Theory of planned behavior and intention to purchase sport licensed merchandise

Abstract

Revenues from the sales of sport licensed merchandise are important for maintaining the financial viability within the sport industry. Various studies have examined constructs such as constructs such as perceived value, quality, and self-image congruence in an effort to explain the consumption of team licensed merchandise. Previous research has advanced our understanding, but a large portion of the variance in purchase intentions of sport licensed merchandise has not yet been explained. The current study attempts to predict intentions to purchase sport licensed merchandise using the Theory of Planned Behavior (TPB). The results are discussed in regard to theoretical extensions, practical implications, and future research directions.
Introduction

According to an annual industry report (License!, 2007), the estimated worldwide retail sales of sport licensed products reached $19.3 billion in 2006. The retail sales of licensed merchandise of Major League Baseball (MLB) were $4.7 billion in 2006. Sales by the Collegiate Licensing Company (CLS) were $3.5 billion in 2006, and sales for the National Basketball Association (NBA) were $3 billion in 2006 (Wilensky, 2007). The sale of licensed merchandise is very important for sport organizations in order to maintain financial viability and to establish brand awareness in the marketplace (Sherman, 2003). For sport consumers, purchasing and wearing team licensed apparel (e.g., a baseball cap with New York Yankees’ logo or Pittsburgh Steelers T-shirts), provides a mechanism through which they create or maintain their psychological connection with a sport team (Fisher & Wakefield, 1998). Based on the tenets of social identification theory (Tajfel & Turner, 1986), individuals may use licensed merchandise to classify themselves as fans of a team. Ownership of such merchandise is one means by which individuals may differentiate themselves from other groups. Cialdini et al. (1976) found that more college students wore their school or athletic team apparel on the Monday following a team victory compared to Mondays after the team lost. This phenomenon was termed “basking in reflected glory,” indicating that students attempted to increase their self-esteem by associating with the success of their school’s football team. 
Sport management scholars recognize that the sale of licensed team merchandise is important to both a sports team and to consumers. Various studies have examined the consumption of team licensed merchandise (Kwak & Kang, 2009; Kwon & Armstrong, 2002; 2006; Kwon & Trail, 2003; Kwon, Trail, & James, 2007; Wann & Branscombe, 1990; 1993; 1995). These prior studies have provided a basic foundation for better understanding sport merchandise consumption behavior. Wann and Branscombe (1990; 1993; 1995) used social identification theory to study sport licensed merchandise consumption behavior and found that team identification is a key factor influencing the consumption of licensed merchandise. Kwon and colleagues (Kwon & Armstrong, 2002; 2006, Kwon & Trail, 2003; Kwon, Trail, & James, 2007) have also studied licensed merchandise consumption behavior. They examined factors influencing the impulsive purchase of sport licensed merchandise among college students by employing situational factors and cognitive evaluative variables. Kwon and Armstrong (2006) argued that sport consumers purchase sport team licensed merchandise because of the symbolic meaning rather than functional attributes. More recently, Kwon, Trail, and James (2007) found that perceived value mediates the relationship between team identification and purchase intentions. Perceived value explained 42.6% of variance in purchase intentions. Most recently, Kwak and Kang (2009) studied the roles of self-image congruence and perceived quality in sport licensed merchandise consumption using self congruity theory (see Rogers, 1951). They found that self-image congruence and perceived quality combined to explain 43% of the variance in purchase intentions. 
From a review of previous research it is clear, however, that a large portion of variance in purchase intentions is not explained by constructs such as perceived value, quality, and self-image congruence. The purpose of the present study is to predict intentions to purchase sport team licensed merchandise using the theory of planned behavior (Ajzen, 1985; 1991). 
The theory of planned behavior

The theory of planned behavior (TPB) is an extension of the theory of reasoned action (Ajzen & Fishbein, 1977; Fishbein & Ajzen, 1975). According to Ajzen (1991), the central factor predicting an individual’s behavior is the individual’s intention to perform a given behavior. Intention can be considered as an immediate antecedent of an actual behavior and an indicator of how hard individuals are willing to try, and an indicator of how much effort individuals are planning to exert in order to engage in a given behavior. In general, the stronger the intentions to participate in a given behavior, the greater the likelihood the particular behavior will be performed. The TPB postulates three conceptually independent determinants of intention: attitude toward the behavior, subjective norms, and perceived behavioral control (Ajzen, 1991). 
Attitude refers to the extent to which an individual has a favorable or unfavorable evaluation of a given behavior. Attitudes toward a given behavior are determined by an individual’s beliefs about the behavior (i.e., favorable or unfavorable), where a belief refers to the subjective values and evaluation of the expected outcomes related to the behavior (Fishbein & Ajzen, 1975). Thus, if an individual expects that a behavior would result in positive outcomes, then, his or her attitude toward performing the behavior is likely to be favorable. Subjective norms refer to the perception of social pressures or expectation an individual has from significant others to engage or not engage in a given behavior.  Perceived behavioral control refers to “the perceived ease or difficulty of performing the behavior” (Ajzen, 1991, p. 188). It is expected that perceived behavioral control has a direct impact on intentions and behavior (Ajzen, 1991) and to reflect an individual’s belief about the assessment of the capacities (e.g., skills and abilities) to perform a given behavior and the anticipated impediments and obstacles regarding behavioral engagement (Hagger, Chatzisarantis, & Biddle, 2002). To extent that individuals are able to realistically assess the difficulty of performing a behavior, a measure of perceived behavioral control can serve as a proxy for the actual control and contribute to the prediction of the behavior. As a general rule, an individual that has a favorable attitude and supportive subjective norms in regard to a given activity, and the greater the perceived behavioral control, the stronger his or her intention to perform the behavior (Ajzen, 1991). 
The theory of planned behavior has been supported across a wide range of domains, including weight loss (Schifter & Ajzen, 1985), exercise (Hagger, Chatzisarantis, & Biddle, 2002), sport event attendance (Cunningham & Kwon, 2003), and physical activity (Hamilton & White, 2008). Previous research has shown that these constructs hold moderate to strong positive associations with intentions. For example, Hagger et al. (2002) found that a significant moderate correlation between perceived behavioral control and intention(r = .44), attitudes and intention (r = .48), and subjective norm and intention (r = .25). Also, Schifter and Ajzen (1985) reported a strong relationship between intentions to lose weight and attitude (r = .62), between intentions and subjective norms (r = .44), and between intentions and perceived behavioral control (r = .36). 
Past behavior: Although several additions to the TPB have been proposed, past behavior has been found to explain the additional variance in intentions and the future behavior (Ajzen, 1991). Several researchers have found that self-reported past behavior is a useful addition to the TPB across a wide range of behavioral domains including sport event attendance (Cunningham & Kwon, 2003), physical activity (Hagger, Chartzisarantis, & Biddle, 2002), and soft drink consumption (Smith et al., 2008), and is often the key variable explaining variances over and above that accounted for by the other variables in the TPB (e.g., Conner & Armitage, 1998). For example, Conner and Armitage (1998) found that past behavior explained an additional 7% of variance in intentions and 13% of the variance in behavior on average across 11 studies of a range of behavioral domains when past behavior was added to the TPB. 

