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Introduction

Over the last two decades, the academic discipline of
sport marketing has experienced a rapid growth in pop-
ularity among Asian researchers. Many Asian students
who come to the US for their doctoral education
choose to focus on the sport marketing track. After the
completion of their doctoral programs, they are
employed at various higher educational institutions in
the US, Canada, Australia, China, Republic of Korea,
Japan, Taiwan, and other Asian countries. However,
despite this growth, most of the contributions to the
sport marketing field are still grounded in North
American marketing theories and proposed primarily
by authors who work at North American universities. A
review of Sport Marketing Quarterly (SMQ) issues
between 2010 and 2013 revealed 15 articles involving
authors of Asian descent, but only three of those arti-
cles relied on data collected outside the US. Because of
the strong focus on North America, sport marketing
scholars have not taken full advantage of the knowledge
and expertise that the Asian sport marketing industry
can offer to the world. Additionally, we have failed to
understand how cultural differences between these two
continents might affect our marketing strategies.
Hence, to address these gaps in the literature, the pur-

pose of this special issue is to focus on sport marketing
issues that are pertinent to the sport marketing industry
in Asia.
Before we engage in this exploration, we do need to

acknowledge one major limitation to this study:
Continents are not a strong proxy for culture, and hence
the enormous cultural differences between nations with-
in a continent are ignored. North America is home to the
United States, Canada, and Mexico, and one only has to
look at the popularity of the different kind of sports (i.e.,
football, American football, hockey) and how they are
structured to understand the enormous differences
between these nations. Moreover, while both the US and
Canada can be regarded as Anglo-Saxon countries,
Mexico is more accurately discussed as a country with its
roots in Latin culture (Hofstede, 1983). When we move
this discussion to Asia, the largest continent in the world,
this continental heterogeneity becomes even more prob-
lematic. Asia ranges from the Bosporus to Siberia, con-
tains several large world religions, a multitude of ethnic
groups with strong historical roots, and an enormous
cultural diversity. Thus, while we use the terms “North
America” and “Asia,” we use these terms to indicate
research that has been conducted in the different parts of
these continents. This means that our discussion of
North America is mostly limited to research from the
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United States, and to a lesser extent, from Canada, while
our discussion on Asian sport marketing mainly relies on
research conducted among East-Asian nations such as
China, Korea, Japan, and Taiwan.
Nevertheless, it is pertinent to enhance our under-

standing of sport marketing in Asia. This special issue
on sport marketing in Asia serves that purpose: to gain
a better understanding of the applicability and general-
izability of sport marketing theories within Asia. To
that end, this editorial contribution focuses on the
exploration of identifying the challenges and opportu-
nities of conducting academic marketing research in
Asia through a discussion of five propositions. The
propositions are aimed at exploring both differences
and similarities between Asia and North America, and
range from issues in consumer behavior to sponsor-
ship, branding, and advertising.

Proposition 1: Sport consumer behavior 
patterns in Asia are marked by universal 
psychological constructs. 

While it might seem counterintuitive to start this paper
off with a denial of differences between continents, any
cross-cultural exploration should acknowledge that
many human needs are universal, and as a consequence,
most of the psychological constructs introduced in the
sport marketing literature over the last few decades are
universally applicable. This is best illustrated by the con-
tribution of Lee and Kang (2015) in this issue, who dis-
cuss the importance of consumer satisfaction and team
identification on the intention of consumers to revisit
with the team. Not only do the authors ground their
study in psychological constructs (i.e., team identifica-
tion and service quality) as proposed by their North
American counterparts, their findings confirm what
previous scholars have found (Matsuoka, Chelladurai, &
Harada, 2003; Yoshida & James, 2010). Therefore,
before any scholar starts his or her exploration into the
differences between Asia and North America, a concert-
ed effort should be made to justify the need for a cultur-
al replication of the study, preventing us from
attempting to “reinvent the wheel.” Most sport con-
sumer behavior research is grounded in attitudinal
research and argues that decision-making is driven by
two primary routes: cognitive and affective (Madrigal,
1995; Trail, Anderson, & Fink, 2005). Thus, in order to
understand consumers around the world, an examina-
tion of these universal affective and cognitive processes
is warranted. Below, we provide a short overview of
these different affective and cognitive processes that
manifest themselves across nations and cultures. 
First, we would like to propose that regardless of cul-

