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The effect of articulation in sports posters on
betting behavior
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Several studies argue that sponsorship promotes and normalizes gambling behavior because

commercial gambling providers (CGPs) act as sponsors for many sports entities. This study

examines the effect of articulation on sports sponsorship, sincerity, and congruence as

perceived by consumers and betting behavior by comparing a CGP brand with a congruent

sponsor brand. Data were collected through an experiment combining the factor of the inter-

subject type of sponsor (CGPs sponsor vs. congruence sponsor) and articulation (commercial

articulation and no articulation) in 518 subjects from the United Kingdom. The analysis was

performed using structural equation modeling and multi-group analysis. Subjects showed a

greater willingness to bet when the CGP sponsor was perceived as congruent and sincere

compared with congruent sponsorship, suggesting that this type of sponsor could encourage

sports betting. However, the elimination of CGPs’ sponsorship is complex because of the

significant funding they provide.
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Introduction

Currently, sponsorship is seen as a broad communicative
tool in the marketing mix of commercial organizations
because of its great capacity to promote brand awareness,

sales, brand image, and market share (Lin and Brunning, 2020).
While sponsorship is used to market products and services, sports
sponsorship is also favored by organizations that promote rela-
tively dangerous products or services (Wang et al., 2021). For
several years, sponsorship by CGPs has increased significantly,
promoting potentially risky behavior that can aggravate the
public health problem of pathological gambling (Lamont et al.,
2011).

While many courts have restricted the promotion of specific
products such as tobacco and alcohol, which are suspected or
empirically proven to be harmful, through sponsorships (Jones
et al., 2020), there is widespread financial support for professional
sports by CGPs (Danson, 2010; McKelvey, 2004), because spon-
sorship capital is a crucial source of income for sports organi-
zations from the lowest to the highest level, that is, championship
sports.

CGPs have increased their financial support for sports codes,
teams, and sporting events (Danson, 2010). Simultaneously,
regulatory agencies are increasingly responding to public con-
cerns regarding public health issues. Because of the pressure of
judicial institutions, sports and commercial organizations also
face pressure from shareholders to increase their social respon-
sibility (Smith and Westerbeek, 2007). Therefore, the judiciary,
sponsors, and sports organizations must be aware of the possible
ethical consequences of promoting malicious products through
sports sponsorship.

Gambling behavior is recognized in many countries as a ser-
ious public health concern (Productivity Commission, 2010;
Shaffer and Korn, 2002), which occurs when a person exhibits
excessive gambling behavior that has detrimental effects on
individuals (Blaszczynski et al., 2004). Therefore, the effect of
sports sponsorship on gambling behavior requires further
research and investigation. Several studies, including the most
recent, have examined how marketing strategies influence gam-
bling attitudes and behavior (Deans et al., 2017; Derevensky et al.,
2010; Leng et al., 2021).

Articulation is one of the most popular strategies for spon-
sorship. Articulation is a type of activation and refers to activities
that encourage the audience to interact with the sponsor,
increasing its implication (Cornwell et al., 2006). Activation aims
to increase the potential for audience interaction to involve fans
with the sponsor (Næss, 2020). Some studies have suggested that
articulation can either positively or negatively affect overall
congruence (fit or similarity between property and sponsor)
(Olson and Thjømøe, 2011). According to congruity theory,
creating better congruence is the key to creating a favorable
attitude towards the brand, gambling, and by its nature, the
decision to gamble (Madrigal and King, 2017; Olson and
Thjømøe, 2011; Simmons and Becker-Olsen, 2006). This means
that articulation in sports sponsorship by CGPs could affect
attitudes towards the brand, perceived sincerity, attitudes towards
gambling, and ultimately, the gambling decision. Factors that
affect these structures, such as perceived fit and perceived sin-
cerity, should also be considered. In addition, previous studies
have examined the association between sponsorship, awareness,
absorption, and consumption of dangerous products, especially
tobacco. However, there is no evidence that sports sponsorship
articulation promotes gambling behavior.

