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What	  variables	  in.luence	  consumer	  
satisfaction	  and	  team	  identi.ication?�
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Signi.icant	  Predictors	  of	  
Consumer	  Satisfaction	  and	  
Team	  Identi.ication �

Core Product 

Ancillary Services 

Points of Attachment 
(Trail et al., 2003; Yoshida and James, 2010)	
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Core	  Product �

•  The entertainment of competition 
based on the uncertainty of game 
outcome, or physical goods or 
services associated with the 
excitement of the sporting event, or 
both (Schaaf, 1995)	

Definition	

•  The quality of the home and opposing teams	
•  Winning percentage	
•  Place in the standings	
•  Team history	
•  Number of star players on the team	
•  Strategies, and skills(Ferreira & Armstrong, 2004; 

Hansen & Gauthier, 1989; Zhang et al., 1997)	

Elements	
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Core	  Product	  (Cont.) �

Two important factors	

Team 
Characteristics	

Player 
Performance	

The home and opposing teams’ basic 
characteristics based on team 
standing, winning percentage, number 
of star players, and team history	

A player's physical and technical 
superiority to perform well, play 
hard, and show exciting plays	
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Group	  Discussion�
•  Think about your favorite sport team (e.g., 

the New York Yankees, Manchester United 
F.C., Brazil national football team), and then 
discuss what aspects of the core sport product 
increase your satisfaction and identification 
with the team.	
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Core	  Product	  (Cont.) �

Two important issues	
Impact on Satisfaction and Team ID	
•  Satisfaction and team identification are 

increased by providing a quality core product	

The core product is unpredictable	
•   The core product, a sport competition between 

the two teams, is unpredictable and beyond 
managerial control.	

(Milne and McDonald, 1999)	 7	



Ancillary	  Services�

Core product	

Ancillary 
services	

Consumer 
satisfaction	

Beyond 
managerial control	

Under 
managerial control	

(Wakefield & Blodgett, 1996)	
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Ancillary	  Services�
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Ancillary	  Services�

Two Primary Services	

Functional services	

Aesthetic services	
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•  Services related to the interactions between 
customers, frontline employees, and facility functions	

Functional Services	

The functional aspects of a service environment 
(i.e., space, layout, and information signs)	

The functional aspects of frontline employees 
(i.e., attitudes, behaviors, and expertise)	

(Yoshida and James, 2011)	
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•  Services related to the aesthetically pleasing stadium 
design, atmosphere, and promotional activities.	

The aesthetic aspect of promotional activities 
(i.e., giveaways, half-time shows, in-game activities)	

The aesthetic aspect of stadium atmosphere 
(i.e., themes, sights, sounds, smells, crowds)	

Aesthetic services	

(Yoshida and James, 2011)	
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Integrating the stadium into a new business model	

Ball Park: 
A variety of 
attractive features	

The stadium is not the place to only enjoy 
baseball: There is a beach around the 
stadium for children. Beers from all over 
the world are provided to parents.	

In addition to baseball 
games, the team provides 
a beach, swimming pool, 
professional wrestling 
match, and summer 
camping.	

The most 
important thing 
is that fans enjoy 
the event 
experiences even 
if the team loses.	
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Group	  Discussion�
•  Think about your previous experiences at 

sporting events, and then discuss (1) what 
kind of ancillary services exist and (2) how 
those services increase your satisfaction level 
and why?	
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The	  Limitation	  
of	  Ancillary	  Services �

Ancillary 
services	

Consumer 
satisfaction	

Team 
identification	

Short-term	

Long-term	

Short-term	
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Points	  of	  Attachment �

Ancillary 
services	

Team 
identification	

Points of 
attachment	

(Trail et al., 2003)	

Short-term	

Long-term	Long-term	
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Attachment �
•  Consumers who are high in psychological attachment 

to a brand are more likely to be committed to, engage 
in, and support the brand (Park et al., 2010) 

•  A consumer’s psychological ties with various aspects 
associated with his or her favorite sport team (Trail et 
al., 2003) 

Sport	 Player	 Local 
city	

Other 
fans	

(Heere et al., 2011; Katz & Heere, 2013; Trail et al., 2003)	
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Points	  of	  Attachment	  and	  
Team	  Identi.ication �

Team 
identification	

Sport	

Player	

Local city	

Other fans	
(Heere et al., 2011; Katz & Heere, 2013; Trail et al., 2003)	
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Group	  Discussion�

• Choose your most favorite sport team, and 
discuss (1) what other attachment points exist 
besides the team and (2) which attachment 
points are expected to have a greater impact 
on team identification.	
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Core Product 

Ancillary Services 

Points of Attachment 

- Satisfaction 
- Identification 

Summary�
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