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Foreign sports marketing research and its inspirations
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Abstract: In order to explore the process of evolution of foreign sports marketing research hot topics and subjects, the au-
thors searched the literature database of the Web of Science, studied the literature that based on sports marketing as the
subject and was published since 2000, and found that foreign sports marketing research hot topics focused mainly on sports
sponsorship, marketing model establishment, consumer behaviors, enterprise social responsibilities and sports marketing’s
influence on teenagers and children etc. The research subjects changed from the relationships between enterprises, teams
and fans to sports marketing models and their influence on social development. In the meantime, the author put forward the
followings: sports marketing research in China should subdivide sports sponsorship research contents, make sports spon-
sorship research specific, strengthen sports sponsorship model research, stimulate people’s sports consumption behaviors,
focus on enterprise social responsibilities, and ensure a healthy living environment for teenagers and children.

Key words: sports industry; sports marketing; sports sponsorship; consumption behavior

REEHEMVETERFRSESEME A" BRI B SOk

Al IR S5 B — R E B TR HE 2R T IR
PR, REEWET S ER A E AT SEAE
WHEHAAREER ., R ez
FEAEILS, Ml ABEd T MR R, A
BRI, A LR AR T B R RO T
Beo Nit, WAIZHRT ER P LM Ik Kt
FeisAl, BEFE DAL AT E BN SRS B il s T
RS AR R, [RINAR T AR TR AR

YFsHEA: 2019-07-15

RWFFELL Web of Science A% Uy 8E i FE#E T
Kz o B, KRR I 2000—2019 4F . HIK,
fEF A E R “sport” “sports” 5 “marketing”, Ff
X REERIATAT NS T, 5 ok 25 v 2 SOk
1B SCik. AT WOS Bl b o i TR
CiteSpaceV“] XTAGAR BN 800 F 18 S HEAT A AL AL B,
R R T AE, IR ERE BT RAE

He
A o

fEE@N: FHEFEW1994-), B, Wi-Lwrsd, Wi, RE 5%, E-mail: blueskyview@163.com #iR/E#H : HIHk



52 HEZET

07 %

1 EMEBEHEMRADTH
1.1 E®EH
DIRE R BB B R

BT PR AL IR S5 R, SREAE
KA B AT ML, 2 H A E Bl A rh
HhgeR . REREIIRIEA MR, IERTE S
BRI FE S SC PRl , A E e 5 SIS AH
ghh, BEXTA R AR AVE A o (EXF TRl — SR,
E I U E R B R SO I SR LS R B, LR IR]
ol AR B 2R R A ] Aot FH R b e BT =
BF, T 2 R B R A A 3 SR s, A
Rt BER AR B FEE", o0 TR B e B R Bt i
B FIEM . AN, Grohs SE“ 520 %R Bl P
RIATIEHIY, fRINREIICRLEE | RS 5 55k
BB GRS s i B B RCR I O . Horpr, BB OL
FEXHAMPTE R M A AR S AN, R IAEREE
B MG 22 2538 IO DR B a5 , S IRH 28 % 4
A IFHr . FIRIRE PRI —FTAF, Al i e/ 2 it
JERLIE BT R I, S 2 TE A2 T IR 55 i e
TSz L REA S, TR R I . BEBIRS
AV BEAS A 5 I PEAfT , AT EE0 T B s AT
T XA T 0T, F8 A T A iR
BEEIE B RIS IR S, kLR E
AR, AT AL, NI E R TR
i RIERT SR R iy N 2 (A Iy e

TH 2% TR IR R 0GR A
MR B BB B Y SRR AR B R B R A
ANHEHEFETES, RIFRSEE | IR RS
R NBCRAT IEAHCC R, (H—IR b PR B 38
Sy | EToll| A5 0 P [P S N i I E A U N =
A IEIMBOEEE R 5 —F B, XaFEIE R TEN
WH ORI G, FERIEZ NI 2 5
BENRI MBI R AST, i e B A 0as R
VAT PR B S SRS P AN 2 TR B ™ B ] P 4
i, REEA AR R, SER AR AR, AR TENT .
Ferh . TR AR BE 2w R AR MRl