ture, consumers are looking for a product or service
that can satisfy them. Consumer satisfaction represents

a consumer’s pleasurable fulfillment response to the
experience of sport competition and/or ancillary serv-
ices provided during a game (Yoshida & James, 2010).
Consumer satisfaction with a sport product can create
long-term benefits for sport organizations including
repeat purchase and cross-buying (Aurier & N’Goala,
2010; Cronin, Brady, & Hult, 2000; Wakefield,
Blodgett, & Sloan, 1996; Yoshida & James, 2010). A
basic review of secondary data of the sport industry in
Asia would provide us with similar data as North
America. If people are not satisfied with the product
because their team is losing or the games are not
attractive to watch, attendance goes down. However,
several other psychological processes mitigate this
transactional view on sports and can prevent defection
of consumers, even though they are not satisfied with
the product or service. This leads us to the second uni-
versal truth: people use sports to experience a sense of
belonging to the people in their community (Melnick,
1993). Not all spectators who watch a sports event are
primarily motivated by the event itself. Research from
around the world supports the view that many specta-
tors attend games simply to socialize with people
around them, be they family, friends, or other fans
(Yoshida, Heere, & Gordon, 2015; Funk, Filo, Beaton,
& Pritchard, 2009; Katz & Heere, 2013). Third, people
use (successful) group affiliations to increase their self-
esteem, and sport is a popular outlet for such associa-
tions (Cialdini, Borden, Thorne, Walker, Freeman, &
Sloan, 1976), which leads to the exploration of team
identification (Wann & Branscombe, 1993). Team
identification is defined as a consumer’s perceived con-
nectedness to a sport team and the tendency to experi-
ence the team’s successes and failures as one’s own
(Gwinner & Swanson, 2003; Mael & Ashforth, 1992).
Funk et al. (2009; 2012) suggest that sport consumers’
motivational factors can be divided into a parsimo-
nious set of five dimensions: socialization, perform-
ance, excitement, esteem, and diversion (SPEED), and
there is little evidence to suggest that this framework is
not universally applicable. Socialization has been dis-
cussed above (see Melnick, 1993). Performance refers
to a person’s desire for excellence, beauty, and creativi-
ty of athletic performance. Excitement is defined as a
person’s desire for novelty through stimulation and
drama provided by sport competition. Esteem is the
psychological construct that is discussed within team
identification theory. Finally, diversion reflects a per-
son’s desire to escape the hassles and normal routine of
everyday life by attending sporting events.
Nevertheless, while these constructs all might be uni-

versal, this does not mean that there are no cultural
differences in how these psychological processes are
pursued, nor do we underestimate differences in
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importance that are associated with each of these out-
comes. Thus, the following four propositions are
aimed to explore differences among consumers in their
cultural characteristics.

Proposition 2: The individualism-collec-
tivism continuum moderates the effects of
consumer motives, service quality, and
points of attachment on satisfaction and
team identification.

A recent study conducted by Yoshida, Heere, and
Gordon (2015) revealed an uncomfortable truth. When
they were examining what drove Japanese football fans
to continue their attendance of football matches
throughout the season, they found that the only truly
predictive construct for attendance was the relationship
consumers held with other fans. Concepts such as con-
sumer satisfaction, team identification (the personal atti-
tude an individual holds towards the team itself), and
behavioral intentions had no impact on the desire of
consumers to continue their attendance. These findings
place considerable doubt on the extent to which the
focus of Western scholars on the attitudes of individuals
has value for Asian sport marketers and whether they are
better served by a “collective” view on their consumers.
Markus and Kitayama (1991) discussed the difference