The main research question is as follows: Is it more effective to
articulate the message when the sponsor is a CGP versus a con-
gruent sponsor? The goal of this study is to analyze how the effect
of sponsorship could influence the behavior and response of

sports fans by studying articulation, congruence, perceived sin-
cerity, and attitude towards the sponsor as a function of the type
of sponsor (congruent versus CGPs). Answering these research
questions will allow regulators to have more information about
the influence of this type of sponsorship on initiating regulatory
actions. It will also allow sponsored institutions (e.g., sports
teams) to know the influence commercial actions exert on fans,
especially underage. These commercial actions could directly
contradict the image of socially responsible behavior promoted by
some entities. Our contributions to the sponsorship literature are
threefold: (1) no study has previously compared the effect of
sponsorship congruent with CGP sponsors; (2) this research
considers actual betting behavior in addition to the intentional
variable, thus providing a value closer to reality; and (3) the effect
of articulation has been added, which until now has never been
related to CGP sponsors.

Theoretical foundations and hypotheses
Attitude, intention, and gambling behavior. The theory of
reasoned action (TRA) (Ajzen and Fishbein, 1980) is a robust
theoretical framework for predicting and understanding behavior.
Cummings and Corney (1987) stated that this model has excel-
lent explanatory power for the gambling phenomenon and a
methodological framework for measuring social factors influen-
cing gambling behavior. This theory deals with human behaviors
that link beliefs, attitudes, decisions, and behaviors. The TRA is
based on the premise that decisions are more capable of pre-
dicting behavior than attitudes. According to this theory, inten-
tion behavior is the most crucial determinant of one’s behavior.
Intention to engage in a specific behavior results from one’s
attitude towards that behavior and mental norms, both of which
are influenced by one’s beliefs. Given the gambling issue, this
model predicts that the decision to gamble is a function of peo-
ple’s attitudes towards gambling and the associated mental
norms. This attitude affects the gambling decision. In general,
previous studies have shown that TRA/TPB can explain the
decision and behavior of gambling, mainly when used for atti-
tudes towards gambling, and can predict the likelihood that an
individual will start gambling behavior (Oh and Hsu, 2001; Wood
and Griffiths, 2004).

In addition, Hing et al. (2013), Miller and Howell (2005),
Sheeran and Orbell (1999), and Moore and Ohtsuka (1999) have
shown that attitudes towards gambling and subjective norms
significantly predict the decision to gamble. Likewise, another
part of the findings showed that a positive attitude towards
gambling positively affected the decision to gamble. Thus, the
following hypothesis is formulated:

H1: Attitude towards gambling positively and significantly
influences (a) intention to gamble and (b) gambling behavior.

H2: Gambling intention positively and significantly influences
gambling behavior.

Attitude towards the sponsor. Fishbein and Ajzen (1975)
defined attitude as any expression of an opinion about an object, a
person, or an event in which judgment and evaluation are
embedded (regardless of whether it is positive or negative). On
the other hand, according to Hilgard and Bower (1966) theory of
learning, attitudes are formed through a learning process in
which a particular response is related to a specific stimulus. After
formation, attitudes provide a continuous response to a given
stimulus object that reflects the effect of attitude (sponsor and
gambling) on behavior (gambling decision) (Ajzen, 2001; Ko and
Kim, 2014). One of the main goals of experimental and survey
research in the field of sponsorship is to pay attention to the
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attitude towards the sponsor. Attitude towards the sponsor is one
of the main variables in the study of advertising and gambling in
general, and sponsorship (Ko and Kim, 2014). Sponsors who have
a good image of the sponsor respond positively to sponsorship
compared to those who do not have this good image (Speed and
Thompson, 2000).

Hing et al. (2014) showed that the positive attitude of gambling
sponsors and promotions during TV commercials is associated
with adolescents’ decision to gamble and start early and, as a
result, the possibility of gambling problems. Attitudes towards the
sponsor may positively affect attitudes towards gambling and
gambling intention (Martin et al., 2010) or act as a significant
predictor. Thus, the following hypothesis is formulated:

H3: Attitude towards the sponsor positively and significantly
influences (a) attitude towards gambling and (b) gambling
intentions.

