DELGADO-BALLESTER; MUNUERA-ALEMÁN, 2005;
SICHTMANN, 2007; YANNOPOULOU, et al, 2011; LAFORET;
CHEN, 2012), brand loyalty (YI; JEON, 2003; HOLLEBEEK, 2011;
TSAI, 2011; BRAKUS, et al, 2009), among others.
However, a new perspective for understanding the relationship
between consumers and brands is the vision of “brand love” (also
referred to as emotional involvement with the brand) defined by Carroll
and Ahuvia (2006) as “the degree of passionate emotional attachment
that a satisfied consumer has regarding a particular brand”. The idea
behind the term is to incorporate theories about love, coming mainly
from psychology to the study of consumer behavior.

Corresponding author:
†
Universidade Federal de Santa Maria
E-mail: matheusmarquetto@yahoo.
com.br
Ω
Universidade Federal de Santa Maria
E-mail: nelguimachado@hotmail.com
¥
Universidade Federal de Santa Maria
E-mail: marciazg@hotmail.com
* Universidade Federal de Santa Maria
E-mail: luttibattistella@gmail.com
Received: 09/18/2015.
Revised: 10/14/2015.
Accepted: 11/16/2015.
Published Online: 02/01/2017.

DOI: http://dx.doi.org/10.15728/bbr.2017.14.3.1

This article has a Creative Commons License - Attribution 3.0 Not Adapted.

According to Albert, Merunka, Valette-Florence (2008) this view is still little explored,
but some studies already stand out, such as: Whang, Sahoury and Zhang (2004); Thomson,
MacInnis and Park (2005); Carroll and Ahuvia (2006); Albert, et al (2008); Pang, Keh and
Peng (2009); Grisaffe and Nguyen (2009); Albert, et al (2009) and Bergkvist and BenchLarsen (2010). In Brazil, few studies have worked with this focus, among which are the
studies by Santana (2009); Correia (2009) and Fantini, et al (2011). This shows a clear gap
of national studies on brand love.
On the other hand, even though Brazil is popularly known as “the country of football”,
recently the big teams began to incorporate more professional management mechanisms.
Unlike other countries such as the United States and Australia, where scientific studies on
sports marketing are common, in Brazil this practice is still incipient (SANTANA, 2009).
The football market generates millions in revenue and to have a clear picture of the
magnitude of these values, Capelo (2015) states that in 2014 the Gross Domestic Product
(GDP) in Brazil increased by 0.1% whilst the total revenue of the top 25 teams in the country
increased by 7%, from 2.58 (BRL) billion in 2013 to 2.77 (BRL) billion in 2014. The author
further states that this also occurs in other countries. According to Capelo (2015): “clubs
revenues worldwide grew in 2014; in percentage it was above the Gross Domestic Product
(GDP) of each country”.
For comparison purposes, in Spain, in the midst of a severe economic crisis and high
unemployment rate, the GDP increased 1.4% in 2014, the revenue of the 23 teams in the
country however, 7%, going from € 1.7 billion to € 1.82 billion. In Italy, where the GDP
fell by 0.4% in 2014, the revenue of clubs grew by 1%, from € 1.16 billion to € 1.17 billion
(CAPELO, 2015). By being aware of the economic and social importance of sports, the
academy has created a series of specific journals to address the issue, for example: European
Sport Management Quarterly; International Journal of Sport Management, Recreation and
Tourism; International Journal of Sport Management; Journal of Sport Management; Sports
Management Review; etc.
Thus, we can see a paradox at the time that such a promising market does not receive due
attention from the national academy. Given this reality, this article seeks to unite the two
aforementioned themes: brand love and the domestic consumer market of football.
We emphasize that this study was guided by Santana (2009)’s work with the addition
of the choice of the football team as a moderating factor. Thus, we used one of the greatest
rivalries in the country, comparing fans of the two great teams of Rio Grande do Sul state:
Sport Club Internacional and Grêmio Futebol Portoalegrense.
The research problem was defined as: what is the impact of the choice of the football
team in the relationship between the brand love and their antecedents and consequents
constructs? In order to find an answer to this problem, the following objectives were defined:
to identify the relationship of brand love with its constructs antecedents (self-expression,
satisfaction with the performance, satisfaction with the relationship); to test the relationship
between brand love and its constructs consequents (behavioral loyalty, attitudinal loyalty
and positive word of mouth); to verify the impact of the football team in the brand love
relationship with its antecedents and consequents constructs.