P)UNRL N =L

Wil L P BB S AR BB AR [ 34 fin - )
FARTE SEA TR BB R S i . R AR
B, PRI RS IE B RSSOl , B F B
R 55 5™ i 53— R B FEE TGS, TR BRI
R FHORPRIN R AT TEM L R IR T, TH
PEARNMETE R (S i e B BB, DA 3
PRAE BT Z AL S RHHRAR B B PR AP AR
ISR, WP AEORITE, A E U AR B

JB T AT NG, T A SRS T
W, WEE TR R (2, df
FH NI —FORBEE T, B RCERSE,  EU
BERInIH , R B RS 5 e R B Al i AL R T HRAR A
PREEROT Rl s AR B ERE B R R DA
WrAs S, FEFEEE B R T o LR B A [ B RE e
e SRR IR Z Al R

MR RT AR B MRAR B RIS TR B A R
MIEBFEFHALE MM, MAREEESS THEBA R
A, R TIRE B8N IR bR
BRI, BUN N HAR T SR TR, SE A
RO BRI B SR EIE R &, KR
NG, FEAGES SHREEENESS, ¥
KA SCIEFRGHE R, 390 F SRR AT 2 i
MBSzl IR R R ERILTERT; (K5
TERHLUE BB A PRI, TRALBH SR NE , FEAH
KR S B TGS ORI A5, R Bk
e
1.2 HREEHEER

DIRE E AR AL A

EERIR DL SN 73, AR R R
K, SR Z AR F AT E T —Fh
4, FEANRIBERIR AR Z [ i T AN R AT 248
BRI SRAE, B Bk iE KT 2 s, o
THETEARE BRI RS, SR E EEER
[ st b R R ™ . R E B R AR AR R R
FEAT IS HUSURERSAE, SRRk L Ak
AR 25 AH DG 7 KR R DR AR . AR AR
A, BB Bl Ko 2 3 TG B A R v AN [ PR A
W, MEFEHEIERTW AR R RHIT52,
FIRAEFEHOARTRAE, DB S RS R
B, RAEBEREAIIIE, FEEHTER", ZXT
KERF B BA SR, Hr, AR5
PR AR, AP ae s Bk iU (b e s,
AR RGO ER WO TH 2 Rl i s 951
12, FERAGFERTTE],

RTE BRI N R R

Bodet “5"A N1z g A BA BN A | TH S R
FE . I IR AR S AR T A SRR, N
Wl R 2R 2 (B AR S, [RlRs, 3it 5 FeAs[A]
BRI = Z IR, BT & LIS 3% 2 S %
TR B X AT BATA R 2 B, 1A BN TR 3 2 2 i
S L Z AR T AER . Yoshida
SN]SR 1R R B S R R 55 AR
b, WHEDMRS R, Bobr=miiie . PEH MRS



553

THE, G MK IR >3

R . TR R A RS A, 2R
W, PR B TEf I SRR SR S T ) G R
TAEN B 55 37 Hiu 5 it foff PR XG99 25 6 2 B A R
Wi, UEAh, PRE S A R ICER AR 1 B
TR B RRSS , AE 6 B o0 sl T AR 4t o o i f)
FURI SR 4258 Zy W PR BER" 5 [T 21 3 W S Ak
B, SRR A, T2 I SE R 2 57 5
PR BRI, R (5 S B AR A 1B
RSP, AT SR R e A s R
MRS, BHAS TIH S 7E A AT S S A Bt E B
PN TR AR AR TR E S0k s S 4 T
E AR N R e R4 . IHRIE: | WP RS 555
P RIASIRNTAE L™, (0 IEA [ SR B 5 B ah i
KA —ruly, AW “IERL”, R, BRI R
Ve T LA B8 oty , 3 B R A R ETE 197
TIEE
1.3 HBEHEITA

