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Research on the Influence of Loyalty of Football Fans on Their Brand
Trust and Purchase Intention towards Club Sponsors

TAO Zheng-yan

(School of Economics and Management, Shanghai University of Sport, Shanghai 200438, China)

Abstract; By methods of literature, questionnaire survey, mathematical statistics and logical analysis, this study, based on a
case study of the Barcelona football club, explores the influence of loyalty of football fans on their brand trust and purchase in-
tention towards club sponsors. It is suggested that attitude loyalty has a direct positive impact on behavior loyalty; fans attitude
loyalty and behavior loyalty has a direct positive impact on the sponsorship cognition; behavior loyalty does not have a significant
direct positive impact on purchase intention, attitude loyalty and sponsorship cognition has a direct positive impact on brand trust
; fans loyalty does not have a significant direct positive impact on purchase intention, sponsorship cognition has a direct positive
impact on purchase intention,

Key words: professional sports club sponsorship; fans loyalty; brand trust; purchase intention; Barcelona