2. THEORETICAL FRAMEWORK
The idea that consumers can “love” goods was the initial argument to incorporate this
concept to marketing studies. Shimp and Madden (1988) pioneered these studies and were
guided by the assumption that the consumer’s relationship with an object derived from
three aspects: preference, desire, decision/commitment. Another prominent author of this
theme was Ahuvia (2005) who, through his interpretative paradigm, identified consumers
who have an intense emotional involvement with some objects they loved. His findings
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were later corroborated by Whang, Sahourym and Zhang (2004); Thomson, MacInnis and
Park (2005), among others.
As a result of these research on love for objects, studies emerged feelings of love,
desire and relationship of consumers with brands (CARROL; AHUVIA, 2006). That is, the
perception of loving an object was expanded to loving a brand.
One of the most commonly used definitions on the subject comes from Carroll and
Ahuvia (2006) who conceptualize brand love as a passionate and emotional involvement
that a consumer has for the brand. The idea according to Hirschman and Holbrook (1982),
originates from hedonism that generates consumers more (or less) passionate about brands
of the objects they acquire.
Carroll and Ahuvia (2006) also highlight the following properties of brand love : it
increases the understanding and the prediction of post-consumer behavior; it is a powerful
emotional experience filled of affection; it helps building and maintaining the identity of
an individual;and its opposite is not brand hate, but the absence of emotional response to
the brand.
Brand love is different from brand satisfaction, because we can love without being (fully)
satisfied (CARROLL; AHUVIA, 2006). Similarly, according to Seligman, Fazio and Zanna
(1980), loving is not the same thing than having affection, because it involves deeper and
longer lasting feelings.
There is no full agreement on the constructs composing brand love; Keh, Pang and Peng
(2007), for example, argue that it has three core components: intimacy with the brand,
passion for the brand and commitment to the brand. Ahuvia (2005) believes that brand love
includes: passion for the brand, attachment to the brand, positive evaluation of the brand,
positive emotion generated by the brand and declaration of love for the brand.
In this study, we chose to use the model adapted and validated by Santana (2009) whose
focus is towards brand love in soccer teams. For this purpose, the author considers that
the antecedents to brand love are: self-expression of the brand and satisfaction with the
performance and satisfaction with the relationship. The resulting constructs of brand love
are: behavioral loyalty, attitudinal loyalty and positive word of mouth.
Each one of these constructs and their relationship with brand love are explained with
the theoretical justification of the hypotheses, presented next and summarized in Figure 1.
Subsequently, Figure 2 shows the models used for the measurement of each construct, as
well as the original authors and the affirmatives duly adapted for the context of brand love
of the football team.
The self-expressive brand is the perception that the consumer has of how a particular
brand can increase or reflect their social or inner self (CARROL; AHUVIA, 2006). Their
relationship with love focuses on the idea of building and maintaining the identity in the
sense that love interferes with the perception of one’s self (ARON; PARIS; ARON, 1995).
By expanding this view, research shows that this assumption affects choice of objects
(KLEINE; KLEINE; ALLEN, 1995) in the consumer relationship with the brand
(FOURNIER, 1998) and in love to the object (AHUVIA, 2005). In perceiving that normally,
we love what represents us, we define the first hypothesis of this study as:
• H1: The self-expression of the brand directly and positively affects brand love.
Fournier and Mink (1999) clearly relate brand love with the level of satisfaction when
cataloging five types of satisfaction one of which is “satisfaction as love”, understood as
something that goes beyond joy or pleasure and leads consumers to have a close and quality
relationship with the product.
One form of satisfaction is with the relationship, conceived as a general assessment of
the purchase and consumption experience to the present time (JOHNSON; ANDERSON;
FORNELL, 1995), thus having a long term effect and not merely momentarily. Another
form of satisfaction is with the performance, which focuses on performance.
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Source: developed by the authors
Figure 1. Research hypotheses