Role Identity
Ajzen (1991) stated that additional predictors can be included within the TPB model if they can increase the model’s predictive ability. Increasingly, TPB researchers have included several constructs in their studies such as an individual’s role identity (White, Thomas, Johnston, & Hyde, 2008), self identity (Smith et al., 2008), social influences (Hamilton & White, 2008). According to identity theory (see Stryker, 1987), individuals have distinct components of self for each role position based on their occupation in a social structure.  For example, a college student’s role identities may include a student, a son, a brother, a sport fan, or a social worker. In identity theory, the self is considered a collection of identities that reflects the roles that an individual occupies in society. Laverie and Arnett (2000) advanced the understanding of sport fan satisfaction using identity theory to examine the relationships between identity salience (i.e., the likelihood that the identity will be invoked in a specific social situation) and satisfaction with sport spectating attendance. Thus, identity theory can be applied to examine various sport consumption behavior. It is expected that an individual who is interested in sports would perceive a specific role as a sport fan such as reading sport articles, watching sporting events on TV, or purchasing sport team licensed products.  Previous studies in the TPB have found evidence to suggest that role identity can add to the predictive ability of behavioral intentions within the TPB in various domains including household recycling (Terry, Hogg, & White, 1999), and attendance at peer-assisted study sessions (White et al., 2008). 
Hypotheses
The current study attempts to extend prior work by examining the constructs in the theory of planned behavior in the context of sport licensed merchandise consumption. From the review of literature, it is expected that (a) individuals have positive attitudes, (b) individuals who have significant others who want them to purchase sport licensed merchandise would have intentions to purchase sport team licensed merchandise and (c) perceived behavioral control will be positively related to intentions to purchase sport licensed merchandise. In addition, past behavior and role identity will influence intentions to purchase sport licensed merchandise.
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H

: Intentions to purchase sport team licensed merchandise will be influenced by (a) attitudes, (b) subjective norms, and (c) perceived behavioral control.
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H

: There will be a positive relationship between past behavior and intentions to purchase sport team licensed merchandise.
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H

: Past behavior will be the strongest predictor of intention to purchase sport team licensed merchandise.
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H

: There will be a positive relationship between role identity and intentions to purchase sport team licensed merchandise.

Research Method

The data will be gathered from students enrolled in several classes at a large southeastern university in the U.S using a convenient sampling method. The population of this study will be college students. Respondents will be asked to answer questions which assess attitudes, subjective norms, perceived behavioral control, role identity, past behavior, and purchase intention of sport licensed merchandise. 
Analysis
The data will be checked for normality and possible outlier. Internal consistency measures will be computed using SPSS 16.0 for each construct. A confirmatory factor analysis will be conducted using AMOS 7.0 to assess the model fit. The preliminary analysis tests will be conducted to determine if there is gender or racial differences in the variables of the TPB. Multivariate analysis of variance (MANOVA) will be conducted. Based on the results, follow-up univariate analysis will be conducted. 
Hierarchical regression analysis using SPSS 16.0 will be performed to test Hypotheses 1, 2, and 4. The standard variables in the TPB such as attitudes, subjective norms, and perceived behavioral control will be entered in Step 1; past behavior entered in Step 2; and role identity entered in Step 3. Intentions serve as the dependent variable. Hypothesis 3 will be tested by examining the squared semi-partial correlations from the hierarchical regression analysis.
Discussion and Future Research
General support is expected for predictions that attitudes, subjective norms, perceived behavioral control, past behavior, and role identity will be positively related to intentions to purchase sport licensed merchandise. The findings of the study should be valuable to sport marketers and professional sport teams in that they would identify important factors affecting purchase intentions of sport licensed merchandise. Since the sales of college sport team licensed merchandise has been increasing, the findings from college samples are valuable. It is suggested to examine the findings of the study using general sport fans rather than college students in order to compare their consumption behavior.
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