DIHZ BTN E

Aiken SF7HE IR T E AT, T 2 H P A M3 R R
SR B A, LY AR B SR ML
BYERRET, TP E AR A B R, RN 2
HSERE, BN AT I e ARG R T
B B, PRAREEWHEm ™, REERHNIX
BRI, S8 RO S 1T 27 )
Chen™ W NHE AR B2, 7 M5BT 58 231 9% 8 A8 T 0K
BB AR RIS TR o LM 9 T o A
fhafh, AFRSEEL, BERS . RETEEEN; B
TH SRR AR A . PRI 22 5 4 DA B 2 2%
HIREE, T2 7532 sh A A s e B 2
AL A o THPVE R E S SRR BRI . e
GG IEA B, 41 2 E B A F A I
HENS:, HARmBhSSRER, A5 AR
WL RE ™, HES R, A
JEH RIS SR . HE S S A &
R, RIS CE AR W T P R B T A IA AT
FRRE, SRIFTY 2 Z I 5 2 A0 H o 2 5
JRZI R, BEREXIE S = A TR, (R B E
By rh sl AR B 8 IR R SIS S 2 I, X —
AR ALl B R, AT 2 AR 2 Al
MIER

AT R

RE BRI TE X2, 5 BT A 3R
Be  WATR L WS 5 A AR A 13
DISEINIS 28 2 5 5 e ), SEAE R [T 2 1 2%
L, AR R TR, SIS Z

— PP ATE PSS, T LT A E AR S, R
THPE GRS 2R 51T oA RIS T, £
TR TIH PRSI B, AT B s e 2%
FATRHFCH R . eSSBS, DURHURE SR
AN [T 988, BT M Y S RE 75 (I ]
MIBESR, X T AT B BFEAS BE LA 22 0 7
LR ] B B AR Ry 43 B it , T 2 AR ) 5 TR A
AR R PRI A I AR AT AT B AR
THIAT IR B ETIR A, AR T R LA
MG AT e 215, i oA S Al fa]
ES) . AL ST R, XS ETT R
15, AWHEN AMZHEEHT R, 2REE
BRI E SN A
1.4 lHSHE

AR T B T T I

A A S TR AL B E A —F AL, A F]
1R I RS PR — e R At ST R
WHEER T, AT AR R, T A
M 5 B 55 g, AEDERE ARSI N T R RS
EY, BRI STHUEM EERN, F, 4
Mp AL S TEAEXT T Al B AEAT B 51 T il Az
APEERCR . RIS E T e SRR E LR
G SN Z MR o e R
B EATESGR A2 SR T BRI R Al 7 BT AR

ZURIRRIIEHE | 51 At A NI K F
RN AR SV ROCHE, R sHEE R A
BRARGELE, AT T R A2 E], ids
SEAHLH AN, REASCRLE AL S5 B 2 (R
TER 3= SO RIEMET , 10 30 2 AL ks Z Al A
STUERAR, A BT 2 Al ™ i A 5 2%
M, PEUERE IR . PR BROL. LN . AU
Yt DA A DG IR A

Q)RE E R DA AP R

PRE B B A2 R R B2 5 R
IIBERL, JCHIE X A 4F L B R R A S0
Kelly 55 AR £ i A A R iz sl B 2 58k
JLESREASF YR E B, ARSI BALREAR T, £
SR B R T Bl Xk L S IR ) S B A e
Wi, (RISl 56 TR i Al AU e BRI,
B4 mhes . BRI AR AUE S
BYRTO T AR LB RN A ST, A A e E
BRI A 2 LI B R A Y
HSRTERE ERH D, RLILEXEE AR
PADSHEY 9 =WPC DI = gliXiidz EREY S R SN



54 ®E

z27) o1

o W HUA RZ RS S XU AT IR AR AR
IR FACR SR TR, A BB IS A IR
WIS E, (ERE S5 AT A REAE M Nk 22
ORI, W T AR LR IE R R E WA
—EM, vhiRiE s P e AR R R A
WAE kSR, A —E R TUE, ANDXEes
K AEAE . I, R E BT R R T
B ERSEHFER, B RS R E By
Wit . FREEFEHIIRZEPERE RS (K
FES, TR E IS DA )
SEMASEAT Y e, SO TR FE R T8 B U SR AT i
e

2 EIMAEEHEMRASET

SCHRAAE 5 | 8 P s P s A8 SO i85
MBI, BIEA RIS % S0k, X SCik e Tt
5108, BERSIIAfAS RSOk TP R E B E T L T
R A, o HUE 2010 4R 2 )5, BP9 ER0E BN W
ETAIOE R