For this purpose, we analyze satisfaction from the point of view of the football team’s
performance, according to criteria proposed by Matsuoka, Chelladurai and Harada (2003).
Thus, the present study examines satisfaction through these two prisms and to this end,
works with the following hypotheses:
• H2: Satisfaction with the performance directly and positively affects brand love;
• H3: Satisfaction with the relationship directly and positively affects brand love.
We understand satisfaction with the performance as the cumulative reaction with the
fan’s various experiences with the games watched over a certain period of time, either in
person or at a distance (SANTANA, 2009). This definition was adapted from the one used
by Matsuoka, Chelladurai and Harada (2003), where the fan’s reaction are verified after the
occurrence of only one game.
As for the satisfaction with the relationship, we opted for the adaptation of the satisfaction
concept by Anderson, Fornell and Lehmann (1994), conducted by Santana (2009) for
the research application field - in this case, we apply it to the football area: “the overall
assessment made by the consumer over time, based on the total experience of consumption
of footballing goods/services and interactions with the team”.
Another construct that relates to brand love, though as consequent, is loyalty, which is
understood as the repetition of the buying act by a particular person who is not concerned
to learn about competing brands (PRADO, 2004). Similar to satisfaction, loyalty can be
present itself in different prisms. In this study, we will use the perspective of behavioral
loyalty, understood as the purchasing behavior over already made purchases as well as on
future intentions (BAUER; SAUER; EXLER, 2005). We will also try to understand the
relationship of brand love with the attitudinal loyalty, i.e., consumer engagement with the
product or brand that generates concrete attitudes in them (BAUER; SAUER; EXLER,
2005). Thus, two more hypotheses of this study emerge:
• H4: Brand love directly and positively affects the behavioral loyalty;
• H5: Brand love directly and positively affects the attitudinal loyalty.
As our last consequent construct we have the positive word of mouth. Guided by the
study by Carroll and Ahuvia (2006) which proved that brand love affects the positive word
of mouth, understood as the degree to which consumers emphasize and “promote” the brand
to others (WESTBROOK, 1987); this study considers that consumers who are lovers of
their teams’ brand will have a greater predisposition to emphasize their qualities to people
close to them, and, therefore, our sixth hypothesis is:
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Source: adapted from Santana (2009)
Figure 2. Scales used in research.

•

H6: Brand love directly and positively affects the positive word of mouth
communication.
From the moment that psychology took an interest to better understand love, studies
emerged seeking its measurement, such as the ones by Rubin (1970) and Hatfield and
Sprecher (1986). As a result of these studies, there have been studies that show different
types or styles of love (NETO, 1993; KIM; HATFIELD, 2004) and especially that there are
factors (moderators) which interfere in the forms and intensity of love. Among these factors

that stand out, we have gender (HAZAN; SHAVER, 1987; HENDRICK; HENDRICK,
1995; MONTGOMERY; SORELL, 1998), age (MONTGOMERY; SORELL, 1998) and
even cultural aspects (KIM; HATFIELD, 2004).
Thus, psychological studies show that not all love the same way and for the same
reasons. Starting from this observation, this study aims, in an exploratory manner, to
identify whether the football team can be a moderating factor of love. Therefore, we have
created the following hypotheses:
• H7: The football team chosen by fans affects the relationship between: selfexpression of the brand and brand love (H7a); satisfaction with the performance
and the brand love (H7b); satisfaction with the relationship and the brand love
(H7c); brand love and behavioral loyalty (H7d); brand love and attitudinal loyalty
(H7e); brand love ad positive word of mouth communication (H7f).

3. METHOD
The study is quantitative and descriptive, using measurement models used and tested
earlier: antecedents and consequents of Brand Love of the football team by Santana
(2009). The survey was conducted only with fans of the two teams involved (Sport Club
Internacional e Grêmio Futebol Portoalegrense), the two main teams in Rio Grande do Sul
state with the largest fan base.
Data collection took place in September 2011 and was conducted via e-mails sent to
undergraduate and graduate students in Business Administration, and via social networks,
which made the sample wider and more heterogeneous. We chose to use electronic means
due to its ease and convenience, as the respondent can fill out the form sent when it is more
convenient for them.
The questionnaire was relatively long, and so, several questionnaires were discarded.
Finally, 270 valid questionnaires remained, that is, fully completed and whose respondents
were supporters of Grêmio or Internacional. We considered that the data collection period
was favorable, because at that time, the two teams presented relatively similar performance,
they were taking part in Brazilian Championship and held intermediate positions on the
ranking (they did not run the risk of relegation nor were in the promotion area for the Copa
Libertadores). At that moment of the championship, the Internacional team was about six
positions ahead of the Grêmio team in the Brazilian Championship table.
The data collection instrument was based on the scales shown in Figure 2 and measured
the following constructs: brand love, self-expression, satisfaction with the performance,
satisfaction with the relationship, attitudinal loyalty, behavioral loyalty and positive word
of mouth communication. We also included five variables on respondents’ profile, which
resulted in an instrument with a total of 47 questions.
The statistical procedures used were divided into six stages. In stage 1, we used the
percentage and frequency analysis to characterize the survey respondents. In stage 2, we
aimed at the construction of the structural model that would be tested later and, therefore,
Confirmatory Factor Analysis procedures were used. In this stage, the instrument was
purified (with the exclusion of some variables) and the reliability and validity of scales we
evaluated. In stage 3, the correlations were made between constructs aimed to prove the
discriminant validity of the model.
In stage 4, which works with Structural Equations was subdivided. Before performing
the verification of the structural adjustment model (generated in stage 2), we used the
mahalanobis’ distance to prove the existence of extreme cases (no outlier was greater than 1.5
quartile deviation). Then, we performed the KS test to identify the normality of the results,
and we found that some items did not present normality (which could affect the model
fitting). The one-dimensionality of the model was confirmed by the values of the standardized

