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Abstract: This paper examines whether consumers holding certain ethical 
values demonstrate paralleled consumption behaviour when they perceive those 
same values in the businesses they patronise. Our study investigates whether 
this value congruence leads to greater levels of consumption in both number of 
items purchased and the amount spent. To explore this connection, we integrate 
a large customer survey (n = 1,925) with the sales records of a Premier League 
football club in the UK. We find that value congruence has a substantive 
impact upon consumption behaviour. This is a helpful finding for the role of 
values and ethical behaviour in business because it identifies a monetary 
incentive for businesses to reflect the moral values found in their customers. 
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This paper is a revised and expanded version of a paper entitled ‘Consuming 
for community? How perceiving social responsibility affects consumption 
levels’ presented at The International Conference on Social Responsibility, 
Ethics, and Sustainable Business, Berlin, Germany, 29 September 2017. 

 

1 Introduction 

This paper is an examination of how people’s personal values (the ethics and morals they 
see in themselves) may direct their consumption habits. In particular, we examine if 
identifying with particular moral values, while also identifying those values in a business, 
leads people to increase engagement with that business, purchasing a product or service 
more often. To explore this relationship, a large survey of supporters of a Premier League 
football club is used to examine how those supporters view the values of the club as well 
as their own values. We then investigate whether a positive correlation in values (value 
congruence) affects purchasing behaviour. 

Central to our contribution to the current literature, our research uses actual customer 
spends data, uncommon in this area of research. Research on the impact of values or 
ethics predominantly uses the survey respondents’ consumption intentions, perceptions, 
and memories of past purchases (see reviews from Andorfer and Liebe, 2012; Hassan  
et al., 2016) There is scant research that uses actual purchase records (e.g., Carlson et al., 
2009; Tapp and Clowes, 2002) and where actual purchase records are used, the research 
tends to be small scale and commonly uses student body samples (Hassan et al., 2016). 
Our research adds to the existing literature by using several years’ worth of spend data, 
providing a new element of reliability compared to those studies using smaller, less 
longitudinal indicators of purchase intention. 

Our data comes from a fan survey of an English football Premier League team. 
Examining football fans adds value to research into consumer values and purchasing 
behaviour because of the enhanced characteristics of identity and intensity found in fans. 
Enhanced identification with the product/brand emphasises the value associations 
investigated while greater intensity/loyalty means more consistency with purchase 
behaviour. We will further discuss the value of these traits later in the review of the 
literature. 

The English Premier League itself is coveted globally, not just for prestige but for the 
money it brings to the clubs. Recent television deals have meant that clubs can now 
expect to receive their share of £4.7bn in the coming years (BBC News, 2021). Although 
there has been social and economic turmoil due to the global COVID pandemic the new 
deal only represented a 10% drop from the original deal signed three years previously. 
Moreover, in the past 2020/21 season it was estimated that Premier League clubs 
attracted a combined revenue of £4.5 billion (Deloitte, 2021). 

More than ever, a good reputation and a positively perceived brand image have 
become increasingly important (Blumrodt et al., 2013). Football, like many other sports, 
elicits complicated consumption patterns as resourceful fans do not necessarily need to 
make a purchase to consume the experience. Fans can watch the match at a pub or even a 
friend’s house. And they can still maintain a ‘fanatic’ identity without purchasing jerseys 
or any other merchandise. As a result, it is important for football clubs to actively engage 
current and potential fans to ensure loyalty, maintain support, and develop their base. 
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Whether the intention is toward profit, altruism, or both, professional sports teams 
who demonstrate desirable values, such as doing charity work in the community, can 
create a more positive brand image which could, in turn, create new fans and foster 
greater loyalty. Sanders et al. (2014) investigated football in the community, more 
specifically at a lower league club. The findings did not point towards there being a 
specific fiscal benefit, but instead, more general benefits to the local community, 
education, and work. Other research has shown that acting ethically not only benefits the 
community but can also have a fiscal value. The most recent ethical consumer market 
report (ECM) found that the UK market for ethical purchases was valued at an all-time 
high of £98bn. Perhaps most interestingly is that year-on-year more of the population are 
choosing to boycott certain products and services over concerns about ethical reputation 
(ECM, 2020). However, there are mixed findings in the research with arguments on both 
sides regarding the impact of a company’s corporate social responsibility (CSR) 
behaviours. For example, research into companies’ CSR has found that ethical behaviour 
impacts patrons’ behaviour (e.g., Lichenstein et al., 2004). Although it has been found 
that CSR behaviour alone does not affect purchase intentions, there has been much 
research focusing on consumer perceptions (e.g., Brunk, 2010; Brunk and Blümelhuber, 
2011; Lichtenstein et al., 2010). There has, of course, been research to the contrary 
stating that ethical behaviour and CSR practices do not greatly impact the behaviour of 
consumers (e.g., Öberseder et al., 2017; Vitell, 2015; White et al., 2012). CSR research 
itself has evolved rapidly over the last few years and has received increased attention 
(Rodriguez-Gomez et al., 2020). Areas such as inclusivity (e.g., Johnson, 2020), ethics 
(e.g., Streimikis et al., 2020), and environmental sustainability (e.g., Setó-Pamies and 
Papaoikonomou, 2020) have all been investigated more thoroughly. Unfortunately, 
research into how CSR activity in these areas has influenced customer spending is not as 
prevalent. Our research takes a deeper look into the connection between the value 
reputation of the organisation, consumers’ identification with these values, and 
subsequent purchase behaviour. 

1.1 Values and self expression 

Our research centres on a connection between consumers’ personal values and their 
desire to purchase products reflecting their self image. We use Schwartz’s (1994, p.21) 
definition of values as, ‘desirable transsituational goals, varying in importance, that serve 
as guiding principles in the life of a person or other social entity’. Values have central 
roles in cognitive structures (Wade-Benzoni et al., 2002) and are increasingly recognised 
as significant in business (e.g., Scott, 2000, 2002). By establishing which values are 
important to consumers, it is possible to forecast attitudes and behaviours (Kamakura and 
Novak, 1992). In relation to ethical decision-making, personal values play an important 
role (Fritzsche and Oz, 2007) and influence ethical consumption (e.g., Dickson, 2000; 
Doran, 2009; Ladhari and Tchetgna, 2015). From a marketing viewpoint, past research 
has echoed the importance of using values as an alternative to traditional segmentation 
(Boote, 1981; Kennedy et al., 1988). Recent research has even suggested that values 
might be even more important to brand success than product attributes (Voorn et al., 
2018). 

Much of the marketing literature supports the view that consumers purchase brands as 
methods of self-expression (Aaker, 1997, 1999). It is the personality of the brand which 
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has an impact on the strength of the connection (Aaker, 1997). Consumers prefer brands 
that have a perceived higher similarity of image to their own (Govers and Schoormans, 
2005; Sirgy, 1982). This interaction between both the consumer’s self-concept and the 
product user identity is where self-congruity takes place (Sirgy et al., 2000). Previous 
literature has linked self-congruity to an array of positive outcomes for brands, including 
positive brand attitudes (Liu et al., 2012) and brand consumption (Aguirre-Rodriguez  
et al., 2012; Roy and Rabbanee, 2015). Our research connects personal values to  
self-congruity, self-expression through consumption. 

1.2 Value congruence 

Self-congruity affects consumer behaviour and influences identification. Under the same 
umbrella as self-congruity is value congruence. More specific than self-congruity, the 
focus is on the values of an individual overlapping with those of an organisation. There is 
an extensive amount of scholarly research on value congruence in organisational studies 
and applied psychology (see Edwards and Cable, 2009). Much of that previous research 
focuses on the impact of value congruence on employees and their satisfaction, loyalty, 
trust, and attitudes within their current organisation (for examples see Amos and 
Weathington, 2008; Edwards and Cable, 2009; Ostroff et al., 2005; Schuh et al., 2018). 
However, we examine the impact of value congruence on consumption behaviour 
specifically. As mentioned previously, there are few studies which focus on the 
connection between the company’s values and their customers’ values and the effect that 
correlation has on the customers’ purchasing behaviour. 

We should pause to acknowledge here that much of the ethical consumption 
literature, a large amount of research, might be considered value congruence literature. 
After all, most of those studies examine consumers’ stated preference for more ethical 
products or their stated intention to purchase those products and their propensity to take 
action, or often to not take action, on those stated preferences. To highlight examples, 
research on ethical consumption often examines determinants of ethical consumption, 
such as emotion (Escadas et al., 2019), uncertainty (Gregory-Smith et al., 2017), or 
gender differences (Morrell and Jayawardhena, 2010). 