between Western conceptions of the individual (the
self) and their connections, and the Eastern concep-
tions. According to the authors, Asian people have
strikingly different construals of the self, and rather
than describing themselves as independent, self-con-
tained, and autonomous entities, they regard them-
selves as interdependent and view themselves in
relationship to others in their direct surroundings. The
cross-national study conducted by Hofstede (1983)
supported these cultural differences in their conceptual-
ization of the individualism-collectivism continuum.
Individualism versus its opposite, collectivism, occupies
a prominent place in cross-country research (Donthu &
Yoo, 1998; Erdem, Swait, & Valenzuela, 2006; Samaha,
Beck, & Palmatier, 2014; Steenkamp, Hofstede, &
Wedel, 1999). Individualism-collectivism is defined as
the degree to which individuals are integrated into
groups (Hofstede & McCrae, 2004). People in individu-
alist societies (e.g., United State and Australia) are more
concerned with personal time and freedom and seek to
be challenged at the individual level (Hofstede, 1983).
Individualists are also more likely to be motivated by
self-directed goals such as achievement and hedonism
(Schwartz, 1994). Compared with individualist soci-
eties, people in collectivist societies (e.g., Korea and
Taiwan) primarily pursue the collective well-being of
their entire group (Hofstede, 1983; Samaha et al.,
2014). Also, collectivists are more sensitive to mutual

interdependence and others-directed goals such as
prosocial, restrictive, and security values (Donthu &
Yoo, 1998). Because collectivism emphasizes long-term
social bonding, dependence, and others’ interests
(Samaha et al., 2014), we propose that in collectivist
societies, consumer satisfaction and team identification
are more closely related to variables that have reciproci-
ty norms (e.g., socialization, local city attachment, and
fan community attachment). On the contrary, in indi-
vidualist societies, consumers are more concerned with
their own interests (e.g., achievement and hedonism),
not others’ (Donthu & Yoo, 1998). Therefore, we pro-
pose that in individualist societies, consumer satisfac-
tion and team identification will be more positively
influenced by variables that will contribute to the cre-
ation of consumers’ own benefits (e.g., performance,
excitement, esteem, diversion, service quality dimen-
sions, sport attachment, and player attachment).

Proposition 3: Asian consumers attach a
higher importance on non-transactional 
consumer behavior.

Attitudes such as satisfaction, sense of belonging, and
team identity lead to similar consumer behavior out-
comes. As people develop a sense of belonging and
social identity with the sport organization they support,
they develop a sense of moral responsibility to the com-
munity (Heere & James, 2007; Muniz, O’Guinn, 2001),
which is also defined as consumer loyalty by marketing
scholars (Pritchard, Havitz, & Howard, 1999). This
moral responsibility manifests itself through two differ-
ent kinds of behaviors: transactional consumer out-
comes (e.g., repeat purchase and cross buying; Heere,
Walker, Yoshida, Ko, Jordan, & James, 2011; Kim,
Trail, & Ko, 2011; Matsuoka et al., 2003) and non-
transactional consumer outcomes (e.g., performance
tolerance, prosocial behavior; De Ruyter & Wetzels,
2000; Yoshida, Gordon, Nakazawa, & Biscaia, 2014).
Transactional behavior is specifically relevant to

repeat purchase and cross-buying (Grewal, Monroe, &
Krishnan, 1998; Rust, Lemon, & Zeithaml, 2004). A
substantial body of research indicates that consumers
who strongly identify with a sport team are more likely
to be committed to the team, pay higher prices, and
purchase additional products (i.e., memorabilia, team
apparel, and season tickets; Bauer, Stokburger-Sauer, &
Exler, 2008; Heere et al., 2011; Sutton, McDonald,
Milne, & Cimperman, 1997). On the contrary, non-
transactional consumer behavior (e.g., positive word-
of-mouth, collaborative event attendance, and helping
other fans; de Ruyter & Wetzels, 2000; Yoshida et al.,
2014) reflects a consumer’s spontaneous, interactive,
and extra-role behavior in order to express his or her
prosocial motivations. The non-transactional aspects of