BBR
14,3
277

BBR
14,3
278

residuals lower than 2.58 (p < 0.05). The convergent validity was also tested and confirmed,
as the standardized factor loadings were significant at the 0.01 level (t-value ≥ 2.33). And by
comparing the extracted variance of the dimension and their shared variance, we identified
that there is a positive discriminant validity. In the Confirmatory Factor Analysis (CFA). The
model fitting was identified through baseline comparison indices and the RMSEA. In stage
4, the proof of hypotheses of causal relationships between the constructs took place, through
indices of significance levels of the performed regressions (first six hypotheses).
To identify the choice of the football team as moderating factors, we performed two
statistical procedures. In stage 5, basic statistical analysis were made (means and standard
deviation), aiming to identify whether there were differences in perceptions between the
fans of both teams (T test). In the last stage of the statistical procedures, stage 6, we sought
to confirm the influence of gender as a moderating factor of causal relationships, and
therefore, the sample was divided according to each football club: Grêmio (n=165) and
Internacional (n=105) fans. Through the structural equation modeling, the remaining six
hypotheses were tested, and then, the Invariance Test, which aims to confirm that the model
behavior is influenced differently between subsamples (BYRNE, 2009).

4. RESULTS
The main profile filter of the sample was the football team for which the respondent
supported. In this sense, the sample consisted of 165 Grêmio fans and 105 Internacional
fans, that is, Grêmio supporters were predominant (61.1%). We note that the sample
consisted of 125 women and 145 men, thus, the sample was well distributed with 46.5% of
respondents female and 53.7% male. In terms of age groups, the results were: 25.6% from
18 to 25 years; 47.0% from 26 to 35 years; 11.1% from 36 to 40 years; 3.7% from 41 to
45 years; and 12.6% from 46 to 50 years. Finally, in relation to the educational level, the
results were: 1.1% incomplete high school; 0.7% complete high school; 65.2% incomplete
higher education; 10.0% complete higher education; 9.6% incomplete graduation; e 13.3%
complete graduation.
Following the procedures suggested by Hair et al (2005), for a pre-evaluation of the
model (formed by the constructs antecedents and consequents of brand love), we performed
a Confirmatory Factor Analysis with Varimax rotation, and the exclusion of items with
loads lower than 0.50. In the brand love construct, the variable A8 was excluded (This is
team is pure joy), and in the attitudinal loyalty construct the variables LA4 were excluded (I
will not leave my team’s fan base from, just because my team may no longer succeed) and
LA6 (I would not leave my team’s fan base for another team only because my friends tried
to convince me), since all have factor loading lower than 0.50.
The brand love construct had nine variables that explained 61.54% of the total variance,
presented a KMO of 0.909 and Cronbach’s alpha of 0.592. The self-expression construct
was formed by three interpersonal expression variables and four variables measuring social
expression explain 89.91% of the total variance, KMO of 0.743 and Cronbach’s alpha
of 0.943. The satisfaction with the performance construct was formed by three variables
that explain 87.51% of the total variance, KMO of 0.766 and Cronbach’s alpha of 0.926.
The satisfaction with the relationship construct was formed by four variables that explain
75.64% of the total variance, KMO of 0.838 and Cronbach’s alpha of 0.891. The behavioral
loyalty was measured with eight items that explain 71.06% of the total variance, KMO of
0.802 and Cronbach’s alpha of 0.941. The attitudinal loyalty was formed by four items that
explain 66.65% of the total variance, KMO of 0.767 and Cronbach’s alpha of 0.822. And
the positive word of mouth communication construct was measured by using four variables
that explain 77.57% of the total variance, KMO of 0.824 and Cronbach’s alpha of 0.897.
All this information is presented in Table 1.

Table 1. Statistical results of the used constructs.
Scale

KMO

Brand Love
Self-expression
Satisf. w/ the performance
Satisf. w/ the relationship
Behavioral loyalty
Attitudinal loyalty
Word of mouth

0.909
0.743
0.766
0.838
0.802
0.767
0.824

Variance
(AVE)
61.54%
89.91%
87.51%
75.64%
71.06%
66.61%
77.57%

Reliability
0.592
0.943
0.926
0.891
0.941
0.822
0.897

Descriptive Statistics
Mean
Deviation
3.470
0.482
2.767
0.928
4.125
1.445
6.876
1.983
4.702
1.556
4.983
1.388
3.783
0.942