Perceived congruence. The term congruence in the literature on
sponsorship refers to relatedness, similarity, relevance, or celeb-
rity endorser-brand relationship (Dees et al., 2010; Dreisbach
et al., 2021; Becker-Olsen and Hill, 2006). Appropriateness is the
synergy between what a company does in its business and
sponsorship details (McDonald, 1991). Perceived appropriateness
also points to similarities between the primary and extended
product categories. Previous research has shown that perceived
proportionality positively affects attitudes towards the brand and
sponsor (Nkwocha et al., 2005), the event (gambling), and the
decision to gamble.

Previous research has shown that sponsors who support cause
congruence with property increase their attitude towards the
sponsor (Poon and Prendergast, 2006) and positively influence
customers’ cognitive and emotional responses to sponsorship
(Dees et al., 2010). Thus, perceived congruence between the
sponsor and the sports team or property positively affects
perceived sincerity (Demirel and Erdogmus, 2016). Several
studies have shown that perceived congruence positively affects
behavioral decision-making in sponsorship (Becker-Olsen and
Simmons, 2002; Cornwell et al., 2005; Olson and Thjømøe, 2011;
Demirel and Erdogmus, 2016). However, incongruent sponsors
receive less visual attention, which influences their recall level.
(Alonso Dos Santos et al., 2019). According to Gwinner and
Eaton (1999), there are two forms of congruence: functional and
image. Sponsors of betting brands do not have functional
congruence but may have image congruence, as sports betting
is becoming popular and recreational in many countries (Leng
et al., 2021). Therefore, we will examine whether the perceived
congruence of betting brands influences consumer behavior, but
we will also compare the consumer choice process when the
brand is eminently congruent. Based on this, the following
hypothesis is formulated:

H4: Perceived fit positively and significantly influences (a)
attitude towards the sponsor, (b) perceived sincerity, (c) attitude
towards gambling, and (d) intention to gamble.

Perceived sincerity. Perceived sincerity is the degree to which
customers believe that sponsoring a company is for philanthropy
rather than business considerations (Speed and Thompson, 2000)
and positively affects the decision to support a sports sponsor
(Nichols et al., 2016). Rifon et al. (2004) and Olson and Thjømøe
(2011) argue that customers who understand the relationship
between the sponsor and the sponsor are likely to believe that the
sponsor’s motivation when sponsoring is sincere. Speed and
Thompson (2000) showed that the perceived sincerity of a
sponsor is a predictor of interest in the sponsor and sales pro-
motion, favorable attitude towards the sponsor, and willingness to

buy sponsor products. Lee and Eastin (2020) also showed that
perceived sincerity influences attitudes towards the brand and the
buying decision.

Previous research has suggested that sponsors who have
perceived sincerity in terms of sponsorship and who have a
benevolent motive and desire achieve superior responses to
sponsorship compared with sponsors who are only motivated by
business considerations (more sales). Therefore, they pay
attention to the sponsor and the desire to buy sponsor products.
In addition, this honest and benevolent motivation increases the
positive attitude towards the sponsor and the decision to buy by
consumers (Ko and Kim, 2014: Rifon et al., 2004).

Rifon et al. (2004) showed that if consumers (gamblers)
understand that the sponsors’ motivation is less benevolent and
the goal is to obtain more profit, they consider the sponsor less
honest and credible. Therefore, their attitude towards the sponsor
is probably harmful and they have problems deciding to buy.
Their findings also show that credibility and sincerity are effective
predictors of customers’ attitudes (gamblers) towards sponsors
and gambling, and therefore, the decision to buy (do gamble).
When people are faced with honest sponsorship, they try to
determine why a company’s sponsors support a particular
activity. Suppose viewers believe that the sponsorship move is
due to perceived sincerity and benevolent motivations. In this
case, they will respond more appropriately than when the
sponsorship is merely trying to make the company more
profitable and sell more. Based on this, the following hypothesis
is formulated:

H5: Perceived sincerity positively and significantly influences
(a) attitude towards the sponsor, (b) attitude towards gambling,
and (c) intention to gamble.