DAREE—: (REEH P . B S ERE =&
KR RIEFE

HIREE— FEFEAE 2000—2010 4, HdtAy 3 5k,
MROCRTE . SN, AT BRI . REE N
SO R ER A SR SRR B, AR AS IR R 11
BEEIR . L, gl . BREASERE Z A1 A 5
WAAIHEZE, Underwood 25 ERTST e B . Bk 5
BEA A =F Z A RIHEH, Llbis sh AT 1 1A
FHA S RUEE, AEFPPEIIRT SRR Z H 0O ER, )
AT Bt BN I B LS B A A s, Al il
PR, A B TR 28O R Bt N 44 B
HEMTRE T 2B WS 5T ™ [, il il B Al
XP P — PR, BT R TR S R R
ZREERENTE PR E B 52N . Robinson 455 i 512
TR UE] , AP A TR B E B R AR T, BREAR)
SHEREA — PSR BRI, b AS
BRBAAHECBC A, Bomekik A 22K, Funk 5576 (IH 7%
R AEE Bl A EIE R R R L) — SO Bk
PRBIREE | THRE S BR B[R] 2 (8] 56 R I F T M TR
Z|, HHICEWEIH 587 k., BAERE.oM, b
PR P AT B R OIS 2 KR . BRI Y
X2 BBANATINIE], ) TS Al i S5 BRI = i
T, B 2 X Al S R S R, AR
SR SIRE B Z M, iRk S
BRBNZ AT M o, P = i S ko Z [P B, Hhak
BRikS 5K, fil g BREXT Il AR

ZE LT, HRREE X TR R S AR 24k
hEEERRZNCR, IR EER AR E
Rz RIS R, JRHE I BRBA . BReKEAGHFST,
AHRIREERRS S REE, S Bkak R,
X1t FE AT R AR S A2 T —
FESERN . AR FRE N R RS, AR R R
P 5 MRS, NI NENY RE T
Bk,

2HIRHE . IRE BB R X A2 R R
IRFFSE o

2010 4F 2 J5, PRE BG4 ARk
AR 7 RS EOCHE T TR R
Kyez . BEBhRTAR . EBh. M. BRARE . REEE
WS FIBFR T IE AW 65, KR BB BRI
PR, HRRBE B NAEAS R, EAEAREE—1
Sl b R AR AR TR O TR B rh Al L T A
FEHRERE I 28 o (RO R 2 A S TR R
BHHLERE BT MALSIARIBSILA , 1
SRR i ] TR E RIS E B, ede
THE A ATARR, B g =& 51 460
W, HEAHERTOm, RO E T IRE R 48
TERE B P IE & . Biscaia S EMFFEAL S
TH 2 Ry 22 AR 2o i rp 2 0 A58 A i R 4
REAY R RS F AR R IR i R 52 5 U o6
Fo MR, ST AR AIE LR, 2
T b RO BRI, BN AU S, TR
MEFA SR, U, SEE A S TRAT
S EAT N Z AR VA ST, A
BB AR RER I S D R R DR

B 2GR 2 R R, FE AR A VR AR H 250
i, A R T E AL TR LA, AR
LRI, AL, (LRI, CBk
MATEM, IESRMT W% LR, RS E A
oS AT BB — e AmiEy, B
BT FEDLACRE eI BLE L4, (AR SR
AP AR IS T BEARDC 5 3 SCES A EAR Y, R ARIBE %S
IR BERAMEEFY, 5L BARIC 7eis s,
BUARE AT, AR P TR BT sE, B
gl i E A AT LR, He Al ™ ot 15 /D4R
JLE B O R AR o MR ERPRS 1 Tl B ML BB B
REYBEWRE B D, B SR 2 A3,
XS DA S, Lindsay 284t 4R IF
TRE PEFIE SN PR RS E R £ s B s 0L, F81h
(U= RNy et R o A O 7 i A A B
R EOIMEEY) . BN TIRE BT 4 LE



553

TiER, F FEIMAFEBOE R 55

BRI, G5 R 5, X T
P RAF EWHBOZ IS, $RASERIMA .