At the end of the Confirmatory Factor Analysis stage the initial structural model was
generated, validated by the Confirmatory Factor Analysis and used to confirm the hypotheses.
The structural model is comprised of the three antecedents constructs of brand love (selfexpression, satisfaction with the performance and satisfaction with the relationship), the
brand love construct and three consequents constructs of brand love (attitudinal loyalty,
behavioral loyalty and positive word of mouth communication). The model presents
construct validity (all factor loadings above 0.60) and satisfactory reliability (Cronbach’s
alpha greater than 0.60).
With this information, the Pearson correlations between the constructs were calculated.
This procedure aims to identify the discriminant validity of the proposed model. Table 2
presents these results. The data demonstrate that all correlations were significant. According
to Hair et al (2005), the discriminant validity is confirmed when the correlations do not
reach the maximum limit of 0.90, and in this model the highest correlation reached the
value of 0.709 (among the attitudinal loyalty and behavioral loyalty constructs). Another
analysis that is needed is to compare the correlations squared value (which are placed at the
top of the matrix presented in Table 2) with the variance extracted by each construct - AVE
(Table 1). As observed, none of the high correlations squared values were greater than their
respective variance values explained by the construct. Thus, the discriminant validity of the
model is confirmed.
The absence of extreme cases was analyzed by the box diagram, because none of
the discrepant values stood at 1.5 or more quartile deviations - mahalanobis distance of the upper or lower quartile (LOPES, 2005). The KS test and the Q-Q and P-P graphs
demonstrated that some items do not show normal distribution, which may affect the model
fitting.
In the Confirmatory Factor Analysis we used the maximum likelihood method for the
estimation of parameters and focus was given to the baseline comparison indices in the
verification of the global model fit.
Table 2. Correlations for the analysis of the discriminant validity of the model.
AM
BB
Brand Love
1
0.345
Word of mouth
0.587**
1
Attitudinal loyalty
0.652**
0.623**
Behavioral loyalty
0.603**
0.563**
Satisf. Performance
0.351**
0.327**
Satisf. Relationship
0.542**
0.457**
Self-expression
0.534**
0.521**
** Significant correlations at the 0.01 level.

LA
0.425
0.388
1
0.709**
0.330**
0.540**
0.528**

LC
0.364
0.317
0.503
1
0.325**
0.454**
0.528**

SD
0.123
0.107
0.109
0.106
1
0.660**
0.220**

SR
0.294
0.209
0.292
0.206
0.436
1
0.314**

AEx
0.285
0.271
0.279
0.279
0.048
0.099
1
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Figure 3 shows the final structural model whose fit indices were: chi-square = 1232.003;
degrees of freedom = 615; χ2/df = 2.00; NFI = 0.870; RFI = 0.898; IFI = 0.930; TLI = 0.924;
CFI = 0.930 and RMSEA = 0.061. According to Hair et al (2005), suitable values for model
fitting are RMSEA lower than 0.080, χ2/df up until 5.00 and values greater than 0.900 for
the other indices. Thus, the model presented satisfactory values that confirm the fitting of
the final structural model.
The initial structural model demonstrated that two of the behavioral loyalty construct
variables showed significant correlations with more than one variable. The LC1 variable
(I often go to stadiums to watch my team’s matches or I have often watched them play
on television) presented correlation of 0.649 with the LC2 variable (I will go often to the
stadium to watch my team’s matches or I will watch them often on television) and correlation
of -0.444 with variable LC4 (I will often follow, reports on players, coaches and my team’s
leaders), a fact that indicated the possible exclusion of the LC1 variable. The LC6 variable
(I will buy my team’s licensed products) was also subject to exclusion, as it correlated with
the LC5variable (I have been buying my team’s licensed products) on a 0.685 degree and
with the LC8 variable (I will often wear my team’s colors or shield) on a 0.150 degree.
Therefore, respondents identified similarities between the statements that measured these
variables. Thus, we proceeded with the exclusion of the LC1 and LC6 variables, generating
an improvement in the fitting of the structural model.
Following the suggestions of the indices of modification, suggested by actual statistical
software, correlations inclusions between some variables were tested. Significant
correlations that were kept in the final model were among the constructs: satisfaction with
the performance and satisfaction with the relationship (correlation of 0.736); behavioral
loyalty and attitudinal loyalty (correlation of 0.452), both justified and corroborated by
the literature. Correlations between variables occurred in the following pairs: LC7 - I have
often worn my team’s colors or shield - and LC8 - I will often wear my team’s colors or
shield - (0.857 correlation); SS1 - This team contributed with my image - and SS2 this team
has contributed for the social role that I represent - (0.584 correlation); SS3 - This team
has a positive impact on what others think about me - and SS4 - This team improves the

Source: developed by the authors
Figure 3. Validated global model.