Articulation. Articulation has been defined as the act of
explaining the relationship between entities to support the
development of meaning in the minds of individuals (Cornwell
et al., 2006). “Articulation is a form of non-commercial activation
in which the relationship between a sponsor and property is
deliberately explained to create an association between the two
entities in consumers’ minds” (Cornwell et al., 2006, p. 312).
Articulation is an effective method for situations in which the
degree of congruence between the event and the sponsor is low.
When this proportion is naturally low, articulation can create a
proportion that the customer recognizes, and this proportion
ultimately reinforces the effects of sponsorship. The findings of
Becker-Olsen and Simmons (2002) showed that there is a weak
congruence between the event and the sponsor; perceived con-
gruence can also be improved through articulation.

Previous studies have shown that articulation can improve
sponsors’ customer awareness (Cornwell et al., 2006), enhance
sponsorship evaluation by increasing perceived congruence
(Coppetti et al., 2009), and cause positive attitudes towards
sponsors (Weeks et al., 2008; Na and Kim, 2013). According to
academic trends, articulation improves attitude towards the brand
for both brand- and company-level measures (Cornwell et al.,
2006), perceived congruence (Madrigal and King, 2017; Na and
Kim, 2013), and affective evaluation of the sponsor and recall
(Degaris et al., 2017).

Previous studies have examined ways to increase the homo-
geneity between events and sponsors. Weeks et al. (2008) and
Coppetti et al. (2009) examined the effect of congruence on
customers’ attitudes towards the sponsor according to the degree
of articulation. They showed that customers’ attitudes towards
sponsors could vary greatly, depending on the type of articulation
and congruence. That articulation and congruence can affect all
aspects of sponsorship, attitudes towards the brand, and image
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expansion, and thus, the decision to do (gambling). Lee et al.
(2009) found no significant differences in perceived congruence
with homogeneity in the presence of articulation. However, they
determined that the presence of articulation with a perceived
proportion was much better than the absence of articulation.
Weeks et al. (2008) showed that articulation can affect customers’
attitudes towards sponsors. They considered both types of
articulation (commercial and non-commercial) and acknowl-
edged that customers’ attitudes towards sponsors could change
according to the type of articulation. Meenaghan and Shipley
(1999) and Speed and Thompson (2000) suggest that commercial
articulation limits customers’ favorable attitudes towards spon-
sors. Na and Kim (2013) also acknowledged that commercial
articulation might not enhance participants’ responses to
sponsorship or attitudes towards the sponsor brand. Coppetti
et al. (2009) found that articulation promotes all aspects of
sponsorship evaluation, brand attitude, and image expansion.
Even with a poor natural fit, articulation can improve the
cognitive effects (e.g., remembering the sponsor brand by the
customer) and the perceived fit and facilitate the transfer of the
company image from the event sponsor to a positive attitude
towards the sponsor brand. Based on the aforementioned topics,
the following hypothesis is formulated:

H6: (a) The effect of perceived congruence and (b) attitude
towards the sponsor significantly increase when the sponsorship
message is articulated.

Type of sponsor. The most recent research in the area regarding
the influence of CGPs as sports sponsors has been conducted by
contrasting the behavior of bettors versus non-gamblers (Leng
et al., 2021), the attention received from warning messages (Lole
et al., 2019) and the influence of advertising on recall and attitude
towards gambling (Nyemcsok et al., 2018). However, significant
differences between the effects of CGPs sponsorship on fan
behavior and conventional sponsorship have not been compared.
Previous research has examined the differences with other
potentially dangerous sponsors, such as alcohol, by comparing
the advertising effectiveness of both types of sponsorship (Alonso
Dos Santos et al., 2019, 2021). The origin of this research lies in
the difference between sponsorships perceived as congruent and
incongruent (Drengner et al., 2011) and how incongruent spon-
sorships may receive more attention and recall but a lower atti-
tude (Alonso Dos Santos et al., 2019; Cornwell, 1995; Cornwell
et al., 2005). Therefore, it is necessary to analyze the differences in
congruent sponsorship to understand the effect of sponsorship
use on consumers.

Proposal 1: There are significant differences in the consumer
behavior of subjects exposed to congruent sponsorship (Adidas)
versus bet brand sponsor (Bwin) (Fig. 1).