LR ERRIR, R TR E SO N AT
TARRE—AE N EE AR, B, IFRNEER
W oe AR, fCRMESCRRE G 22, WA (B
W SGEHHR . KT B R 2k, R
KB B SAIEERYE, NIRRT A E A
R, BAFSEE. MR, AREE RSN A,
AHRRTEREE, WROMA RO &, 4595
W2 AR, ARG R E E RIS, IR s
=g (DR NITE o

3 B
3.1 MR EBRMMRAR, EEERMMRREAN
FESN TR B ROWTSE 32 200 T B AR A F
I, NGETER 4 R O K 22 oAl FAARRRAS A 25 1 4
ST ARE R BIRCR R, RS R E AR E
PEBhRON . SR, FIER TR BRI S5 ) A
FERFRT . WFML. RE TSR,
I 2RO LRI TR AR R TR, WH5E
WAZEPERT G FRE . AEHSEI, £
RAVEMEWITE, ShZDREUTE . FSEREIMAT BT
FEEM, Mo RER SR, MHREPEIAL R
HLETRABITE ; K RIIBEFA A, S AT )
EH ORI GE A R R E RIS, S8
B T ESREMERE SR AR BBy
Sl MR, MR ERET DR E AL
EXINEiaN
3.2 fSEFBEEREME, RHANKEHEEITA
RE BB, R TR E B R SGIENTIE .
REEBIAY, S TR DB | i3l B
A MDA, RS RS R,
R EE RS, MHETT e A S
Fo [ 20 TR E A AL AT I S XA B AR
FIBITSE , REREHE B~ Al T AR T 2RI R
T RE TS SUE, IR AN RIEETHE.
3.3 KERWHSTE, REFDOFI L ERREEME
MESMAE B BIUTTE A PR, RSP
FE AT AR LB RIS A
HAL. AT A K e B P 2 DA A DG T BE B
B, AR E S LY sk T B, TR
R Al SCAE Al A B A 77 BRI it R R 5 0 S B A
Ko REFERTE2R I RErh BRGNS IRAFTERY
AV AT B AR P I A A i O IR P 5k
Z—o AT BRI B H A SRR S BRI

FRIE I, (BRI AR L B R R A A E AN
SN, AT RE S AR B B X AR LB KRB 5
Wi, AR E AT E T T I HEZTT 1

SE R

[1]CHEN C, Science mapping: A systematic review of
the literature[J]. Journal of Data and Information Sci-
ence, 2017, 2(2): 1-40.

[2] CARRILLAT F A, D'ASTOUS A. The sponsor-
ship-advertising interface: Is less better for sponsors[J].
European Journal of Marketing, 2012, 46(3/4): 562-574.
[3] CARRILLAT F, D’ASTOUS A, COLBERT F. The
effectiveness of art venue sponsorship: An attribution
perspective[J]. Journal of Sponsorship, 2008, 1(3): 1-12.
[4] GROHS R, REISINGER H. Image transfer in sports
sponsorships: An assessment of moderating effects[J].
International Journal of Sports Marketing & Sponsor-
ship, 2005, 7(1): 36-42.

[STJENSEN J A, WHITE D W. Trends in sport spon-
sorship evaluation and measurement: Insights from the
industry[J]. International Journal of Sports Marketing
and Sponsorship, 2018, 19(1): 2-10.

[6] ESCH F R, LANGNER T, SCHMITT B H, et al. Are
brands forever? How brand knowledge and relationships
affect current and future purchases[J]. The Journal of
Product and Brand Management, 2006, 15(2): 98-105.
[7] RIFON N J, CHOI S M, TRIMBLE C S, et al.
Congruence effects in sponsorship: The mediating role of
sponsor credibility and consumer attributions of sponsor
motive[J]. Journal of Advertising, 2004, 33(1): 30-42.
[8] TOWNLEY S, DAN H, COUCHMAN N. The legal
and practical prevention of ambush marketing in
sports[J]. Psychology & Marketing, 1998, 15(4):
333-348.

[9] NUFER G. Sponsoring the FIFA Football World
Cup: The good, the bad and the surprising[J]. Journal of
Sponsorship, 2009, 2(3): 241-249.