fan engagement behavior include management cooper-
ation (i.e., helping team management), prosocial
behavior (i.e., helping other fans), and performance tol-
erance (i.e., helping a sport team; Yoshida et al., 2014).
From one perspective, team identification positively
influences his or her extra-role behaviors such as coop-
eration, service learning, and advocacy (Ahearne,
Bhattacharya, & Gruen, 2005; de Ruyter & Wetzels,
2000; Yoshida et al., 2014). Schau, Muniz, and Arnould
(2009) discuss four non-transactional processes within
a community that allow (sport) organizations to create
value for their organization: (1) impression manage-
ment (i.e., evangelizing and justifying), (2) social net-
working (i.e., welcoming, empathizing, and governing),
(3) community engagement (i.e., documenting, badg-
ing, milestoning, and staking), and (4) brand use (i.e.,
customizing, grooming, and commoditizing).
According to the individualism-collectivism continuum
(Hofstede & McCrae, 2004), people in collectivist soci-
eties are more likely to possess a sense of mutual inter-
dependence and act in caring and prosocial ways.
Therefore, we posit that Asian consumers in collectivist
nations will exhibit higher levels of engagement in non-
transactional consumer outcomes.

Proposition 4: Uncertainty avoidance moder-
ates the impact of consumer attitudes toward
domestic and foreign sponsors on sponsor-
ship outcomes.

In the proposed conceptual model, we also consider
uncertainty avoidance as a crucial moderating variable
that influences consumer decision-making processes in
the sponsorship context. In this special issue, Walsh,
Hwang, Lim, and Pedersen (2015) specifically provide
an interesting discussion on the impact of a parent
company’s ownership of a sport team on parent brand
image and sales. Interviewing team executives of the
Korea Baseball Organization, they explored the nature
of using sport teams as brand extensions of non-sport-
related corporate brands. They argue that team per-
formance positively influences the brand image and
sales of the parent brands when the Korean baseball
teams are given power by the parent brands. Their
study contributes to our understanding of corporate
ownership of sport teams by non-sport-related firms,
specifically in the domestic company and sport sphere.
While consumers find a reasonable connection

between local sport teams and domestic firms based on
their geographical match (Zdravkovic, Magnusson, &
Stanley, 2010), consumers in uncertainty-avoiding cul-
tures may react more sensitively to uncertain foreign
companies. Uncertainty avoidance is defined as the
extent to which the members of a culture feel anxiety
about uncertain or unknown situations (Hofstede, 1983;

Hofstede & McCrae, 2004). This feeling of cultural anxi-
ety is associated with consumers’ need for predictability
(Donthu & Yoo, 1998). In uncertainty-avoiding soci-
eties (e.g., Japan and Korea), people attempt to mini-
mize the possibility of uncertain or unknown situations
by rules and social beliefs (Hofstede, 1983; Hofstede &
McCrae, 2004). Conversely, individuals in uncertainty-
accepting societies (e.g., Singapore and Hong Kong) are
more tolerant of different opinions, flexible structures,
and risks (Hofstede, 1983; Hofstede & McCrae, 2004).
These definitions suggest that, in the sponsorship con-
text, consumers in high uncertainty-avoiding nations
should be more likely to be skeptical about foreign
sponsors and thereby negatively respond to sponsorship
outcomes. On the contrary, consumers in low uncer-
tainty-avoiding cultures should be more likely to be
receptive to foreign firms that support local sport teams,
leagues, and athletes.

Proposition 5: Intertwining pursuits of
nationalism and globalism drive Asian sport
consumers’ decision-making processes. 

The 21st century has been marked by a high level of
globalism, in which national economies have become
intertwined and have reached a high level of economic
and political dependency on the overall state of the
world economy (Reich, 2010). In response to these
high levels of globalism, nationalism within nations
has peaked as well (Kacowicz, 1999). Sports teams play
an important role within this search for nationalism
(Nauright, 2004). As Hobsbawn (1990) noted, “The
imagined community of millions seems more real as a
team of eleven named people” (p. 143). The contribu-
tion of Lee, Lim, Yeo, and Pedersen (2015) in this spe-
cial issue highlights the importance of national
sentiments on how people consume sport and demon-
strates that media often place sport contests in a
national context. Their contribution is not an isolated
one. Various scholars across many disciplines have
noted the role of sport in the geo-political landscape
(Chalip, 2006; Hall, 2006; Heere, Kim, Yoshida,
Nakamura, Ogura, Chung, & Lim, 2012; Waitt, 2003).
Within marketing, the importance of nationalism has
been noted by Beverland and Lindgreen (2002) and
Erickson, Johansson, and Chao (1984), who noted the
“country of origin” effect among consumers.
According to them, consumers prefer brands from
their own nation, as they perceive these brands to sup-
port the cause of their own nation.
Yet, nationalism is accompanied by the urge of a new