The key difference between that literature and our conceptualisation of value 
congruence research is that previous consumption research tends to focus on a single 
value or ethical behaviour in isolation, such as a focus on green purchases (see the 
previously mentioned Gregory-Smith et al., 2017; Joshi and Rahman, 2015; Tanner and 
Wölfing Kast, 2003; Young et al., 2010 for examples) or ethical fashion (see Manchiraju 
and Sadachar, 2014; Rudell, 2006; Shen, et al., 2012 for examples). Or the research 
examines specific products whose primary selling point is as an ‘ethical product’ such as 
Fairtrade products (Andorfer and Liebe, 2012; Doran, 2009; Ladhari and Tchetgna, 2015; 
Morrell and Jayawardhena, 2010; Shaw et al., 2005). This does not allow for the holistic 
examination of more general (not primarily ethically focused) organisations’ or brands’ 
value reputations and the essential identification of congruence of different types of 
values found in the business with different types of values found in the consumer. This 
sets research of value congruence apart from other ethical consumption research. 

Extant studies explore the impact of value congruence upon consumption behaviour, 
but recent research has shown this area to be understudied, especially in the marketing 
literature (Voorn et al., 2018). Looking first at identification, Tuškej et al. (2013) used a 
Slovenian snowball sample survey to investigate the influence of value congruence on 
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brand identification. Value congruence was found to positively affect consumers’ 
identification – the cognitive state where the individual comes to view him or herself as a 
member of a social entity (Bergami and Bagozzi, 2000). The positive relationship 
between value congruence and identification was further supported by Maisam and 
Mahsa (2016). This is an important finding as previous research links high levels of 
identification to increases in attendance (Bhattacharya et al., 1995) spending (Carlson  
et al., 2009; Kwon and Armstrong, 2002; Lichtenstein et al., 2004) and loyalty (Kang  
et al., 2015). If value congruence affects identification there should be a further impact 
upon consumption behaviour, but value congruence can impact upon consumption 
behaviour in other ways as well. 

Zhang and Bloemer (2008) examined how value congruence directly influenced 
consumers’ satisfaction, trust, commitment, and loyalty within the service industry 
(examining both banks and clothing stores) in the Netherlands. Later, they continued their 
research, delving further into the impact upon affective commitment (Zhang and 
Bloemer, 2011). Through an analysis of over 1,000 survey responses, they found that 
value congruence had a significant impact upon consumers’ relationship with service 
providers. Voorn et al. (2018) explored the comparative impact of personality traits, 
product attributes, and brand values; finding values to be most important to consumers. 
They examined these relationships through an experimental design that required 
participants to rank how personally important each (traits, attributes, or values) 
was/is/would be to their purchase choice. Focusing on e-commerce, Cazier et al. (2017) 
examined how value congruence influenced consumers’ willingness to pay higher prices 
to reserve goods. Also using an experimental design, they found value congruence to 
have more impact than trust in consumers’ intensions to pay higher prices. These studies, 
which most directly examine the impact of value congruence on consumption behaviour, 
provide a solid examination into the importance of value congruence, but they rely on 
respondents self-reporting purchasing behaviour or ask respondents hypothetical 
questions. Our study takes a different approach. 

We believe that we add substantially to this literature in two primary areas. First, we 
use data on actual purchases, not survey results about the intention to purchase that may 
not be as accurate as actual purchase records. This is an addition, not only to the literature 
on value congruence, but in the broader area of ethical consumption as well. Research in 
the field of ethical consumption often uses survey data that asks consumers about their 
attitudes toward a product or business, their intention to consume or purchase history 
(e.g., Carrington et al., 2010; Hassan et al., 2016; Singh et al., 2011). Less common in the 
field are analyses that utilise actual records of consumers’ purchasing behaviour such as 
ours, with much of the literature focusing on self-reporting from consumers (see Hassan, 
et al., 2016). 

Second, we examine the consumption of products and services being provided by a 
large professional football club. As previously mentioned, there is a link between value 
congruence and identification which could have significant monetary value (Lichtenstein 
et al., 2004; Tuškej et al., 2013). Within football literature, this is especially important as 
higher levels of identification with a club have been found to impact purchases and 
purchase intent (e.g., Kwon et al., 2007; Wann and Branscombe, 1993) switching 
behaviour (Harada and Matsuoka, 1999) and spectatorship (e.g., Lee and Kang, 2015; 
Sutton et al., 1997; Wann and Branscombe, 1993). With the rise of transnational fans and 
the opening of new markets with recent television deals, more and more fans are being 
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exposed to the values of brands. This is an important area, not only for academia, but also 
for industry. Professional sport is a large and important sector in itself, but this area of 
research also has implications for other areas of entertainment consumption as well as 
branding, public relations, and organisational reputation. 

1.3 Types and behaviour of fans 

Research into consumer purchase intention, as with all research, must carefully evaluate 
the sample data used for analysis. This research examines fans of a Premier League 
football club. More specifically, the focus is on those fans who have demonstrated a 
degree of behavioural loyalty by signing up to the football club’s customer relationship 
management system. This also indicates a purchase has taken place demonstrating that 
these fans are spending customers. Sports fans might not be considered typical 
consumers, but examining this particular consumer type is beneficial to our analysis in 
several ways. 

What set sports fans apart from more typical consumers are identity, loyalty, and a 
sense of personal connectedness (Sutton et al., 1997). More than for consumers of other 
products, certain fans of particular sports clubs will stick with their club through good 
times and bad, when the product is of both high and low quality. We expect that this will 
have two important consequences. 

First, an examination of the impact of other independent variables, including value 
congruence, on purchasing behaviour should have low influence. Essentially, other 
variables will pale in comparison to a fan’s individual devotion to the team. This sets up a 
difficult test where any other variable must have strong substantive impact to demonstrate 
any meaningful relationship. While other variables are less important than personal 
devotion to the team, we do not mean to imply that they are trivial. In fact, these other 
variables become that much more important to the business success of the individual 
teams because they become the other avenues the clubs can use to remain 
viable/profitable. Tests for the impact of value congruence in other industries should not 
have this difficulty demonstrating the impact of multiple determinants. This more 
difficult test of the importance of value congruence on consumption behaviour is one of 
the elements this research adds the current research in this area. 

Second, we expect fan consumption behaviour to remain essentially constant for 
individual consumers. The effect of a business’ moral reputation, their perceived values, 
will not be toward changing current fans’ purchasing behaviour, but rather on drawing in 
new fans. While we often think of a sports clubs’ fan base as rather static, new fans are 
quite important to the sustainability and growth of the business. This can be seen in how 
major professional sports are doing more and more targeting of international audiences to 
draw in new fans. For example, the NFL have recently started playing league games in 
the UK (Forbes, 2018) with Spanish football’s La Liga potentially primed to visit the 
USA (Financial Times, 2018). The Premier League has also started targeting prospective 
fans through new mediums such as esports (BBC News, 2018). This has led to the rise of 
the ‘transnational fan’ (Giulianotti and Robertson, 2007). With the globalisation and 
glocalisation of football there are now fans who are following clubs that may be on 
different continents. The shift towards transnational fans is an important one that is 
under-researched in respect to purchase behaviour. 

Given the global reach of sports clubs, our analysis will distinguish between local and 
satellite fans.1 Kerr and Gladden (2008) posit that because of the lack of proximity to 
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spectate and/or consume in person there is a difference in the loyalty of satellite fans. 
Motivations to follow the team could be different in contrast to those who have become a 
fan in the traditional means: friends, family and geographic location. The displaced fan 
also could behave differently in their consumption patterns (Kerr and Gladden, 2008). 
We expect the values reputation of the team to have a greater impact on satellite fans as 
they do not have the more traditional connections to the team and thus look to other 
reasons to choose a team to follow. However, the opposite argument, that local fans will 
be more aware and thus potentially more impressed by any charitable/local community 
activity by the club, could also be true. 

Also stemming from the rather unchanging support level of many fans, our  
cross-sectional analysis is quite appropriate for an examination of how business 
reputation influences supporters differently. The reputation of the club has not changed 
and therefore we do not expect a change in fan behaviour over time. What we do expect 
is that the club’s reputation and more specifically how that reputation matches each 
individual fan’s own values, should affect individual fans differently. But resulting in a 
general pattern of more engagement (purchases) with the club when value congruence is 
greater. 