[10] HOEK J, GENDALL P. Ambush marketing: More
than just a commercial irritant?[J]. Entertainment Law,
2002, 1(2): 72-91.

[11] BURTON N, CHADWICK S. European football
supporter attitudes toward ambush marketing[J]. Interna-
tional Journal of Sports Marketing and Sponsorship,
2019, 20(1): 143-162.

[12] KOENIGSTORFER J, GROEPPELKLEIN A. Im-



56 HEZET

07 %

plicit and explicit attitudes to sponsors and ambushers|[J].
European Sport Management Quarterly, 2012, 12(5):
477-499.

[13] ELLIS D, PATRY P, SEGUIN B, et al. Ambush
marketing and the Olympic and paralympic marks act: A
national sponsor perspective[J]. International Journal of
Sport Management and Marketing, 2019, 19(3-4):
184-207.

[14] O'MALLEY L. Relational marketing: Development,
debates and directions[J]. Journal of Marketing Man-
agement, 2014, 30(11-12): 1220-1238.

[15] FLEURY F A, BRASHEAR-ALEJANDRO, et al.
Theoretical considerations about the compound of sports
marketing[J]. Sport, Leisure and Tourism Review, 2014,
3(1): 1-12.

[16] ABEZA G, FINCH D, O’REILLY N, et al. An
integrative model of sport relationship marketing :
Transforming insights into action[J]. Journal of Sport
Management, 2019, 33(4): 1-18.

[17] SCHMIDT S, WIEDMANN K P, REITER P, et al.
Anticipating the effects of marketing communication: A
neuroeconomic framework for marketing purposes[M].
Wiesbaden: Springer Fachmedien Wiesbaden, 2018:
53-75.

[18] BODET G, BERNACHE-ASSOLLANT I. Con-
sumer loyalty in sport spectatorship services: The rela-
tionships with consumer satisfaction and team identifica-
tion[J]. Psychology & Marketing, 2011, 28(8): 781-802.
[19] YOSHIDA M, JAMES J D. Customer satisfaction
with game and service experiences: Antecedents and
consequences[J]. Journal of Sport Management, 2010,
24(3): 338-361.

[20] HUR Y J, KO Y J, VALACICH J. A structural
model of the relationships between sport website qual-
ity, e-satisfaction, and e-loyalty[J]. Journal of Sport
Management, 2011, 25(5): 458-473.

[21] SCHMIDT S, LIMBACH M, LANGNER S, et al.
Official sports sponsorship fortress versus ambush mar-
keting attack: Investigating the impact on implicit and
explicit brand knowledge[J]. International Journal of
Sports Marketing and Sponsorship, 2018, 19(1): 91-108.
[22] SHETH J. Revitalizing relationship marketing[J].
Journal of Services Marketing, 2017, 31(1): 6-10.
[23] AIKEN K D, CAMPBELL R M, KOCH E C. Ex-

ploring the relationship between team (as brand) person-

ality and geographic personality: Linking consumer per-
ceptions of sports teams and cities[J]. International Jour-
nal of Sports Marketing & Sponsorship, 2013, 15(1):
2-14.

[24] KUNKEL T, HILL B, FUNK D. Brand architec-
ture, drivers of consumer involvement, and brand loyalty
with professional sport leagues and teams[J]. Journal of
Sport Management, 2013, 27(27): 177-192.

[25] CHEN P J. Differences between male and female
sport event tourists: A qualitative study[J]. International
Journal of Hospitality Management, 2010, 29(2):
277-290.

[26] OLSEN S O. Repurchase loyalty: The role of in-
volvement and satisfaction[J]. Psychology & Marketing,
2007, 24(4): 315-341.

[271 HENDERSON C M, BECK J T, PALMATIER R W.
Review of the theoretical underpinnings of loyalty pro-
grams|[J]. Journal of Consumer Psychology, 2011,21(3):
256-276.

[281 AHRHOLDT D C, GUDERGAN S P, RINGLE C
M. Enhancing loyalty: When improving consumer sat-
isfaction and delight matters[J]. Journal of Business Re-
search, 2019, 94. 18-27.

[29] SIEGEL M W. Corporate social responsibility and
financial performance : Correlation or misspecifica-
tion?[J]. Strategic Management Journal, 2000, 21(5):
603-609.

