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 Trust typically has been considered as a critical component of a successful relationship. 
Trust is the most essential and the most important key factor of being successful and 

gaining competitive advantage. Also the concept of commitment in sport marketing has 

largely been regarded as unidimensional. The importance of trust and committment in 
relationship quality has been well documented; however, very little attention has been 

paid in sport consumer behavior contexts. The objective of this study is to provide a 

better understanding of the nature of the relationship between trust and commitment  on 
various sport consumption behaviors. For this reasons  Kim questionnaire (2008) was 

used in order to collect the data and analyzed by SPSS from 375 Students 

Comprehensive universities in the Esfahan city . We tested the link between trust and 
commitment to the four sport consumer behavioral intentions: word of mouth , 

attendance, media consumption, and licensed merchandise consumption . The results 
were shown trust and commitment significantly influenced sport consumption 

behaviors.  
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INTRODUCTION 

 

 Relationship marketing can be defined as "all marketing activities directed towards establishing, developing 

,and maintaining successful relational exchanges" [26].Relationship marketing has attracted a considerable 

amount of attention among marketing practitioners [19,20,24]. The reason for the increased focus on 

relationship marketing is that researchers and sport marketers generally believe that relationship marketing 

efforts can enhance relationships with sport consumers. For example, a study of over 650 companies around the 

world reported that approximately 90% were involved in relationship marketing activities and the executives 

believed that building an authentic and relevant relationship with the customer was critical to the company‟s 

long-term success [29]. 

  Relationship quality approach can offer a valuable framework for connecting relationship marketing to 

sport consumption behaviors of interest. Relationship quality can be defined as the “overall assessment of the 

strength of a relationship, conceptualized as a composite or multidimensional construct capturing the different 

but related facets of a relationship” [27]. Relationship quality can be included a met construct composed of 

several distinct but related facets such as trust, commitment, identification, intimacy, reciprocity [5,8,27], self 

connection and  love which reflect overall assessment of strength and depth of relationships between 

organizations and consumers [15].But in this study, we will discuss trust and commitment and their impact on 

sport consumption behavior .  

 

2. Research framework: 

2.1. Trust: 

 Trust has been defined as one party believing that the other party will fulfill his or her needs. In terms of 

services, trust is the belief held by a customer that the service provider will provide the service that meets 

customer needs [1].Amore general definition of trust is that a party has confidence in the honesty and reliability 

of his partner [26]. Trust exists when one party has confidence in reliability and integrity of the other party. 

Trust can thus be further defined as a willingness to rely on the partner for reliable exchange and transactions in 

a long term manner [25]. 
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 Garbarino and Johnson [11] also suggested that consumer‟s trust could be put in an organization as well as 

a person. They argued that the consumer‟s trust in the organization is the consumer‟s confidence in the quality 

and reliability of service or in the product offered by an organization in the same way as the consumer‟s trust in 

an individual partner is the confidence in quality and reliability of an action taken by individual partners. 

 

2.2. commitment: 

 The role of commitment in relationship marketing is considered as an important stage, „„the most desirable 

one in the development of an ongoing relationship between a buyer and a seller‟‟ [36]. In the relationship 

marketing literature, commitment has been defined as an attachment-based attitudinal construct [2,8]. In the 

spectator sport context, commitment can be defined as sport consumers „enduring desire to continue a 

relationship with a particular sport organization [33,22]. Commitment has long been emphasized as a key 

construct to explain the nature of the relationship between sport consumers and a team, and to play a substantial 

role in the sport consumption decision [9,10]. strong commitment results in improvement of sales, market share, 

and profits  [6,32,29]. 

 The fundamental basis of what drives sports consumers to purchase sports products or to attend sporting 

events may be affective (sports consumers like to), continuance (sports consumers want to), or normative (sports 

consumers have to) [23,12,2]. 

 

2.3. The link between commitment and behavioral intentions:   

 Various researchers have indicated that commitment is an individual‟s psychological attachment to an 

organization and one of the attitudinal constructs [2,12,36].The core of affective commitment is that consumers 

come to acquire an emotional attachment to service providers in a consumption relationship. 

 According to Pimentel and Reynolds [30], individuals who are affectively committed to the team tend to 

ascribe positive attributes to their supporting team and negative attributes to other teams. To the affectively 

committed sport consumer, the outcome of the game is of central importance because the result of game 

influences his or her mood and prospect for a period of time following the game.While affectively committed 

sport consumers are affected by the success and failure of their teams, their loyalty to a team does not wane if 

the team‟s performance is poor [14,30]. 

 In the sport setting, it can be explained that frequent participation or repeat consumption in the absence of a 

strong self- interest stake in a relationship with a team could be a function of habit or lack of knowledge 

regarding other alternatives [9]. An individual who has the mindset characterizing continuance commitment 

would demonstrate repeat consumption based on the symbolic value of the activity, the amount of relevant 

knowledge, and physiological arousal. 

 Gruen et al. [12] reported that both affective commitment and continuance commitment entirely mediated 

membership behaviors, while normative commitment partially mediated the membership behaviors, the effect of 

which was small. Because normative commitment to a sport or team refers to the benefits gained through 

socialization with family or a peer group, it is assumed that normative commitment will have a weak effect on 

word-of-mouth, repeat purchases, and attendance at sporting events, compared to the effect of affective and 

continuance commitment on behavior intention. 