2 Methods 

To explore the relationship between value congruence and consumption behaviour, a 
dataset of football supporters of a Premier League football team was examined. The 
original survey sampled 2,918 supporters, but when the data was connected from the 
survey data to the organisation’s purchasing records, there was missing data reducing the 
sample to 1,925 respondents. The team hired a private firm to conduct the poll and 
offered a chance to win season tickets and a number of other prises as incentives. The 
poll was conducted in February of 2016. 

The respondents to the survey were 91% male and 9% female. A study conducted by 
YouGov PLC (2020) found that 19% of English men watched the Premier League very 
frequently, compared to 6% of women. This statistic (while an imprecise approximation) 
would suggest that potentially three-quarters of fans are male and one-quarter female. A 
gender disparity certainly exists among fans, but probably not to the extent found in our 
survey. Similarly, the median income for full-time employed UK workers in 2016 was 
just over £28,000 (ONS, 2021) while the median income for our survey respondents was 
roughly £44,000. The average age of respondents was 47; however, we have no fan data 
on age to compare. The average amount spent on club purchases per year by our 
respondents was £228. 

One important element that separates our sample of Premier League fans and the 
population of Premier League fans, and what probably drives these differences in 
demographics, is the fact that our sample is restricted to fans who have made purchases 
directly from the club, one of the official club stores or the club website (e.g., match-day 
tickets, season passes, merchandise). Those fans who make these types of purchases will 
exhibit certain differences in characteristics than those fans who do not. This must be 
considered as we evaluate the results of our analysis. However, those fans who purchase 
from the club are certainly an important segment of the fan base, especially to the club 
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itself and its need for revenue. Elements of our analysis will most likely hold true for 
other fans as well, but the extent of those correlations is uncertain. 

The poll we used asked a large number of questions, but for this research, only key 
variables of interest were examined. Our primary goal is to investigate how value 
perceptions of a business and oneself can lead to changes in purchasing behaviour. While 
purchasing behaviours are several and diverse, we present models around two specific 
dependent variables: average spending per year (continuous data averaged over a four 
year period) and total purchases over the previous two years (count data). It is important 
to separate these two concepts as income or other circumstances may impact one 
differently than the other. As spending is continuous and purchases are measured as a 
count, we use a robust regression to model the first and a Poisson GLM to model the 
second. 

Our key variable of interest is value congruence. Do fans see the same ethical values 
in their team as they see in themselves? Some do and some do not. But in those who do 
see similar values, does that correlation in values influence their purchasing behaviours? 
To answer this question, two different questions were examined from the poll. The first 
asked respondents to name three words or phrases they would use to describe the team. 
The question was open-ended so respondents could choose any words or phrases that 
came to mind. Sorting through these terms, only those focused on values were selected 
and coded. After an initial round of coding by the researchers each of the words/themes 
written by the participants were discussed in relation to the existing list. Once the initial 
coding was concluded, a second round of coding and discussions took place to ensure 
reliability and validity. 

The second question offered respondents a grid of 30 values and asked respondents to 
select the five that are most important to them. The 30 values listed in the survey can be 
found in Appendix. While the values listed in the survey are not identical to any popular 
scholarly lists of value categories, the list bears a striking resemblance to Schwartz’s 
(1994) values list. All of the values listed on the survey are related to the ten original 
values listed by Schwartz (1994). 

Responses were then matched to the two questions and found three primary areas of 
overlap: social responsibility2, family, and honesty. The overlap in these three concepts 
constitutes our primary variable of interest and what we conceptualise as value 
congruence. The variable is measured as a simple count. Each time the respondent 
perceived overlap on one of the three dimensions was counted, resulting in a count 
variable with a potential range of 0 to 3. This is a fairly simple measure of value 
congruence measured through three different values-based dimensions. While it is not a 
perfect measure of value congruence, the variable does provide information on how the 
respondents see their own values, those of the team, and where the two overlap. 

To discern other independent effects, the models also include the following control 
variables: income, attention, age, and optimism. Income is acquired through a banded 
measure (over 13 bands or categories) with the average of each band taken as the 
respondent’s income (measured in thousands of pounds) to create a roughly interpretable 
measure. Income is a commonly used variable in research into purchase behaviour (for 
examples see Han et al., 2010; Loureiro et al., 2001; Paul and Rana, 2012), following the 
conventional wisdom that more income encourages greater spending, especially on  
non-essential items such as football tickets or merchandise. 
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Attention is a categorical variable where the respondent listed how often they read or 
watch team related news, features, videos, or other media content. Answers to the 
question were grouped into a seven point Likert scale as follows: 

1 several times a day 

2 every day 

3 a few times a week 

4 once a week 

5 a few times a month 

6 once a month 

7 less regularly than once a month. 

It is important to note that more attention is coded with lower values and less attention 
with higher values. Attention is a strong indicator of interest in the team/product and also 
probably correlates with team identification, loyalty, and excitement. As such, it would 
be expected that a negative relationship will appear in the models given how the variable 
is measured. The connection between fandom and consumption behaviour is not well 
studied but Dionisio et al., (2008) suggest this link. 

Another control variable is age. While age also somewhat correlates with income and 
possibly introduces some multicollinearity into the model, the variable is still important 
to include as people’s tastes/interests/loyalties can change over time. The variable is also 
important because fans of different ages will have different experiences and memories of 
the team. Previous research has demonstrated that age can impact how consumers 
respond to different sales strategies (Turley and Milliman, 2000). 

The final control variable is optimism. This is based on a question asking respondents 
if they perceive their lives to be better or worse in ten year’s time. The scale ranges from 
–5 (much worse) to +5 (much better). This is a measure of overall optimism, and by 
contrast pessimism, which should correlate with increased spending. The more traditional 
view is that optimism leads to a greater propensity for consumer spending (Curtin, 1982). 
However, there is research on this topic that has demonstrated counterintuitive findings 
(Hadju, 2017). 

Two different models were run on the data, a robust regression and a zero-inflated 
Poisson (ZIP) regression. The robust regression is run with average spending as the 
dependent variable as that variable is continuous. The ZIP regression is run with number 
of purchases as the dependent variable. We run these two different models because the 
amount of spending (cost) and number of purchases are different purchasing behaviours. 
They may be related, but the number of purchases can indicate a level of engagement and 
activity that is lost when only examining total spending amounts. Different behaviours 
may be represented in each. For instance, impulsive or even compulsive purchasing 
behaviour may be more evident in number of purchases over a period of time than total 
amount spent. The same control variables discussed previously were used for both 
models. 

The robust regression is an alternative to OLS which is used when the model may be 
unreliable due to the presence of outliers in the data. The robust regression we use 
follows the M-estimation technique which is appropriate for influential data points in the 
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dependent variable. While the exact identification and definition of an outlier is up to 
debate, some particularly large spenders in our survey dataset have encouraged us to run 
both OLS and robust regressions. Fortunately, we received nearly identical results from 
both the OLS regression and the robust regression. The results from the robust regression 
have been discussed in this article, but OLS results are available from the authors upon 
request. 

Regarding the ZIP model, the count-of-purchases data analysed is most appropriately 
modelled with a count distribution. The Poisson is the typically used GLM for count data. 
The zero-inflated version of this model is used as there is an expectation of an 
overabundance of zeros in our data that are the result of a systematic process in the 
generation of the data. The football club records all online purchases, as well as those 
made in-store with credit cards, and matched those purchases back to particular 
customers who filled out the survey (the independent variables were provided by the 
football club from their sales records, not through answers on the survey of supporters). 
But any other purchases of football club merchandise or services that customers make are 
not recorded. This means that, while the data is the best available record of the football 
team’s sales, it is not a perfect record and there are a number, possibly a great number, of 
sales not represented in the dataset. Thus, excess zeros exist in our data. The ZIP 
regression has a simultaneous logit model that models the excess zeros. 

