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Through daily interactions, it is understandable that customers form superfluous relationships with some brands and 
deep meaningful relationships with others (Keller, 2012). Brand-consumer relationships with the greatest degree of 
meaning have been found to be similar to passion (Matzler, Pichler, & Hemetsberger, 2007) and those who are truly 
devoted to a brand will purchase the brand, actively engage in recruiting others, speak positively about the brand and 
disparage opposing brands (Becerra & Badrinarayanan, 2013). Market researchers and practitioners have shown 
significant interest in understanding the nature of the positive relationship between a consumer and a brand 
(Marticotte, Arcand, & Baudry, 2016) and have labeled this advanced form of marketing, where consumers advocate 
on behalf of the brand, as brand evangelism (Dwyer, Greenhalgh, & LeCrom, 2015). Brand evangelism has been 
examined with a wide variety of consumer goods and has even been extended to spectator sports by Dwyer, et al. 
(2015). Brand evangelism has also been shown to be related to personality traits (Doss & Carstens, 2014). The 
purpose of this study is to extend the study of brand evangelism to participative sport and to examine the effect of 
the big five personality traits on brand evangelism scores. The following research questions were developed to guide 
this study: 
 
RQ1: Does participatory sport brand evangelism and personality traits influence brand referrals. 
 
RQ2: Does participatory sport brand evangelism and personality traits influence helping others learn about the 
brand? 
 
RQ3: Does participatory sport brand evangelism and personality traits influence spending? 
 
Brand Evangelism 
 
Per Collins and Watts (2009), brand evangelists are expected to provide positive brand referrals, oppositional brand 
referrals for competitors’ products, help others learn about the product or service, and spend significantly on the 
product or service. Doss (2014) defines a brand evangelist as a consumer who freely “communicates positive 
information, ideas, and feelings concerning a particular brand freely, and often times fervently, to others in a desire 
to influence consumer behavior” (p. 2). Companies strive to retain existing customers and gain new ones (Tabaku & 
Zerellari, 2015), and the benefit of having customers actively helping the company with this process cannot be 
understated. 
 
Brand evangelism has been examined in many diverse consumer product areas such as cars (Becerra & 
Badrinarayanan, 2013; Doss, 2014; Matzler, et al., 2007), computer gaming systems (Marticotte, et al., 2016), and 
athletic shoes (Becerra & Badrinarayanan, 2013). It has also been examined in some non-consumer product areas 
including hybridized rose communities (Scarpi, 2010) and evangelizing sport teams (Dwyer, et al., 2015). 
While the research of Dwyer, et al. (2015) examined the concept of brand evangelism within the context of sport, it 
was limited to the realm of spectator sport. There are a wide variety of branded participatory sport communities, 
such as Zumba, SoulCycle, and Ironman, which are available for investigation for brand evangelistic behaviors. 
These communities are ripe for an examination of brand evangelism due to the passion of the participants. One of 
the branded participatory sport communities with a wide-spread reputation for brand evangelism is CrossFit. 
Mansfield (2015) says that CrossFit practitioners are known for always talking about CrossFit and that this practice 
is “the holy grail of marketing – unsolicited word-of-mouth testimonials” (p. 56).  
 
Big Five Personality Traits 
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The five-factor model of personality, known as “the Big Five,” consists of extraversion, openness, 
conscientiousness, neuroticism, and agreeableness (Costa & McCrae, 1985). A person’s relationship with a brand has 
been linked to their personality traits (Lin, 2010). Personality traits have been studied for their effect on brands by 
Vazifehdoost, Akbari and Charsted (2012) in the area of market mavens, Gnambs and Batinic (2012) in the area of 
opinion leadership, Matzler, Bidmon and Grabner-Krauter (2006) in the area of brand affect, Lin (2010) in the area 
of brand personality, and Doss and Carstens (2014) in the area of brand evangelism. 
 
Methodology 
 
This is an in-progress study and it will be completed in a timely fashion. Data will be collected in two phases 
through an online survey protocol. The first data collection phase will be in May 2017 and will be a pilot study to 
examine the reliability and validity for the modified Sport eFANgelism scale (Dwyer, et al., 2015), which was 
originally designed for team sport spectatorship. The sample will consist of a convenience sample of students at a 
large mid-Atlantic university. 
Phase 2 data collection will begin in July 2017 and will consist of examining CrossFit participants at five CrossFit 
facilities located in Southeastern Virginia using the Sport eFANgelism scale (Dwyer, et al., 2015). Additionally, 
personality traits will be examined using the Big Five Personality inventory. 
Data in this study will be analyzed using multiple regression analysis. A regression model will be developed for each 
of the research questions examining the influence of brand evangelism and personality traits on each of the three 
outcomes 
Results will be compiled and implications will be discussed at the completion of Phase 2 data collection and analysis. 
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