generation of Asian consumers who strive to be a part
of the global community. In their qualitative study,
Kim and Heere (2012) found that Indian and Chinese
consumers did not see global sports brands such as
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Nike and Adidas as status symbols because they were
perceived as “Western,” but they regarded them as high
status brands because they represented a connection to
a global world, signaling the desire of Asian consumers
to become part of this civilized world. Similarly,
Steenkamp, Batra, and Alden (2003) reported that con-
sumers’ perceived globalness of brands had a positive
effect on perceived brand quality and prestige, which in
turn influenced their purchase likelihood in both the
US and Korea. Their study also revealed that con-
sumers’ evaluations of brands as a cultural icon of the
local culture was positively related to their purchase
intentions in both settings. The preceding evidence
therefore suggests that the impact of attitudinal con-
structs on consumer outcomes will be moderated by
the two ideological orientations of nationalism and
globalism. Furthermore, in addition to the influence of
uncertainty avoidance (Proposition 4), we posit that
consumers who are high in nationalism are more likely
to have favorable impressions of domestic sponsors and
unfavorable evaluations of foreign sponsors. In con-
trast, consumers who are high in globalism may exert a
similar favorable effect on sponsorship outcomes
through their attitudes toward both domestic and for-
eign sponsors. The underlying rationale for this propo-
sition is provided by Balabanis, Diamantopoulos,
Mueller, and Melewar (2001), who find that consumers
who display greater nationalism tend to prefer to buy
products made by domestic companies, whereas global-
ism is not even negatively related to consumers’ willing-
ness to buy domestic products.

Suggestions for Future Research

Insights from extant research suggest that there is much
to learn about sport consumer decision-making in
cross-country studies. First, future research needs to
investigate whether the proposed antecedents (e.g., con-
sumer motives, service quality dimensions, points of
attachment) have different or similar effects on attitudi-
nal and behavioral consequences among consumers
who have different cultural characteristics (e.g., individ-
ualism and collectivism). In this study, we propose that
consumer satisfaction and team identification are posi-
tively related to variables composed of reciprocity
norms more in collectivist societies than in individualist
societies. Conducting a comparative analysis between
individualistic and collectivistic cultures, future
researchers may benefit from determining how individ-
ualism-collectivism moderates the relationship between
consumer decision-making factors and consumer loyal-
ty. Traditional tests such as an analysis of variance
(ANOVA) and a multiple regression analysis as well as a
more advanced multivariate analysis such as multi-sam-

ple structural equation modeling should be used to test
the moderating effects of individualism-collectivism. 
Second, even in individualist societies, it is worth

exploring what relationship marketing efforts are effec-
tive in increasing consumer satisfaction and team iden-
tification. Because people in individualistic cultures
tend to be self-directed and motivated by personal
goals (e.g., achievement and hedonism), sport teams
should allocate more relationship marketing invest-
ments to exchanges in markets with higher levels of
individualism. Thus, another important area for future
research is to identify which relationship marketing
efforts (e.g., fan loyalty programs, preferential treat-
ment, special services, and upgrade benefits; DeWulf,
Odekerken-Schroder, & Iacobucci, 2001; Hennig-
Thurau, Gwinner, & Gremler, 2002) sport teams
should undertake to build up consumers’ attitudinal
and behavioral consequences. Toward this end, future
research needs to examine the relative effects of differ-
ent relationship marketing activities targeting sport
consumers who participate in relationship-building
programs in the context of an individualistic culture.
Third, relationship-marketing efforts are crucial for