As the literature review notes, theory benefits from understanding the differences 
between local and non-local fans. Therefore, two different models on three different sets 
of respondents were run: the full sample, local fans, and non-local fans. This was done to 
understand the differences in purchasing behaviour between those fans who are local to 
the area (within the city region of the team) and those fans who are not. There would be 
an expectation of differences for several reasons. First, local fans are simply much more 
likely to attend matches and buy tickets. For this reason alone, there should be differences 
in spending. But we also expect these fans may have different reasons for supporting the 
team and may, therefore, be affected by ethical perceptions of the team differently. This 
could be for various reasons. Local fans might be more aware of the community service 
of the team, as that service is much closer to home. Alternately, away fans may need 
more of a reason to be fans in the first place. If they do not have a tie to the team in the 
first place (like being local originally or having friends/family who are supporters), they 
will have developed their interest/preference from another source. That source could be 
an ethical perception of the team that they feel mirrors their own values. So running the 
models on both local and non-local fans should give us some insight into these different 
groups. 

Finally, the ZIP regression was run again to compare different types of purchase 
behaviour: purchases of merchandise versus purchases of match tickets and club 
memberships. We wanted to see whether value congruence with the team affected 
different types spending habits differently. Merchandise tends to be smaller purchases 
focused on creating a brand/image connection with the consumer. Match tickets and 
various club memberships (including season ticket holders) are purchases where the 
consumer has a more direct engagement with the football club. 
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3 Results 

The first set of model results can be found in Table 1. These results are split along the 
two different models (the robust regression for spending amounts and the ZIP regression 
for purchase counts) and three different respondent subgroups (all respondents, local 
fans, and non-local fans). Value congruence between fan and club demonstrates 
statistically significant correlations with different groups for both spending and purchase 
counts. We will first discuss the robust regression results in detail and then move on the 
ZIP regression results. 
Table 1 Impact of value congruence on consumer behaviour: spending and purchase count 

models 

 Model results 

Coefficients 
with 
standard 
errors 

Per year spending: robust regression 
model 

 Purchase count: ZIP model 

All 
supporters 

Local 
supporters 

Non-local 
supporters 

All 
supporters 

Local 
supporters 

Non-local 
supporters 

Value 
congruence 

35.450* –7.827 32.350*  0.052** 0.056 0.052* 
(16.182) (31.279) (13.896)  (0.017) (0.031) (0.022) 

Income 
(thousands) 

0.472 2.445*** 0.211  –0.0005 0.001* –0.001** 
(0.284) (0.620) (0.237)  (0.0003) (0.0006) (0.0004) 

Attention 46.568*** 47.873*** 32.314***  0.159*** 0.152*** 0.160*** 
(6.573) (14.767) (5.390)  (0.009) (0.016) (0.011) 

Age 2.140*** 1.691 2.084***  0.008*** 0.007*** 0.009*** 
(0.503) (1.014) (0.426)  (0.001) (0.001) (0.0007) 

Perceived 
future 

–4.215 –5.570 –1.390  –0.011** –0.027*** 0.0003 
(2.967) (5.690) (2.557)  (0.003) (0.006) (0.004) 

Intercept –207.727*** –142.732 –181.006***  1.254*** 1.357*** 1.170*** 
(52.321) (117.524) (42.803)  (0.071) (0.126) (0.086) 

Logit side of ZIP: variable coefficient 
and intercept 

Attention  –0.263*** –0.082 –0.269*** 
 (0.049) (0.136) (0.054) 

Intercept  0.705* –1.269 0.968** 
 (0.298) (0.854) (0.330) 

N 1,925 500 1,425  1,925 500 1,425 

Notes: Robust regression produces results less influenced by extreme values (outliers) 
than OLS regression. Variable coefficients provided with symbols denoting p 
values. Standard errors provided in parentheses. 
*p < 0.05 
**p < 0.01 
***p < 0.001. 
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The robust regression model has average spending per year (computed over a four year 
period) for the dependent variable. For the combined group, the value congruence 
variable has a statistically significant p-value less than 0.05. We can interpret the value 
congruence coefficient of roughly 35 to mean that for every level of value congruence, 
fans spend roughly £35 more on club purchases per year. While £35 more spending per 
year does not seem like much, for fans who have two congruent ethical values the amount 
doubles to £70, and £105 for three levels. The average of value congruence in the sample 
was 0.24 from which we can estimate that value congruence accounts for about £8 of 
spending per fan per year. 

It is unclear how many fans the team actually has and the exact number is probably 
indeterminable. But one can examine social media followers to create an estimate. In 
2016, the club had over 700,000 twitter followers. Surely the number of fans is larger 
than the number of twitter followers as not all fans will be followers on the app 
(especially back in 2016). But let’s take the number of 700,000 fans as a minimum 
estimate. Doubling fans’ average value congruence from 0.24 to 0.48, assuming our 
model predictions are correct, results in an increase of £8 spending per year per fan or 
£5.6 million extra revenue for the team per year. Of course, doubling the average value 
congruence of all fans is an improbable feat, but this extrapolation of our results 
highlights the potential importance of value congruence to a business’ bottom line. And 
again, £5.6 million is in one manner a conservative estimate of the revenue increase as 
the club almost certainly has more than 700,000 fans. 

The investigation into the local and non-local subsets of fans for spending per year 
suggests a more complicated story. The value congruence coefficient for local supporters 
is not statistically significant. The coefficient for non-local supporters is statistically 
significant and similar to the coefficient for all fans, demonstrating a roughly £32 
increase in spending for every level of value congruence. The different result for local 
and non-local fans is an interesting finding. Intuition would suggest that local fans would 
be more reactive to the team’s values reputation as their proximity would suggest a 
greater awareness of the team’s ethical conduct. 

Our data cannot explain this pattern, but we suggest two different reasons for the 
counterintuitive finding. First, local and non-local fans should demonstrate different 
reasons for becoming fans in the first place. Local fans often become fans because of 
their proximity to the team, while many non-local fans may have chosen to follow the 
team for any number of reasons. The team’s reputation and values may have significantly 
contributed to why they became fans in the first place and thus affect how those fans 
conceptualise their relationship to the team. 

Secondly, distance dictates that local and non-local fans experience the team 
differently. Local fans have greater ability to attend matches in person and they follow 
the team surrounded by their own group. Thus peer pressure may impact upon local fans 
more than non-local fans. Non-local fans experience the team at a distance and may 
therefore be inclined to demonstrate their fandom by purchasing branded equipment to 
make their fandom more visible. As there is probably less peer pressure to purchase 
branded items to demonstrate loyalty, value congruence plays a greater role in non-local 
fans’ decision to engage with the team through a costly purchase. The peer pressure to 
demonstrate loyalty may also explain why income is a significant variable only for local 
fans. If those fans are encouraged to demonstrate loyalty to the team, income may be the 
key limiting factor in their efforts to exhibit loyalty to the team. 
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To examine this relationship in more detail, Figure 1 demonstrates the expected 
spending amounts for the whole sample and the non-local subset over the range of the 
value congruence variable. Given the regression results for local fans, non-local fans 
appear to be driving the relationship of the whole sample. We can see the expected 
amount of spending for non-local fans rise from roughly £123 to £220 over the whole 
range of the variable. But this sort of a change is unrealistic. The change from £123 to 
£155 as value congruence moves from 0 to 1 demonstrates the potential benefit of 
businesses creating another shared value with their customers, with the understanding 
that not all customers will react in the same manner. We should note that the confidence 
intervals for the expected results of the model, especially at the higher ends of the 
variable range, suggest care in interpreting these findings. We can be more confident in 
spending changes resulting from a value change between 0 and 1 or 0 and 2. We should 
not have confidence in spending changes as value congruence moves from 1 to 2 or even 
1 to 3. While the linear point estimates suggest a continuing increase in spending as value 
congruence increases, it may be that a single shared value between business and customer 
produces the entire effect seen in our findings. 

Figure 1 Expected spending for all fans and non-local fans 

 

Note: Robust regression results with 95% Cl. 

Moving on to the ZIP regression results, the general finding of value congruence 
producing a positive effect in spending behaviour is reinforced. The ZIP regression 
models use a count of the number of purchases the respondent has made over the past 
four years as the dependent variable. These counts do not distinguish between large 
purchases such as season tickets or small purchases such as a pin or coffee mug. Value 
congruence demonstrates a statistically significant relationship with the number of 
purchases for both the whole group and local supporters. The Poisson coefficients are in 
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log-odds and therefore not as easily interpretable as the robust regression coefficients. 
Before we interpret the substance of the results let us dig a bit deeper into correlations 
with the types of purchases fans make. 