Methods
The general procedure is as follows: First, we conducted surveys
and focus groups to create stimuli to sponsor brands. Subse-
quently, an online experiment is conducted. After obtaining the
responses, we checked their validity through a manipulation
check. Statistical analysis was performed using a partial least
squares structural equation model with SmartPLS software
(Ringle et al., 2022). First, we examine the full model using both
sponsors. After checking for full measurement invariance using
the measurement invariance of composite models (MICOM)
procedure, we examined each model (sponsor or group)
independently.

Stimulus creation. We carried out an experiment combining the
factors of the inter-subject type of sponsor (CGPs sponsor vs.
congruence sponsor) and articulation (commercial articulation
and no articulation). An example of a congruence sponsor
(Adidas) and a CGPs sponsor (Bwin) can be found at http://ow.
ly/x50S50LZk3I. The posters were developed following the
sequential validation process previously conducted by Alonso
Dos Santos et al. (2021). First, 100 university students were asked
to mention the most congruent and incongruent sponsorships,
and the names of the three CGPs that could sponsor a tennis
event. The responses were tabulated, and another survey was
conducted again among the three results in the highest mode. The
subjects of the new survey had to evaluate the congruence of the
brands with the sporting event between 1 and 5 (highest or lowest
level of agreement). As a result, Adidas and Bwin were chosen as
the brands and logos of experimental sponsorship. This articu-
lation was implemented by adding a promotional discount code
to use the service. The sports posters were adapted from authentic
posters and did not contain actual or famous people who could
influence attitudes towards the participating brands. The three
validated group sessions indicated that the final poster looked
read and had no content errors. All participants in each phase
provided consent, and they were treated according to the insti-
tution’s ethical guidelines.

Sample. A total of 518 participants from the United Kingdom
examined the posters after eliminating invalid responses and
outliers (96% valid responses were used in the analysis). The
mean age was 38.9 years (SD= 12.7), and the total number of
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Fig. 1 Relationships and hypotheses of the theoretical model. Note: The dashed line represents the moderating effect of sponsor type.
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males and females was 64.1% and 35.9%, respectively. 96% of the
sample had at least a primary or higher education (48% high
school), 73.7% earned between $25,000 and $100,000 per year,
and 66.7% were employed full-time. The sample was obtained by
a mechanized survey through Qualtrics and extracted from
Amazon Turk in 2020. Table 1 summarizes the main character-
istics of the samples.

Scales. The scales were adapted from previous studies (see Table
2). Specifically, the Perceived Sincerity Scale was adapted from
Speed and Thompson (2000) (four items). The congruence con-
struct (perceived fit) sponsorship scale was adapted from Dreis-
bach et al. (2021) (three items), the gambling attitude (five items)
and bet intention (three items) scales were adapted from Leng
et al. (2021), and the attitudes towards the sponsor’s brand scale
from Na and Kim (2013) (three items). A 5-point Likert scale was
used to measure the independent variables. The one-item gam-
bling behavior scale was adapted from Moore and Ohtsuka
(1999) (one-item).

The study was performed in accordance with the Declaration
of Helsinki. This study was approved by the Institutional Review
Board of Universidad Católica de la Santísima Concepción. All
subjects were informed about the study and provided informed
consent.

Results
Manipulation check. A series of manipulation checks were
conducted to test the internal validity of the experiment. First, we
tested for differences between perceived congruence between the
sponsors Adidas and Bwin (the groups). We examined whether
involvement towards sports (Cornwell et al., 2000), gender, age,
and attitude towards betting were equal between groups. The
results showed that the measurement of perceived congruence
(M= 5.6, SD= 1.13) in the congruence poster was significantly
different from the mean of the CGPs poster (M= 4.55,
SD= 1.48) (F1,160= 49.8, p < 0.001), involvement (M= 5.71,
SD= 1. 18) in the congruence poster was significantly equal to
the mean involvement of the CGPs poster (M= 5.19, SD= 1.51)
(F1,355= 0.51, p= 0.473). The attitude towards gambling
(M= 3.77, SD= 1.98) in the congruence poster was significantly

equal to the mean of the CGPs poster (M= 3.79, SD= 1.87)
(F1,351= 1.03, p= 0.310). The results showed that the manip-
ulation of the experiment was successful. The groups differ based
on congruence: Sponsor Adidas is perceived as more congruent,
which was expected (Alonso Dos Santos et al., 2019). However,
the groups were equal because of their involvement, gender, age,
and attitude towards betting.