 

2.4. The link between trust and behavioral intentions:   

 Trust is a significant predictor of various consumer behavior variables such as cooperation, dependence 

acquiescence, and purchasing [3,4,11,13,26,34]. Drawing on the above literature, Kim and Trail (in press) 

proposed that the concept of trust between sport consumers and a team is tenable, so trust is an essential 

component of sport consumer-team relationship quality.  

 domain-specific trust is a relevant factor for consumption decisions on team related media and team 

licensed merchandise because, for both consumption decisions, multiple alternatives in the same product 

category can be considered. For example, several college football games are televised at the same time and there 

are licensed products of many different college teams in the stores. However, tm.st is not activated for 

attendance decisions because the game of the focal team is only practical option in the college football category. 

 

Methods:  

 The target population for the study was individuals who were affiliated with a comprehensive university of 

Esfahan. All students  of comprehensive university represented the statistical population in the current study. It 

is not feasible to survey all of them so 375 students were selected using the judgmental sampling method 

according to Morgan table and then subjects completed the questionnaires.The Kim standard questionnaire has 

been used to evaluate. Research tool for this study consists of three parts:1) relationship quality 2) Relationship 

quality outcome variables and 3) Demographic Characteristics and comprise of 22 items. Participant responses 

were measured on a 7-point Likert-type scale with anchors ranging from 1 (strongly disagree)to 7 (strongly 

agree) and reliability coefficient values ranged from .7 to .95. 
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 Data analysis was performed using various statistical techniques such as Confirmatory Factor Analysis 

(CFA) and Structural Regression.  

 

4. Results: 

 The results in Table-1 indicate that majority of the participants were men (74.9%). The average age of the 

participants was 21-25 years old(50.4%). 

 
Table 1: Demographic characteristics of participants. 

Variable Group n 

Gender Male 281 

 Female 94 

Age -20 129 

 21-25 189 

 +26 57 

 
Table 2:The structural relationships between predictor variables and the criterion. 

relationship 

quality 

Word of Mouth Media Consumption Merchandise Consumption Attendance  

Trust r = 0/457 
R2 =0/208 

p =0/000 

r = 0/418 
R2 =0/174 

p =0/000 

r = 0/431 
R2 =0/185 

p =0/000 

r = 0/374 
R2 =0/139 

p =0/000 

Commitment r = 0/551 

R2 =0/303 
p =0/000 

r =0/264 

R2 =0/07 
p =0/000 

r =0/433 

R2 =0/187 
p =0/000 

r =0/388 

R2 =0/15 
p =0/000 

 

 

 As shown in Table 2 is observed to correlation coefficient between trust and word of mouth, r =0/457, trust 

and Media Consumption r = 0/418, trust and Merchandise Consumption r = 0/431, trust and Attendance r = 

0/374 so all of them (α=0/01) are significant. So trust has a significant relationship with all the sports 

consumption behavior. 

 correlation coefficient between Commitment and word of mouth, r = 0/551 , Commitment and Media 

Consumption r =0/264 ,Commitment and Merchandise Consumption r = 0/433, Commitment and Attendance r 

= 0/388 so all of them (α=0/01) are significant. So Commitment has a significant relationship with all the sports 

consumption behavior. 

 
Table 3: Descriptive statistics for relationship quality. 

Factors and items M SD 

Trust   

I trust the (Team Name) 3/34 1/26 

The (Team Name) is reliable 3/3 1/1 

I can count on the (Team Name) 3/38 1/29 

Commitment   

I am committed to the (Team Name) 3/7 1/1 

I am devoted to the (Team Name) 3/4 1/1 

I am dedicated to the (Team Name) 4/1 0/67 

Attendance Intention   

I intend to attend the (Team Name)'s game(s) 3/83 1/1 

The likelihood that I will attend the (Team Name)'s game(s) in the future is high 3/64 1/2 

I will attend the (Team Name)'s game(s) in the future 3/23 0/99 

Media Consumption Intention   

I will track the news on the (Team Name) through the media (e.g., TV,Internet, Radio, etc.) 3/2 0/79 

I will watch or listen to the (Team Name)'s game(s) through the media (e.g., TV, Internet. Radio, etc.) 4/1 0/89 

I will support the (Team Name) by watching or listening to (Team Name)'s game(s) through the media (e.g., 

TV. Internet, Radio, etc.) 

3/8 0/78 

Licensed Merchandise Consumption Intention   

I am likely to purchase (Team Name)'s licensed merchandise in the future 3/2 0/79 

In the future, purchasing (Team Name) licensed merchandise is something I plan to do 3/1 0/72 

In the future, I intend to purchase licensed merchandise representing the (Team Name) 3/3 0/84 

Conclusion 

 Trust significantly affects Sport Media Consumption and Team Licensed Merchandise Consumption and 

attendance. This finding is in line with the previous research in various areas suggesting that trust is an essential 

relationship quality construct and it is a significant predictor of various consumer behavior 

[3,4,11,13,26,34,21,37].  

 Second our results show that domain specific Commitment significantly influences all three sport 

consumption behavioral intentions. This finding confirms the previous research findings [35,15,16]. In markets 

for spectator sports in which a high emphasis is placed on integrated connections between teams and fans, 

commitment is likely to play a crucial role. So sport consumers have a strong commitment to team , goods and 

service , more likely will be present the games and events , will watch the associated media and will promote 
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service or goods in the form of word of mouth. Therefore, identifying sport consumers‟ commitment and trust 

levels (to each commitment component), and then using that information to segment  consumer profiles will 

help sport marketers. 
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