way society sees me - (0.671 correlation); A6 and A9 (0.459 correlation); A1 - This is a
wonderful team - and A3 - This team is totally impressive - (0.352 correlation); A4 - I have
neutral feelings in relation to this team - and A7 - I have no specific feelings for this team
- (0.322 correlation). All correlations occurred between variables of the same construct,
confirming the difference perceived by the respondents between the measured constructs
in the study.
Convergent validity was proven, because all items have standardized factor loadings
significant at the 0.01level (t-value ≥ 2.33). No value presented t-value lower than the limit,
and the lowest value was 9.432 for the item A4 (I have neutral feelings in relation to this
team). To identify the discriminant validity, we used the comparison procedure between
the extracted variance of the dimension and its shared variance, and the results showed that
all were extracted variances greater than the shared variance, thus demonstrating that the
discriminant validity is positive. The one-dimensionality of the model is analyzed through
the values of standardized residuals (error), and as shown in Figure 3, all the values are
lower than 2.58 (p <0.05), which demonstrates a one-dimensionality.
After model validation, we went on to test the research hypotheses. Table 3 shows
the results of structural equation modeling that analyzes the relationship between the
antecedents constructs of brand love (self-expression, satisfaction with the performance and
satisfaction with the relationship) and the consequent constructs of brand love (behavioral
loyalty, attitudinal loyalty and positive word of mouth).
The first hypothesis (H01) asserted that the brand’s self-expression directly and
positively affects brand love, and the results corroborate with this statement, since there was
a significant causal relationship of 55.4% (β = 0.554; p = 0.000). The second hypothesis
assumed that satisfaction with the performance directly and positively affects brand love,
however, the data show an inverse relationship, that is, the worse the team’s performance
is, the greater the love for it, though this hypothesis was not confirmed at a 5% significance
level (β = -0.119; p = 0.142).
In the third hypothesis, the proposal was to identify whether satisfaction with the
relationship directly and positively affects brand and the research confirms that the
relationship is significant at the 58% level (β = 0.580; p = 0.000). Hypothesis four was also
confirmed, and the results indicate a positive causal relationship between brand love and
behavioral loyalty in a relationship of 72% (β = 0.717; p = 0.000). In hypothesis five, it was
claimed that brand love directly and positively affects the attitudinal loyalty, and the results
demonstrated that the hypothesis is correct the dependency relationship is positive and very
strong, with 87% dependency (β = 0.874; p = 0.000). Finally, the sixth hypothesis states
that brand love directly and positively affects the positive word of mouth communication,
the relationship found was of 72%, significant at a 5% level (β = 0.712; p = 0.000), thus
confirming the hypothesis.
In continuing the analysis, we calculated the T test for the identification of mean
differences between the fans of Grêmio and Internacional. To this end, we proceeded to
the calculation of the constructs’ means. Significant differences in the following constructs
Table 3. Hypothesis test.
Hyp.
H1
H2
H3
H4
H5
H6

Relationship
self-expression
→
brand love
satisfaction perform.
→
brand love
satisfaction relat.
→
brand love
brand love
→
behavioral loya.
brand love
→
attitudinal loya.
brand love
→
word of mouth

β
0.554
-0.119
0.580
0.717
0.874
0.721

Sig.
***
0.142
***
***
***
***

Conclusion
Not rejected
Rejected
Not rejected
Not rejected
Not rejected
Not rejected
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were confirmed: brand love (Internacional mean = 3.55; Grêmio mean = 3.42; p = 0.033);
attitudinal loyalty (Internacional mean = 5.02; Grêmio mean = 4.84; p = 0.026); behavioral
loyalty (Internacional mean = 4.95; Grêmio mean = 4.54; p = 0.034); satisfaction with the
performance (Internacional mean = 5.17; Grêmio mean = 3.46; p = 0.000); and satisfaction
with the relationship (Internacional mean = 7.78; Grêmio mean = 6.30; p = 0.000). In
all constructs the means attributed by Internacional fans was greater than that of Grêmio
fans indicating greater concordance of the Internacional fans in relation to the statements
proposed in the survey instrument.
In order to verify the influence of the football team moderating factor in the relationship
between the antecedents and consequents constructs of brand love and, therefore, test the
other hypotheses of the study, the data were separated into two groups: Grêmio fans (n =
165) and Internacional fans (n = 105). Thus, the structural models were generated, and the
hypothesis analysis was made by comparing both. These results are shown in Table 4.
The hypothesis that measures the impact of the choice of the football team in the
relationships of the brand love construct was divided into six secondary hypotheses. The
first one (H7a) claimed that the football team chosen by fans affects the relationship between
the brand’s self-expression and brand love. The results showed that the relationship was
significant in both teams and was strongest in Grêmio fans (β = 0.679; p = 0.000) than in
Internacional fans (β = 0.298; p = 0.005), which leads us to try and confirm the hypothesis
through the invariance test.
The next hypothesis (H7b) states that the satisfaction with the performance positively
impacts brand love, and the results demonstrated that the relationship was significant only
among Internacional fans (β = -0.295; p = 0.038), however, we found an inverse relationship,
that is, the lower the satisfaction with the team’s performance, the greater the brand love. As
among the Grêmio supporters the relationship was not significant (β = -0.097; p = 0.2510),
the hypothesis is not rejected.
In hypothesis H7c the statement that the satisfaction with the relationship positively
impacts brand love, though in a different manner among supporters of both teams, we
identified that both relationships were significant. Among Internacional fans, the result the
result of the relationship was superior (β = 0.792; p = 0.00), and it was also found among
Grêmio fans, however, more weakly (β = 0.469; p = 0.00). Thus, to confirm the veracity of
the hypothesis it is necessary to perform the invariance test (which will be presented in the
sequence).
Table 4. Comparison between the football teams.
Hyp.

