
2019 Sport Marketing Association Conference (SMA XVII) 

Chicago, IL November 6-8, 2019 

  

 

Relationship between Team Cohesiveness from the Characteristic  
of University Licensing Products, School Satisfaction, and Purchase Intention  
 
Hwan-Suk Choi, Keimyung University, S. Korea  
Hongbum Shin, Keimyung University, S. Korea  
Soonhwan Lee, Indiana University Purdue University Indianapolis (IUPUI) 
 
Wednesday, November 11, 2019 50-minute poster presentation 
5:45-6:35 PM, Chicago River Ballroom Salon D,E,F,G 
 

 
  

Universities need to move away from the traditional framework of educational institutions with the concept 
of being an educational service institution to compete with other universities to attract more students and build up 
the internal and external images of each university, In addition, as a measure of securing financial independency and 
to participate more actively in marketing activities, licensing business is needed as a part of marketing using university 
sports teams (Chun & Eunku, 2011). Especially, the importance of incorporating university sports teams has been 
emphasized recently, and the introduction of management mind and activation of marketing have been accentuated. 
In this trend, licensing products that sell college logos, characters, and mascots attached to clothing and household 
goods are expected to help finance the university. In licensing business, the longing and favorable images of 
enthusiastic fans admiring famous teams and excellent players are processed into purchase behavior. In fact, university 
sports leagues have been introduced, giving the opportunity to get close to the students and sports. This is not only a 
stepping stone to university sports, but also a great opportunity to mass-produce potential sports fans. Also, because 
fans loyal to famous teams and excellent athletes tend to actively and positively watch games or purchase products, 
they make positive impacts on outcomes of the licensing business. Therefore, this study aims to provide fundamental 
data about constructing university licensing product consumption market and present business strategy for financial 
independency of universities by examining the effects of the characteristics of university licensing products on team 
cohesiveness, school satisfaction and purchase intention, 

 
A total of 243 valid data were collected from 260 university students in Korea using the questionnaire with 

the self-administration method and the data were analyzed by using descriptive statistics, exploratory factor analysis, 
and multiple regression.  

 
The results could be derived as follow. First, team quality factor (β=.261), aesthetic expression factor (β=.194) 

and price factor (β=.175) of licensing product attributes influenced social cohesiveness and task cohesiveness factors 
of team cohesiveness (R² = .251). Second, team quality factor (β=.156), aesthetic expression factor (β=.227) and price 
factor (β=.234) of licensing product attributes influenced school satisfaction factor of school satisfaction (R² = .354). 
Third, team quality factor (β=.252), aesthetic expression factor (β=.335) and price factor (β=.319) of licensing product 
attributes influenced purchase intention factor of purchase intention (R² = .251). Fourth, social cohesiveness (β=.319) 
and task cohesiveness (β=.321) of team cohesiveness influenced school satisfaction factor of school satisfaction 
(R²=.327). Fifth, social cohesiveness (β=.314) and task cohesiveness (β=.320) of team cohesiveness influenced 
purchase intention factor of purchase intention (R²=.286). Consequently, it was found that licensing product attributes 
have impacts on team cohesiveness, school satisfaction and purchase intention factors. This means that licensing 
product attributes have positive effects on school satisfaction and purchase intention for licensing products. 
Universities should have a management strategy to increase team cohesiveness through the sale of licensing products. 
By having interests in licensing products and improving the quality of games and other services through attracting 
talented student athletes, schools can create profits and corporate sponsorship can also smoothly make via marketing 
activities. 

 
The studies by Cha (2003), Kim (2014), Shin, Jeon, Kim, & Wook (2009) showed the effects of product 

attributes on team identification. Such findings support the study by Wakefield & Sloan(1989) which argues factors 
such as quality, product and price related to licensing or merchandising and team image pursue pleasure as they are 
identified as the same as their favorite athletes and teams. It also agrees with the findings by Snyder, Lassegard, & 
Ford (1986) that show fans tend to use sports products related to their favorite teams and tend not to use sports 
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products from other teams and such tendencies are found in loyal fans regardless of the performance of their teams. 
Loyalty has been studied as being related to consumers' recurrent purchases and further treated as an important factor 
in sales. Aaker (1991) argues that loyalty is a consumer's attitude toward a particular brand, and that persistent 
attachment to the particular brand appears as loyalty in purchase behavior. Moreover, Oliver(1999) suggests that 
loyalty is a deep commitment to repurchase preferred products or services and become a regular customer and make 
loyal customers to repurchase from the same brand support the results from this Study, in spite of marketing attempts 
to attract loyal customers to a brand to another brand. 

 
It was argued that utilizing sports products related to a team, suggesting to use other teams' sports products, 

remaining loyal regardless of the team's performance, purchasing tickets for the team, watching sports games, 
participating in sports games, reading magazines/newspapers related to sports and purchasing sports products should 
be measure and it should include measures in terms of attitudes, such as specific sports, personal choice for athletes, 
and sports-related conversations (Pritchard, Havitz, & Howard, 1999). 

 
In the study conducted by Sutton, McDonald, Milne, & Cimperman (1977), found that sports fans who have 

high team identification, show active supports to the team regardless of the team's performance and are so highly loyal 
that they are even insensitive to price fluctuation which are consistent with the results from this study. Therefore, it is 
important for the organization which runs the college sports team to have a strategy to increase team identification. 
Identification is related to the concept of identity or belonging, and it is very important to make university students 
who are the fans of university sports proud by making good teams as a strategy of increasing team identification. In 
addition, it is necessary to endeavor to establish and continue the tradition of college sports team. Also, it is important 
to make not only college students but also alumni have consistent interests in university sports team by creating various 
events. Therefore, the sports department, which is the main body of the college sports team, should develop various 
marketing strategies to increase team identification and to maximize team loyalty. 

 
According to the results, this study could provide the following conclusions. As the previous study confirmed 

that the high level of team(university) cohesiveness gives a positive affection on the satisfaction of the school and 
purchase intention of their licensing products, the government of the university should have the managerial strategies 
to raise their team cohesiveness so that it makes positive team cohesiveness and total sales of licensing products. With 
the strategic plan to make high level of the team cohesiveness, the university government needs to attract talented 
student athletes for improving the quality of the games and other services so that general students and alumni give 
their support by watching the games and purchasing the licensing products of their school. Also, if the university pays 
attention to the revenue-making business through the efficient operation and to corporate sponsorship program with 
marketing activities, the university can be obtaining the high level of cohesiveness, brand quality, and student 
attraction. 
 
 

 