Evaluation of the measurement model. We followed Hair et al.’s
(2019) recommendations to assess the psychometric properties of
all constructs and assessed the reliability and validity of the
constructs. The results are presented in Tables 3 and 4. The
preliminary data analysis suggested a non-normal distribution
(Kolmogorov–Smirnov and Shapiro–Wilk tests, p < 0.001). The
skewness of the variables ranged from −0.522 to −0.761, and
kurtosis ranged from −1.2 to −0.116, indicating slight non-
normality (Hair et al., 2019). Regarding convergent validity, the
indicators of factor loadings were significant, the coefficients of
the average variance extracted (AVE) were in all cases higher than
0.5, and composite reliability (CR) and additionally the Cron-
bach’s alpha was higher than 0.7 (Hair et al., 2019).

Discriminant validity analysis was performed using the cross-
loading of the indicators, the Fornell and Larcker (1981) criterion,
and the heterotrait-monotrait correlation ratio (HTMT). Table 4
shows that the absolute value of the maximum cross-loadings did
not exceed the primary loadings for any of the items, the square
root of the AVE was greater than the corresponding correlation
coefficient for each construct, and the HTMT correlation ratio
was less than 0.90 (Henseler et al., 2016).

Table 1 Demographic information of respondents.

Variable Categories Percentage

Age 18–30 29.6%
31–40 26.7%
41–50 18.3%
51–60 10.6%
61 or older 14.8%

Gender Female 35.9%
Male 64.1%

Education level Primary 0.4%
High school 48%
Bachelor´s degree 21.1%
Master´s degree 1%
Prefer not to say 29.5%

Family yearly income Less than USA $25,000 16.5%
$25,001–$50,000 37.6%
$50,001–$100,000 36.1%
More than $100,001 4%
Prefer not to say 5.8%

Employment status Employed full-time 66.7
Employed part-time 14.7
Seeking opportunities 12.9
Retired 1.2
Prefer not to say 4.4

Table 2 Source and description of variables.

Construct and origin Items

Attitudes towards the
sponsor’s Brand
(Na and Kim, 2013)

This brand is good.
This brand is favorable.
This brand is wise.

Congruence
(Dreisbach et al., 2018)

Please evaluate the connection between
[brand] and [event]:
Dissimilar… similar
Not complementary… complementary
Low fit… high fit

Bet intention
(Leng et al., 2021)

I often bet on sports events.
How likely is it that you will gamble on the
next sporting event?
How likely is it that you will gamble on the
next occasion?

Gambling attitude
(Leng et al., 2021)

Gambling is a fun activity.
Moderate gambling is harmless.
Gamblers need counseling.
Gambling should be illegal.
Basically, I approve of gambling.

Perceived sincerity
(Speed and Thompson,
2000)

The sport would benefit from this
sponsorship at the grassroots level.
The main reason the sponsor would be
involved in the event is because the sponsor
believes the event deserves support.
This sponsor would be likely to have the best
interests of the sport at heart.
This sponsor would probably support the
event even if it had a much lower profile.

Gambling behavior
(Moore and Ohtsuka,
1999)

Never participated
Once a year
More than once/year, less than once/month
More than once/month, less than once/week
Once a week or more.
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Finally, Harman’s single-factor test assessed the common
method bias (CMB) (Podsakoff et al., 2003). The single-factor
explained 39.9% of the variance, below the 50% threshold,
indicating that the questionnaire was not affected by CMB. In
addition, we conducted variance influence factor (VIF) analysis to
examine whether multicollinearity is an issue. The VIF value for
all cases was less than 1.89 (<3) (Hair et al., 2019), thus, we can
conclude that multicollinearity was not present.