Relationship

H7a

self-expression

→

brand love

H7b

satisfaction perform.

→

brand love

H7c

satisfaction relat.

→

brand love

H7d

brand love

→

behavioral loyalty

H7e

brand love

→

attitudinal loyalty

H7f

brand love

→

word of mouth

Team
Grêmio
Internacional
Grêmio
Internacional
Grêmio
Internacional
Grêmio
Internacional
Grêmio
Internacional
Grêmio
Internacional

β
0.679
0.298
-0.097
-0.295
0.469
0.792
0.772
0.605
0.891
0.805
0.722
0.665

Sig.
***
0.005
0.251
0.038
***
***
***
***
***
***
***
***

Conclusion
Not rejected
Not rejected
Not rejected
Not rejected
Rejected
Rejected

The next hypothesis (H7d) aimed at identifying whether the choice of the football team
interferes in the relationship that brand love positively impacts in behavioral loyalty, and
the results were 77.2%, with significance of 0.000, for Grêmio supporters and 60.5%, with
significance of 0.000, for Internacional fans. Preliminary results indicate that the relationship
is stronger among Grêmio fans, however it is necessary to perform the invariance test to
confirm the hypothesis.
Hypothesis H7e proposed that the choice of the football team influences the relationship
between brand love and it positive impact in the attitudinal loyalty. The results show that the
relationship is significant for both, Grêmio fans (β = 0.891; p = 0.00) as for Internacional
fans (β = 0.805; p = 0.00), being more pronounced among the Grêmio fans.
As the last hypothesis of the study (H7f), it pointed out that the choice of the football team
would work as a moderating factor in the relationship between brand love and its positive
impact on positive word of mouth communication. This relationship was significant in both
cases, being higher in Grêmio fans (β = 0.722) than among Internacional fans (β = 0.665).
So, it is necessary to perform the invariance test to confirm the hypothesis.
The results confirm only one of the hypothesis tested (H7b), as only among fans of the
Internacional team the causal relationship was positive between brand love and satisfaction
with the performance. To test the other hypotheses, it was necessary to carry out new
statistical procedures, i.e., the Invariance Test.
The invariance test consists of, from the base model, calculating the Chi-square (χ²) of
the restrictive model, detecting whether a significant difference is found (p = 0.000). In
case it is, the difference between structural models is confirmed. The restrictions were set
only for the constructs, without the procedure for each individual variable being conducted
(which explains the slight difference between the degrees of freedom -∆df), and the results
were compared with those of the basic model.
The invariance test confirmed that the models are different. For the restrictive model the
value of the chi-square test was 3456.9, with 1911 degrees of freedom. Compared to the
value of the base model’s chi-square, which was 3404.3, the difference found for the chisquare (Δχ2) was 52.6 with its statistical significance confirmed (p = 0.00).
When the restrictions were removed from the relationship between the self-expression
and brand love constructs, the invariance test was significant, with value ∆χ²= 62.1, thus
confirming the hypothesis H7a. In the relationship between satisfaction with the relationship
and brand love, the value of ∆χ² was 66.8, significant at 0.000, also confirming H7c. In
the relationship between brand and behavioral loyalty, the invariance test was significant
(∆χ²= 50.3), confirming H7d. However, the relationship between brand love and attitudinal
loyalty, the value of the chi-square difference was 9.58 and not significant at the 95% level
of significance; therefore, the hypothesis H7 was not confirmed. And, as a final analysis,
the restriction between brand love and positive word of mouth communication was tested,
with ∆χ²= 10.6 and significance 0.08, therefore not significant for the 95% confidence level.
Thus, of the hypotheses analyzed by the invariance test, only two (H7e and H7f) were not
confirmed. Thus, the hypotheses H7a, H7c, H7d were not rejected through the Invariance
Test, and the results of this study confirmed the impact of the choice of the football team as
a moderating factor in the relationship between brand love and its antecedents constructs
(self-expression, satisfaction with the performance and satisfaction with the relationship)
and its consequents constructs (behavioral loyalty, attitudinal loyalty and positive word of
mouth communication).