strengthening the relationships between sport teams
and consumers in uncertainty-avoiding societies. In the
international marketing domain, the impact of relation-
al drivers depends on environmental uncertainty
(Palmatier, Dant, & Grewal, 2007). Consumers in
uncertainty-avoiding cultures are more likely to be risk
averse specifically when they are exposed to the risk of
purchasing new products (Steenkamp et al., 1999). This
is because the performance of these products is more
uncertain than that of established products. Such a ten-
dency is more pronounced for hedonic products such
as spectator sports because risk aversion is found to
negatively relate to recreational and hedonistic con-
sumer behavior (Bao, Zhou, & Su, 2003). These find-
ings indicate that consumers in uncertainty-avoiding
nations are reluctant to establish a relationship with
new sport teams. Future researchers are advised to
focus on relationship-building efforts (e.g., fan loyalty
programs, season tickets, and premium seating owner-
ship) of new sport teams in uncertainty-avoiding soci-
eties, examine which relationship-building efforts drive
sport consumer behavior, and determine when each
relationship-building effort has the greatest impact.
Fourth, this editorial contribution hopes to add to the

sport marketing literature by depicting how sponsorship
effectiveness is achieved in different cultures. Based on
an understanding of the dynamics generated by con-
sumers’ attitudes toward foreign sponsors and uncertain-
ty avoidance cultures, consumers in high uncertainty
avoidance societies and consumers who are high in
nationalism may be less concerned with unfamiliar for-
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eign sponsors, whereas consumers in countries with
lower levels of uncertainty avoidance and consumers
who are high in globalism are more likely to be receptive
to unknown foreign brands. Using a 2 (positive or nega-
tive attitudes toward foreign sponsors) × 2 (high or low
uncertainty avoidance/nationalism) ANOVA, future
researchers could provide insight into sponsorship effec-
tiveness in international settings. In order to more pre-
cisely understand the causality between attitudes toward
foreign sponsors and sponsorship effectiveness, longitu-
dinal research is needed (Mazodier & Merunka, 2012).
Longitudinal research allows researchers to observe and
measure changes in consumer attitudes and sponsorship
effectiveness over time and thereby can convincingly pre-
dict and explain sponsorship outcomes.
Fifth, we did not include sport organizations’ social

media efforts (e.g., the use of Facebook, Twitter, and
YouTube) in our review, but the editors do understand
the importance of the emergence of social media to
our field. Therefore, another direction for future
research would be to explore how social media engages
consumers through smartphones, enhances satisfaction
and team identification, and drives the fan experience
in face-to-face and virtual sport contexts. From the
perspective of cross-cultural psychology, it is para-
mount to understand the role of social media within
the formation of transactional and non-transactional
consumer behavior between individualists who are pri-
marily motivated by self-directed goals and collectivists
who are more influenced by others-directed goals.

Conclusion

Over the last 24 years, Sport Marketing Quarterly has
produced a multitude of valuable studies on sport con-
sumer behavior, but we are still trying to understand the
effect of culture on sport consumer behavior. In this spe-
cial issue, authors sought to explore some of these issues.
Lee and Kang (2015) show that the desire of Korean con-
sumers to revisit sport games can be explained by the
same constructs that have been used to explain sport
consumer behavior in Western nations. Their contribu-
tion emphasizes that despite the cultural differences
between Asian and Western nations, many of the psy-
chological constructs used to analyze consumers are uni-
versally applicable. Walsh et al. (2015) explore the
unique sponsorship relationships between corporations
in professional Korean baseball teams, a model that is
similar to those in Japan and Taiwan and seems to be
much more intense than the relationship that Western
mainstream sport teams have with their sponsors. Lee et
al. (2015) sought to understand the role of nationalism
within sport viewing and showed how important nation-
alism is within our daily sport consumption. Their study
buttresses Hobsbawn (1990), who stated that nothing

made the notion of a country more alive than a sport
team on the field. Finally, Ninomiya (2015) offered a
new method to analyze price elasticity among consumers
of a small basketball team in Japan, and provided evi-
dence that in some cases, Asian researchers should not
seek to simply replicate the work of their Western col-
leagues but should use alternative methods and theories
to inform their Western colleagues, with the added pos-
sibility of having Western scholars replicating scholarly
work from Asia. Combined together, these contributions
show the value of conducting research among popula-
tions outside the Anglo-Saxon nations and provide evi-
dence that international contributions are of great value
to the discourse within sport marketing. 
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