The second set of models we ran can be found in Table 2. These analyses compare 
fan purchase behaviour for merchandise with match tickets and memberships. As 
discussed previously, we ran these models to examine how fans’ purchasing behaviour 
may be different with different types of items. Simply lumping coffee mugs in with 
season tickets, as if they were equivalent purchases, probably is not wise. Conceptually, 
merchandise can be more image/brand focused purchases that invoke associations with 
the team but do not include more substantive engagement such as actually watching 
matches or attending team events that come with memberships. Match tickets and 
memberships represent engagement with the team that is more involved and suggests 
engagement with the product rather than simple image association. 
Table 2 Comparison of merchandise and non-merchandise purchasing behaviour: ZIP models 

Coefficients 
with standard 
errors 

Merchandise purchasing  Match/membership purchasing 
All 

supporters 
Local 

supporters 
Non-local 
supporters 

All 
supporters 

Local 
supporters 

Non-local 
supporters 

Value 
congruence 

–0.085* 0.375*** –0.173***  0.089*** 0.034 0.118*** 
(0.039) (0.104) (0.043)  (0.020) (0.032) (0.025) 

Income 
(thousands) 

–0.002*** –0.027*** –0.001*  –0.001** 0.003*** –0.002*** 
(0.0007) (0.003) (0.0007)  (0.0004) (0.0006) (0.0054) 

Attention 0.074*** –0.141* 0.106***  0.130*** 0.138*** 0.119*** 
(0.021) (0.056) (0.022)  (0.010) (0.016) (0.013) 

Age 0.010*** –0.015*** 0.015***  0.011*** 0.009*** 0.015*** 
(0.001) (0.004) (0.001)  (0.0007) (0.001) (0.001) 

Perceived 
future 

0.016* –0.039* 0.016*  –0.020*** –0.032*** –0.006 
(0.007) (0.019) (0.008)  (0.004) (0.006) (0.005) 

Intercept 1.802*** 4.970*** 1.425***  1.096*** 1.202*** 0.900*** 
(0.152) (0.426) (0.163)  (0.081) (0.131) (0.103) 

Logit side 
Attention –0.302*** –0.279 –0.330***  -0.252*** –0.104 –0.251*** 

(0.074) (0.187) (0.081)  (0.048) (0.131) (0.053) 
Intercept 3.541*** 3.871** 3.577***  0.844** –1.042 1.010*** 

(0.473) (1.206) (0.518)  (0.293) (0.819) (0.328) 
N 1,925 500 1,425  1,925 500 1,425 

Notes: Variable coefficients provided with symbols denoting p values. Standard errors 
provided in parentheses. 
*p < 0.05 
**p < 0.01 
***p < 0.001. 

The results in Table 2 show the statistical significance that value congruence has in our 
models. In particular, these findings are interesting because different groups show 
different behaviour as value congruence rises. Looking at merchandise purchases, we 
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find that value congruence has a surprisingly negative relationship for non-local 
supporters. At the same time, local supporters demonstrate a positive relationship. This 
may seem contradictory, but it follows that as value congruence rises fans may wish for 
more substantive engagement with the team, thus more match and membership types of 
purchases rather than image based merchandise. And if more money is spent in one area, 
that could mean less available for the other. 

But then why does this negative shift in purchasing behaviour not hold for local fans? 
Local fans are more likely to experience the team in more of a social setting than non-
local fans. That social aspect may encourage continued purchasing of the merchandise/ 
image-associated types of products. So increased value congruence continues to raise 
purchases for both types of products for local fans. 

Considering the substantive effect of value congruence, the ranges of most of the 
predictions are roughly 2 to 5 purchases. Again, this may seem modest, but the cost of the 
average purchase in our data is £53. Increasing value congruence from 0 to 1, multiplied 
by the actual number of fans, results in large changes in revenue similar to the spend data 
models. 

Also present in our models are four control variables: income, attention, age, and 
optimism. Income displays statistically significant relationships at times but the results 
are very inconsistent. This suggests that conventional wisdom claiming fans will spend 
more if they earn more may be too simplistic. 

Alternatively, attention is the most statistically significant variable in our models and 
consistently demonstrates a strong and positive relationship with purchasing behaviour 
(the exception being the merchandise purchases of local supporters). This makes sense if 
we think of attention as a rough indicator of loyalty to, interest in, or identification with 
the team. The more fans identify themselves as fanatics, the more likely they are to spend 
money on the team. It may be that local supporters find increased attention a good 
substitute for merchandise spending. 

Age also provides a positive relationship with purchasing behaviour, although to 
varying statistical significance. While age will correlate with income, as income is also 
included in the model, there must be something else driving more spending/purchasing 
with age. This could be that the income of older fans tends to be more disposable. Our 
optimism variable also tended to have somewhat inconsistent results. The several 
correlations evident in our models suggest many interesting fan consumption behaviours. 
While we can only speculate on the causal origins of these patterns, they do provide rich 
avenues for further study. 

4 Discussion 

This research provides evidence that increased value congruence may change consumer 
behaviour toward both more purchases and higher levels of spending. These findings 
reinforce some of the previous conclusions regarding the market importance of value 
congruence (Tuskej et al., 2013; Cazier et al., 2017; Voorn et al., 2018; Zhang and 
Bloemer, 2008, 2011). Those previous studies provide the theoretical underpinnings – 
increases in brand identification, commitment, satisfaction, loyalty, and the overall 
importance of value perceptions compared to other purchase determinants – needed to 
expect a causal connection between value congruence and increases in consumption. 
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However, our study takes a step further and links actual purchase data and consumer 
behaviour to value congruence. And we do so using a Premier League football club’s 
records of actual customer purchase data rather than using consumer intention data.3 This 
result further develops the concepts of personal values and self-expression and builds 
upon much of the previous research in both areas (Aaker, 1997; Aguirre-Rodriguez et al., 
2012; Grovers and Schoormans, 2005; Roy and Rabbanee, 2015). 

Our results have demonstrated surprising differences in the impact of value 
congruence on local vs. non-local fans. In particular, as value congruence between fan 
and club increase, match and membership purchases also increase, but merchandise 
purchases were positive for local fans and negative for non-local fans. Previous research 
has also shown that, although both groups are consumers of the brand, they perhaps have 
different motivations as to why they are fans (e.g., Giulianotti and Roberston, 2007). 
Some non-local fans are displaced locals and are consuming potentially in a different 
manner than they would have done before they were displaced (Kerr and Gladden, 2008). 

As discussed above, the difference in merchandise purchases demonstrates a 
difference in how each group consumes the team experience. As value congruence 
creates stronger identification between fan and club, both local and non-local fans may 
wish for a more substantive engagement with the team (more match/membership 
purchases). But local fans are more likely to experience their fandom socially, with other 
local fans, and they are geographically placed in close, often visual proximity to other 
fans.4 So there is a stronger drive to visibly demonstrate team support. Our interpretation 
of this unexpected difference is supported by previous research on branding as being 
more-and-more socially reproduced (Davis et al., 2014; De Chernatony and Segal-Horn, 
2001; Tuominen, 2007). 

5 Conclusions, limitations, and future research 

The previous research on the impact of ethical business behaviour on consumer 
behaviour has been varied. Further, the field has taken only limited steps toward 
investigating connections between customers’ values and the values of the businesses 
with whom they interact. Marketing research has examined the concept of self-congruity 
and how customers connect their brand purchases to themselves. Several researchers have 
examined the self-congruity interaction between both the consumer’s self-concept and the 
product (Aguirre-Rodriguez et al., 2012; Liu et al., 2012; Roy and Rabbanee, 2015; Sirgy 
et al., 2000). But there continues to be very little value or value congruence literature 
which focuses on the relationship between the brand and the consumer (Zhang and 
Bloemer, 2008). Our research helps to fill this gap by looking explicitly at the connection 
between value congruence and consumer purchasing behaviour. We also make use of an 
exclusive large-scale dataset, demonstrating the substantive positive effects of value 
congruence on spending and purchases and, ultimately, a business’s bottom line. 

Our overall results show positive value congruence generally leads to higher spending 
and more purchases. This is a good sign for the development of ethical business as it 
indicates a substantive monetary incentive for businesses to demonstrate the moral values 
found in their customers. For marketers this presents an opportunity when constructing 
the outbound messages from the brand. Individual companies could identify which values 
their customers prioritise and how the brand could reflect those values. For example, if a 
club is looking to enter a new market, research could be undertaken to see which 
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countries, regions, groups or subgroups share the same values as the club. Clubs could 
then target segments of the market that were potentially more primed to form an affinity 
with the club and, as a result, spend more. In contrast, clubs could also use this 
information to target their existing fans to see if they could align their values to the fan 
community as a whole. This could be done through social media, club initiatives, 
sponsors, CSR activities and even through re-branding. The latter is perhaps the most 
extreme course of action, but teams such as Juventus, Manchester City and Nantes as 
well as the Premier League have managed this. 