5. CONCLUSION
The focus of this study was the brand love of football teams and its relationship with
antecedents constructs (self-expression, satisfaction with the performance and satisfaction

BBR
14,3
283

BBR
14,3
284

with the relationship) and consequents (behavioral loyalty, attitudinal loyalty and positive
word of mouth communication). The work was based on the study by Santana (2009) and
it moved towards the inclusion of the football team as a moderating factor.
The research hypotheses were based on other research that confirmed the causal
relationships, in the following manner: the study by Carroll and Ahuvia (2006) justified
the relationship between self-expression and brand love and between brand love and
positive word of mouth; the study by Bauer et al (2005) was used for the proposal of
the relationship between the love of football team with attitudinal loyalty and behavioral
loyalty; the research by Matsuoka et al (2003) proposes the relationship between brand
love and satisfaction with the performance, Prado’s (2005), with the satisfaction with the
relationship. Finally, the inclusion of the football team as a moderating factor is supported
by studies of psychology, such as: and Shaver (1987); and Hendrick (1995); Montgomery
and Sorell (1998) and Kim and Hatfield (2004).
In terms of methodology, the study presents limitations: the fact that the sample, when
divided into two groups, not being large; comparing only two football teams; submitting
a long data collection instrument that makes it difficult to be fulfilled; and data collection
basically focused on one city. We consider the strengths of the study to be: the model chosen;
the fact that at the time of collection teams presented a similar performance; collection
occurred only with declared fans; and the rivalry between the chosen teams.
In terms of results, the first aspect to be highlighted is the robustness of the model
proposed by Santana (2009), whose model fitting indices of the Confirmatory Factor
Analysis were greater than the desired limits.
The results also served to confirm the hypotheses proposed in the study by Santana
(2009), with the exception of the second hypothesis which proposed satisfaction with the
performance as an antecedent to brand love. As for the results obtained in other hypotheses,
there is a strong association between brand love and attitudinal loyalty (β=0.874) which
confirms that fans who are lovers of their teams are extremely loyal and demonstrate it
through their attitudes. On the other hand, the weaker association occurred between selfexpression and brand love (β=0.554); even so, the relationship is considered medium to high.
Finally, we observe that the relationships of brand love are stronger with the consequents
constructs (behavioral loyalty, attitudinal loyalty and positive word of mouth) than it is
with antecedents (self-expression, satisfaction with the performance and satisfaction with
the relationship).
Regarding the differences of perceptions between Grêmio and Internacional fans, the
study demonstrated two interesting aspects. The first is that, in terms of agreement or
disagreement with the statements presented in the models, that is, mean analysis, statistical
differences were observed in all constructs, and the means attributed by the International
fans were higher than those of Grêmio fans.
The second aspect concerns the inclusion of the team as a moderating factor of brand
love, its antecedents and consequents. Only two hypotheses (relationship between brand
love and attitudinal loyalty; relationship between brand love and positive word of mouth)
did not present significant differences and therefore, were not confirmed.
Thus, we can attest that the football team is a moderating factor in the proposed
relationship. A clear example can be seen when some teams are relegated in series (falling
from the A to the B division, for example). At such times, some fans show an unconditional
love for their teams, which is reflected in full stadiums and incentives to players. However,
other teams are forgotten by their fans, being the target of criticism and contempt.
The study also brings contributions to the management of the analyzed times. In this
regard, our main findings were: Grêmio fans presented a stronger relationship between selfexpression and brand love; among Internacional fans, the relationship between satisfaction
with the performance and brand love is inverse; they present a strong relationship between

satisfaction with the relationship and brand love; Grêmio fans have a strong relationship
between brand love and behavioral loyalty.
In summary, the results show that the managers of the Grêmio Futebol Portoalegrense
can focus their marketing actions on self-expression and behavioral loyalty. As for managers
of the Sport Clube Internacional, they can work with the satisfaction with the relationship,
and, most importantly, create marketing actions when the team is not performing well
(since satisfaction with the performance has a significant and inverse relationship with
brand love).
As a contribution to the field, we highlight that the study confirmed that sports management
must be customized, as each team represents something different for their fans. That is, to
strengthen the relationship with their fans, sports marketing managers need to, first of all,
know what image the team conveys to fans and what are the main feelings involved in this
relationship. In this sense, we suggest two types of research: quantitative research to know
the image that the team conveys and qualitative research to better understand the feelings
involved in the football team and fan relationship.
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