[30] SMITH A C T, WESTERBEEK H M. Sport as a
vehicle for deploying corporate social responsibility[J].
Journal of Corporate Citizenship, 2007, 25(1): 43-54.
[31] BABIAK S K M. Beyond the game: Perceptions and
practices of corporate social responsibility in the profes-
sional sport industry[J]. Journal of Business Ethics,
2010, 91(3): 433-450.

[32]1 KELLY B, BAUR LA, BAUMAN AE, et al. Food
and drink sponsorship of children’s sport in Australia:
Who pays?[J]. Health Promot Int, 2011, 26(2): 188-195.
[33] BRAGG M A, YANAMADALA S, ROBERTO C
A, et al. Athlete endorsements in food marketing[J].
Pediatrics, 2013, 132(5): 805-810.

[34] DAVIES F. An investigation into the effects of
sporting involvement and alcohol sponsorship on under-
age drinking[J]. International Journal of Sports Market-
ing & Sponsorship, 2009, 11(11): 25-45.

[35] LOPEZ-GONZALEZ H, ESTEVEZ A, GRIFFITHS



T, % EAMAE E RO R o7

M D. Marketing and advertising online sports betting: A
problem gambling perspective[J]. Journal of Sport & So-
cial Issues, 2017, 41(3): 1-17.

[36] CARTER M A, SIGNALL, EDWARDSR, ectal.
Food, fizzy, and football: Promoting unhealthy food and
beverages through sport-a New Zealand case studyl[J].
Bmc Public Health, 2013, 13(1): 126-133.

[37] UNDERWOOD R, BOND E, BAER R. Building
service brands via social identity: Lessons from the
sports marketplace[J]. Journal of Marketing Theory &
Practice, 2001, 9(1): 1-13.

[38] BAUER H H, STOKBURGERSAUER N E,
EXLER S. Brand image and fan loyalty in professional
team sport: a refined model and empirical assessment[J].
Journal of Sport Management, 2008, 22(2): 205-226.
[39] ROBINSON M J, TRAIL G T. Relationships among
spectator gender, motives, points of attachment, and
sport preference[J]. Journal of Sport Management, 2005,
19(1): 58-80.

[40] FUNK D C, JAMES J D. Consumer loyalty: The
meaning of attachment in the development of sport team
allegiance[J]. Journal of Sport Management, 2006,
20(2): 189-217.

[41] CORNWELL T B, COOTE L V. Corporate spon-
sorship of a cause: the role of identification in purchase
intent[J]. Journal of Business Research, 2005, 58(3):
268-276.

[42] BISCAIAR, CORREIA A, ROSADO AF, ectal.

Sport sponsorship: The relationship between team loy-
alty , sponsorship awareness, attitude toward the sponsor,
and purchase intentions[J]. Journal of Sport Manage-
ment, 2013, 27(3): 288-302.

[43] WALKER M, KENT A. Do fans care? Assessing the
influence of corporate social responsibility on consumer
attitudes in the sport industry[J]. Jonrnal of Sport Man-
agement, 2009, 23(6): 743-769.

[44] THOMAS S, BESTMAN A, PITT H, et al. The
marketing of wagering on social media: An analysis of
promotional content on YouTube, Twitter and Face-
book[D]. Australia: University of Wollongong, 2015.
[45] JIN C H. Retrospection and state of sports market-
ing and sponsorship research in IJSMS from 1999 to
2015[J]. International Journal of Sports Marketing &
Sponsorship, 2017, 18(4): 363-379.

[46] SMART B. Consuming Olympism: Consumer cul-
ture, sport star sponsorship and the commercialisation of
the Olympics[J]. Journal of Consumer Culture, 2018,
18(2): 241-260.

[47] GRIFFITHS R, CASSWELL S. Intoxigenic digital
spaces? Youth, social networking sites and alcohol mar-
keting[J]. Drug & Alcohol Review, 2010, 9(5): 525-530.
[48] LINDSAY S, THOMAS S, LEWIS S, et al. Eat,
drink and gamble: Marketing messages about ‘risky’
products in an Australian major sporting series[J]. Bmc
Public Health, 2013, 13(1): 719-730.