Building a rapport with the fan community takes time and needs to be perceived as 
being genuine by consumers. This is something that has the potential to be resource 
intensive in both time and money. But, as our results show, the potential impact on the 
bottom line could be worth millions in revenue. The link between value-based 
identification and purchase data is of significant value to businesses. 

Future research should examine other contexts to see if the results are replicable. Are 
these findings generalisable to businesses that are not professional sports organisations? 
We have data from a unique type of business. However, we believe that our general 
findings would hold in other contexts. While many businesses do not have products that 
consumers are ‘fanatical’ about, they do have brand image and company reputation. 
These findings are a useful addition to understanding the effect of value congruence, but 
the applicability of this theory to other industries is an area in need of further research. 
Future studies could test the ethical value-purchase behaviour connection in other 
contexts. More research could also be conducted into whether certain values have a 
stronger association with spending behaviour. 

A limitation of this study is the demographic characteristics exhibited by the sample. 
In particular, the sample group was more male, older, and higher earning than the overall 
fan population. The sample consists of those fans who have made purchases directly from 
the club rather than fans of the club in general. Conclusions drawn from the analysis are 
most applicable to the fan segments represented in the survey. A ripe area for future 
research is to investigate whether our findings hold for other fan segments. Do female 
fans, younger fans, or lower earning fans exhibit different patterns of value congruence 
and purchasing behaviour? Controlling explicitly for gender is an area ripe for further 
research, something for which our sample is inappropriate given the small number of 
women in the sample. The purchasing behaviours of women, and the values they find 
important, may exhibit different patterns. Other demographic effects, such as race, class, 
or education, also deserve further investigation. 

Another limitation is that the analysis was of a cross section of consumers. We 
examine the perceived values of the business through the lens of each individual fan, but 
only in a single snapshot in time. This allows us to most directly compare the pattern 
between values and behaviour, but it does not examine how the perception of a 
company’s values might change over time and how that change would then impact the 
consumer’s purchase behaviour. Similarly, the data does not identify whether the 
organisation’s values have been internalised by the fan. Have the values of the club 
become, over time, the values of fans? Or do fans have these personal values initially and 
through good marketing the messages of the club reflects them? It is also unknown 
whether fans sought out the club because of this perceived congruence of values. 
Unfortunately, a longitudinal study is beyond the scope of this research, but future studies 
would add value by examining this connection over a longer period of time. 



   

 

   

   
 

   

   

 

   

   38 C.E. Ziniel and C.A. Gransden    
 

    
 
 

   

   
 

   

   

 

   

       
 

References 
Aaker, J.L. (1997) ‘Dimensions of brand personality’, Journal of Marketing Research, Vol. 34,  

No. 3, pp.347–356. 
Aaker, J.L. (1999) ‘The malleable self: the role of self-expression in persuasion’, Journal of 

Marketing Research, Vol. 36, No. 1, pp.45–57. 
Aguirre-Rodriguez, A., Bosnjak, M. and Sirgy, M.J. (2012) ‘Moderators of the self-congruity effect 

on consumer decision-making: a meta-analysis’, Journal of Business Research, Vol. 65, No. 8, 
pp.1179–1188. 

Amos, E.A. and Weathington, B.L. (2008) ‘An analysis of the relation between  
employee – organization value congruence and employee attitudes’, The Journal of 
Psychology, Vol. 142, No. 6, pp.615–632. 

Andorfer, V.A. and Liebe, U. (2012) ‘Research on fair trade consumption – a review’, Journal of 
Business Ethics, Vol. 106, No. 4, pp.415–435. 

BBC News (2018) [online] https://www.bbc.co.uk/news/newsbeat-45748278 (accessed  
20 December 2020). 

BBC News (2021) [online] https://www.bbc.co.uk/sport/football/57098432 (accessed 10 June 
2021). 

Bergami, M. and Bagozzi, R.P. (2000) ‘Self‐categorization, affective commitment and group 
self‐esteem as distinct aspects of social identity in the organization’, British Journal of Social 
Psychology, Vol. 39, No. 4, pp.555–577. 

Bhattacharya, C.B., Rao, H. and Glynn, M.A. (1995) ‘Understanding the bond of identification: an 
investigation of its correlates among art museum members’, The Journal of Marketing,  
Vol. 59, No. 4, pp.46–57. 

Blumrodt, J., Desbordes, M. and Bodin, D. (2013) ‘Professional football clubs and corporate social 
responsibility’, Sport, Business and Management: An International Journal, Vol. 3, No. 3, 
pp.205–225. 

Boote, A.S. (1981) ‘Market segmentation by personal values and salient product attributes’, 
Journal of Advertising Research, Vol. 21, No. 1, pp.29–35. 

Brunk, K.H. (2010) ‘Exploring origins of ethical company/brand perceptions – a consumer 
perspective of corporate ethics’, Journal of Business Research, Vol. 63, No. 3, pp.255–262. 

Brunk, K.H. and Blümelhuber, C. (2011) ‘One strike and you’re out: qualitative insights into the 
formation of consumers’ ethical company or brand perceptions’, Journal of Business 
Research, Vol. 64, No. 2, pp.134–141. 

Carlson, B.D., Donavan, D.T. and Cumiskey, K.J. (2009) ‘Consumer-brand relationships in sport: 
brand personality and identification’, International Journal of Retail and Distribution 
Management, Vol. 37, No. 4, pp.370–384. 

Carrington, M.J., Neville, B.A. and Whitwell, G.J. (2010) ‘Why ethical consumers don’t walk their 
talk: towards a framework for understanding the gap between the ethical purchase intentions 
and actual buying behaviour of ethically minded consumers’, Journal of Business Ethics,  
Vol. 97, No. 1, pp.139–158. 

Cazier, J.A., Shao, B.B.M. and St. Louis, R.D. (2017) ‘Value congruence, trust, and their effects on 
purchase intention and reservation price’, Association for Computing Machinery: Transactions 
on Management Information Systems, Vol. 8, No. 4, pp.1–28. 

Curtin, R. (1982) ‘Indicators of consumer behavior: the University of Michigan surveys of 
consumers’, The Public Opinion Quarterly, Vol. 46, No. 3, pp.340–352. 

Davis, R., Piven, I. and Breazeale, M. (2014) ‘Conceptualizing the brand in social media 
community: the five sources model’, Journal of Retailing and Consumer Services, Vol. 21, 
No. 4, pp.468–481. 

De Chernatony, L. and Segal-Horn, S. (2001) ‘Building on services’ characteristics to develop 
successful service brand’, Journal of Marketing Management, Vol. 17, Nos. 7–8, pp.645–669. 



   

 

   

   
 

   

   

 

   

    How value congruence affects fan consumption behaviour 39    
 

 

    
 
 

   

   
 

   

   

 

   

       
 

Deloitte (2021) [online] https://www2.deloitte.com/uk/en/pages/sports-business-group/articles/ 
deloitte- football-money-league.html (accessed 20 March 2021). 

Dickson, M.A. (2000) ‘Personal values, beliefs, knowledge, and attitudes relating to intentions to 
purchase apparel from socially responsible businesses’, Clothing and Textiles Research 
Journal, Vol. 18, No. 1, pp.19–30. 

Doran, C.J. (2009) ‘The role of personal values in fair trade consumption’, Journal of Business 
Ethics, Vol. 84, No. 4, pp.549–563. 

ECM (2020) Ethical Consumerism in the Pandemic [online] https://www.ethicalconsumer.org/ 
sites/default/files/inline-files/Ethical%20Consumer%20Markets%20Report%202020.pdf 
(accessed 20 March 2021). 

Edwards, J.R. and Cable, D.M. (2009) ‘The value of value congruence’, Journal of Applied 
Psychology, Vol. 94, No. 3, pp.654–667. 

Escadas, M., Jalali, M.S. and Farhangmehr, M. (2019) ‘Why bad feelings predict good behaviours: 
the role of positive and negative anticipated emotions on consumer ethical decision making’, 
Business Ethics: A European Review, Vol. 28, No. 4, pp.529–545. 

Financial Times (2018) [online] https://www.ft.com/content/a2755b52-b5b8-11e8-b3ef-
799c8613f4a1 (accessed 11 December 2020). 

Forbes (2018) [online] https://www.forbes.com/sites/robertkidd/2018/10/10/uk-definitely-ready-
for-london-nfl-team/#6dddd956220a (accessed 11 December 2020). 

Fritzsche, D. and Oz, E. (2007) ‘Personal values’ influence on the ethical dimension of decision 
making’, Journal of Business Ethics, Vol. 75 No. 4, pp.335–343. 

Giulianotti, R. and Robertson, R., (2004) ‘The globalization of football: a study in the glocalization 
of the ‘serious life’, The British Journal of sociology, Vol. 55, No. 4, pp.545–568. 

Govers, P.C. and Schoormans, J.P. (2005) ‘Product personality and its influence on consumer 
preference’, Journal of Consumer Marketing, Vol. 22, No. 4, pp.189–197. 

Gregory‐Smith, D., Manika, D. and Demirel, P. (2017) ‘Green intentions under the blue flag: 
exploring differences in EU consumers’ willingness to pay more for environmentally‐friendly 
products’, Business Ethics: A European Review, Vol. 26, No. 3, pp.205–222. 

Hadju, C. (2017) ‘Is discrepancy between confidence and spending driven by pessimism or by high 
aspirations? – Review of the discrepancy between the admitted financial situation and actual 
spending in Hungary’, Society and Economy. In Central and Eastern Europe ǀ Journal of the 
Corvinus University of Budapest, Vol. 39, No. 2, pp.233–250. 

Han, Y.J., Nunes, J.C. and Drèze, X. (2010) ‘Signaling status with luxury goods: the role of brand 
prominence’, Journal of Marketing, Vol. 74, No. 4, pp.15–30. 

Harada, M. and Matsuoka, H. (1999) ‘The influence of new team entry upon brand switching in the 
J-League’, Sport Marketing Quarterly, Vol. 8, No. 3, pp.21–30. 

Hassan, L.M., Shiu, E. and Shaw, D. (2016) ‘Who says there is an intention-behaviour gap? 
Assessing the empirical evidence of an intention-behaviour gap in ethical consumption’, 
Journal of Business Ethics, Vol. 13, No. 2, pp.219–236. 

Johnson, B. (2020) ‘How the black lives matter movement enhanced corporate governance in 
2020’, Emory Corporate Governance & Accountability Review, Vol. 8, No. 1, pp.99–130. 

Joshi, Y. and Rahman, Z. (2015) ‘Factors affecting green purchase behaviour and future research 
directions’, International Strategic Management Review, Vol. 3, Nos. 1–2, pp.128–143. 

Kamakura, W.A. and Novak, T.P. (1992) ‘Value-system segmentation: exploring the meaning of 
LOV’, Journal of Consumer Research, Vol. 19, No. 1, pp.119–132. 

Kang, J., Alejandro, T.B. and Groza, M.D. (2015) ‘Customer-company identification and the 
effectiveness of loyalty programs’, Journal of Business Research, Vol. 68, No. 2, pp.464–471. 

Kennedy, P.F., Best, R.J. and Kahle, L.R. (1988) ‘An alternative method for measuring value-based 
segmentation and advertisement positioning’, Current Issues and Research in Advertising, 
Vol. 11, Nos. 1–2, pp.139–155. 



   

 

   

   
 

   

   

 

   

   40 C.E. Ziniel and C.A. Gransden    
 

    
 
 

   

   
 

   

   

 

   

       
 

Kerr, A.K. and Gladden, J.M. (2008) ‘Extending the understanding of professional team brand 
equity to the global marketplace’, International Journal of Sport Management and Marketing, 
Vol. 3, Nos. 1–2, pp.58–77. 

Kwon, H.H. and Armstrong, K.L. (2002) ‘Factors influencing impulse buying of sport team 
licensed merchandise’, Sport Marketing Quarterly, Vol. 11, No. 3, pp.151–163. 

Kwon, H.H., Trail, G. and James, J.D. (2007) ‘The mediating role of perceived value: team 
identification and purchase intention of team-licensed apparel’, Journal of Sport Management, 
Vol. 21, No. 4, pp.540–554. 

Ladhari, R. and Tchetgna, N.M. (2015) ‘The influence of personal values on fair trade 
consumption’, Journal of Cleaner Production, Vol. 87, pp.469–477. 

Lee, J.S. and Kang, J.H. (2015) ‘Effects of sport event satisfaction on team identification and 
revisit intent’, Sport Marketing Quarterly, Vol. 24, No. 4, pp.225–235. 

Lichtenstein, D.R., Drumwright, M.E. and Braig, B.M. (2004) ‘The effect of corporate social 
responsibility on customer donations to corporate-supported nonprofits’, Journal of 
Marketing, Vol. 68, No. 4, pp.16–32. 

Lichtenstein, D.R., Netemeyer, R.G. and Maxham III, J.G. (2010) ‘The relationships among 
manager-, employee-, and customer-company identification: implications for retail store 
financial performance’, Journal of Retailing, Vol. 86, No. 1, pp.85–93. 

Liu, F., Li, J., Mizerski, D. and Soh, H. (2012) ‘Self-congruity, brand attitude, and brand loyalty: a 
study on luxury brands’, European Journal of Marketing, Vol. 46, Nos. 7/8, pp.922–937. 

Loureiro, M.L., McCluskey, J.J. and Mittelhammer, R.C. (2001) ‘Assessing consumer preferences 
for organic, eco-labeled, and regular apples’, Journal of Agricultural and Resource 
Economics, Vol. 26, No. 2, pp.404–416. 

Maisam, S. and Mahsa, S. (2016) ‘Positive word of mouth marketing: explaining the roles of value 
congruity and brand love’, Journal of Competitiveness, Vol. 8, No. 1, pp.19–37. 

Manchiraju, S. and Sadachar, A. (2014) ‘Personal values and ethical fashion consumption’, Journal 
of Fashion Marketing and Management, Vol. 18, No. 3, pp.357–374. 

Morrell, K. and Jayawardhena, C. (2010) ‘Fair trade, ethical decision making and the narrative of 
gender difference’, Business Ethics: A European Review, Vol. 19, No.4, pp.393–407. 

Öberseder, M., Schlegelmilch, B.B. and Gruber, V. (2017) ‘Why don’t you care about CSR? – A 
qualitative study exploring the limited role of csr in consumption decisions’, in  
Campbell, C.L. (Ed.): The Customer is NOT Always Right? Marketing Orientations in a 
Dynamic Business World. Developments in Marketing Science: Proceedings of the Academy 
of Marketing Science, Springer, Cham, pp.301–301. 

ONS (2021) Annual Survey of Hours and Earnings time series of selected estimates,  
Office for National Statistics. 

Ostroff, C., Shin, Y. and Kinicki, A.J. (2005) ‘Multiple perspectives of congruence: relationships 
between value congruence and employee attitudes’, Journal of Organizational Behavior: The 
International Journal of Industrial, Occupational and Organizational Psychology and 
Behavior, Vol. 26, No. 6, pp.591–623. 

Paul, J. and Rana, J. (2012) ‘Consumer behavior and purchase intention for organic food’, Journal 
of Consumer Marketing, Vol. 29, No. 6, pp.412–422. 

Rodriguez-Gomez, S., Arco-Castro, M.L., Lopez-Perez, M.V. and Rodríguez-Ariza, L. (2020) 
‘Where does CSR come from and where does it go? A review of the state of the art’, 
Administrative Sciences, Vol. 10, No. 3, p.60. 

Roy, R. and Rabbanee, F.K. (2015) ‘Antecedents and consequences of self-congruity’, European 
Journal of Marketing, Vol. 49, Nos. 3/4, pp.444–466. 

Rudell, F. (2006) ‘Shopping with a social conscience: consumer attitudes toward sweatshop labor’, 
Clothing and Textiles Research Journal, Vol. 24, No. 4, pp.282–296. 

Sanders, A., Heys, B., Ravenscroft, N. and Burdsey, D. (2014) ‘Making a difference: the power of 
football in the community’, Soccer and Society, Vol. 15 No. 3, pp.411–429. 



   

 

   

   
 

   

   

 

   

    How value congruence affects fan consumption behaviour 41    
 

 

    
 
 

   

   
 

   

   

 

   

       
 

Schuh, S.C., Van Quaquebeke, N., Keck, N., Göritz, A.S., De Cremer, D. and Xin, K.R. (2018) 
‘Does it take more than ideals? How counter-ideal value congruence shapes employees’ trust 
in the organization’, Journal of Business Ethics, Vol. 149, No. 4, pp.987–1003. 

Schwartz, S.H. (1994) ‘Are there universal aspects in the structure and contents of human values?’, 
Journal of Social Issues, Vol. 50, No. 4, pp.19–45. 

Scott, E.D. (2000) ‘Moral values: situationally defined individual differences’, Business Ethics 
Quarterly, Vol. 10, No. 2, pp.497–520. 

Scott, E.D. (2002) ‘Organizational moral values’, Business Ethics Quarterly, Vol. 12, No. 1,  
pp.33–55. 

Setó-Pamies, D. and Papaoikonomou, E. (2020) ‘Sustainable development goals: a powerful 
framework for embedding ethics, CSR, and sustainability in management education’, 
Sustainability, Vol. 12, No. 5, pp.1762–1770. 

Shaw, D., Grehan, E., Shiu, E., Hassan, L. and Thomson, J. (2005) ‘An exploration of values in 
ethical consumer decision making’, Journal of Consumer Behaviour: An International 
Research Review, Vol. 4, No. 3, pp.185–200. 

Shen, B., Wang, Y., Lo, C.K. and Shum, M. (2012) ‘The impact of ethical fashion on consumer 
purchase behavior’, Journal of Fashion Marketing and Management: An International 
Journal, Vol. 16, No. 2, pp.234–245. 

Singh, S., Vrontis, D. and Thrassou, A. (2011) ‘Green marketing and consumer behavior: the case 
of gasoline products’, Journal of Transnational Management, Vol. 16, No. 2, pp.84–106. 

Sirgy, M.J. (1982) ‘Self-concept in consumer behavior: a critical review’, Journal of Consumer 
Research, Vol. 9 No. 3, pp.287–300. 

Sirgy, M.J., Grewal, D. and Mangleburg, T. (2000) ‘Retail environment, self-congruity, and retail 
patronage: an integrative model and a research agenda’, Journal of Business Research,  
Vol. 49, No. 2, pp.27–138. 

Streimikis, J., Stasiulis, N., Ren, L., Lu, J., Zhang, C. and Liang, M. (2020) ‘Impacts of feminist 
ethics and gender on the implementation of CSR initiatives’, Filosofija Sociologija, Vol. 31, 
No. 1, pp.24–33. 

Sutton, W.A., McDonald, M.A., Milne, G.R. and Cimperman, J. (1997) ‘Creating and fostering fan 
identification in professional sports’, Sport Marketing Quarterly, Vol. 6, No. 1, pp.15–22. 

Tanner, C. and Wölfing Kast, S. (2003) ‘Promoting sustainable consumption: determinants of green 
purchases by Swiss consumers’, Psychology and Marketing, Vol. 20, No. 10, pp.883–902. 

Tapp, A. and Clowes, J. (2002) ‘From ‘carefree casuals’ to ‘professional wanderers’ segmentation 
possibilities for football supporters’, European Journal of Marketing, Vol. 36, Nos. 11/12, 
pp.1248–1269. 

Tuominen, P. (2007) ‘Emerging metaphors in brand management: towards a relational approach’, 
Journal of Communication Management, Vol. 11, No. 2, pp.182–191. 

Turley, L.W. and Milliman, R.E. (2000) ‘Atmospheric effects on shopping behavior: a review of 
the experimental evidence’, Journal of Business Research, Vol. 49, No. 2, pp.193–211. 

Tuškej, U., Golob, U. and Podnar, K. (2013) ‘The role of consumer-brand identification in building 
brand relationships’, Journal of Business Research, Vol. 66, No. 1, pp.53–59. 

Vitell, S.J. (2015) ‘A case for consumer social responsibility (CnSR): including a selected review 
of consumer ethics/social responsibility research’, Journal of Business Ethics, Vol. 130, No. 4, 
pp.767–774. 

Voorn, R.J., van der Veen, G., van Rompay, T. J. and Pruyn, A.T. (2018) ‘It takes time to tango: 
the relative importance of values versus traits in consumer brand relationships’, Journal of 
Consumer Behaviour, Vol. 17, No. 6, pp.532–541. 

 
 



   

 

   

   
 

   

   

 

   

   42 C.E. Ziniel and C.A. Gransden    
 

    
 
 

   

   
 

   

   

 

   

       
 

Wade-Benzoni, K.A., Hoffman, A.J., Thompson, L.L., Moore, D.A., Gillespie, J.J. and  
Bazerman, M.H. (2002) ‘Barriers to resolution in ideologically based negotiations: the role of 
values and institutions’, Academy of Management Review, Vol. 27, No. 1, pp.41–57. 

Wann, D.L. and Branscombe, N.R. (1993) ‘Sports fans: measuring degree of identification with 
their team’, International Journal of Sport Psychology, Vol. 24, No. 1, pp.1–17. 

Wann, D.L., Melnick, M.J., Russell, G.W. and Pease, D.G. (2001) Sport Fans: The Psychology and 
Social Impact of Spectators, Routledge, New York. 

White, K., MacDonnell, R. and Ellard, J.H. (2012) ‘Belief in a just world: consumer intentions and 
behaviors toward ethical products’, Journal of Marketing, Vol. 76, No. 1, pp.103–118. 

YouGov PLC (2020) YouGov – VAR Report [online] https://d25d2506sfb94s.cloudfront.net/ 
cumulus_uploads/document/in13oqssjo/YouGov%20-%20VAR.pdf (accessed 13 March 
2021). 

Young, W., Hwang, K., McDonald, S. and Oates, C.J. (2010) ‘Sustainable consumption: green 
consumer behaviour when purchasing products’, Sustainable Development, Vol. 18, No. 1, 
pp.20–31. 

Zhang, J. and Bloemer, J.M. (2008) ‘The impact of value congruence on consumer-service brand 
relationships’, Journal of Service Research, Vol. 11, No. 2, pp.161–178. 

Zhang, J. and Bloemer, J.M. (2011) ‘Impact of value congruence on affective commitment: 
examining the moderating effects’, Journal of Service Management, Vol. 22 No. 2,  
pp.160–182. 

Notes 
1 Previous research has identified non-local fans as ‘Satellite Fans’ (Kerr and Gladden, 2008). 

In essence, these fans are unable to spectate and consequently consume the team experience 
by other means. Wann et al. (2001) describes those who are overseas to be ‘displaced fans’. 
This conceptualisation accounts for those fans who have previous connections with the club, 
predominantly because they have moved (for a variety of reasons). 

2 Included in social responsibility are survey responses indicating charitable giving or 
helping/giving back to the city, community, or society. There were several rounds of coding 
these variables from the original survey responses. The football club conducted their own 
coding. The authors then reviewed and amended the codes considering the fundamental 
categories of values found in the literature. A research assistant then did a careful review to 
identify any questionable categorisations. The authors then reviewed the data and codes again 
to ensure the coding was as valid as possible. 

3 As mentioned previously, a large amount of the previous research in the area of consumer 
congruence focuses on intentions and attitudes towards purchases (Carrington et al., 2010; 
Hassan et al., 2016; Singh et al., 2011). Of the sparse empirical research focused on actual 
consumption patterns a vast majority is done through self-reporting (Hassan et al., 2016). 

4 A further element to this discussion arises from our definition of a non-local fan. We include 
both overseas fans and those fans who are in-country but outside the city in which the football 
club resides. We are currently unable to distinguish between the two, but doing so may tell a 
further story. However, the fact there is a disparity warrants more investigation. The negative 
relationship between merchandise purchases and non-local fans needs further research 
conducted at a qualitative level to precisely identify the causal mechanism. 
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Appendix 

Table A1 Values listed in the survey 

Adventure Knowledge 
Ambition Learning 
Authenticity Financial security 
Beauty Pleasure/gratification 
Creativity Power 
Curiosity Preserving the environment 
Duty Protecting your family 
Enjoying life Simplicity 
Equality Social responsibility 
Faith Thrift/money saving 
Health and fitness Wealth 
Helpfulness Working hard 
Honesty Righting wrongs 
Success Being different/standing out 
Independence Recognition 

 