Therefore, we can conclude that the scales used are valid (the
degree to which the scores obtained with the scale reflect the real
differences between objects with respect to the characteristics
being measured) and reliable (the precision with which a
measuring instrument yields scores free of random errors).

Structural model assessment. The structural model was eval-
uated by examining the cross-validated redundancy (Q2), deter-
mination coefficient (R2), and path coefficients (Table 5).
Through the blindfolding procedure (Omission Distance= 7), the
Stone-Geisser indicator or Q2 (Stone, 1974; Geisser, 1975) ana-
lyzes the model’s predictive capacity based on endogenous vari-
ables. The Q2 coefficients show that the exogenous variables have
predictive capacity, as these coefficients are greater than 0 (Hair
et al., 2014). The R2 coefficient was used to measure the predictive
accuracy of the models. Values close to 0.5 indicate that attitude
towards the sponsor and gambling intention have a moderate
capacity (Hair et al., 2014), while the effect size of the variables is
generally close to medium. Finally, by studying the standardized
root mean square residual coefficient (SRMR, Hu and Bentler,
1999), the model was estimated to be a good fit (Henseler et al.,
2016). In conclusion, the model explained more than 50% of the
variability in the dependent variables (attitude and behavior
towards gambling).

Regarding the significance of the hypotheses of the full model,
five hypotheses were not supported: attitude towards the sponsor
does not influence attitude towards gambling and consumption
intention (gambling or product purchase), and perceived
congruence does not influence attitude towards gambling or
intention to gamble. Finally, although articulation does not
directly influence attitude towards the sponsor, a significant
indirect effect was found through congruence (β= 0.069,
p < 0.05).

Multi-group analysis. Before answering the research question
about the differences between congruent sponsors and CGPs, it is
convenient to implement the MICOM procedure, which exam-
ines the differences between congruent sponsors and CGPs:
“whether or not, under different conditions of observing and
studying phenomena, measurement operations yield measures of
the same attribute” (Horn and McArdle, 1992, p. 117). Following
the recommendations of Henseler et al. (2016) and Matthews
(2017), we ran the MICOM procedure using the permutation test
(1000 permutations; stop criterion= 7) and tested the composi-
tional invariance (original correlations were more significant than
the 5.00% quantile correlations) and composite equality (mean
original difference and variance original difference falls between
the 2.5% and 97.5% boundaries). The results indicated that full
measurement invariance was established (Table 6), and the
composites had equal mean values and variances across groups
(Henseler et al., 2016; Schlägel and Sarstedt, 2016). This result
allowed us to compare the standardized coefficients of the
structural models across groups.

Table 3 Evaluation of the measurement model: CR—composite reliability.

Construct Cronbach’s alpha Rho_A CR AVE Factorial loads

Attitude towards bet 0.874 0.886 0.922 0.798 0.883−0.913***

Attitude towards sponsor 0.896 0.899 0.928 0.762 0.840−0.886***

Bet Intention 0.96 0.961 0.974 0.926 0.958−0.966***

Congruence 0.915 0.916 0.946 0.855 0.911−0.934***

Sponsor sincerity 0.869 0.874 0.911 0.719 0.807−0.891***

AVE—extracted variance.
***p < 0.001.

Table 4 Construct reliability and validity.

Construct 1 2 3 4 5

1. Attitude
towards bet

0.904 0.262 0.685 0.17 0.375

2. Attitude
towards sponsor

0.235 0.887 0.268 0.647 0.764

3. Bet Intention 0.638 0.252 0.966 0.214 0.432
4. Congruence 0.155 0.597 0.203 0.938 0.54
5. Sponsor
sincerity

0.328 0.684 0.387 0.491 0.835

The diagonal values show the square root of the AVE. The lower diagonal values are
interconstruct correlation, and the upper- diagonal values are the heterotrait-monotrait ratio of
correlation.

Table 5 Assessment of the structural model
(bootstrapping= 5000).

Relationship-construct Path R2 f2 Q2 SRMR

H1a: AttGamb→GambInt 0.545*** 0.439
H1b: AttGamb→GambBeh 0.231*** 0.073
H2: GambInt→GambBeh 0.570*** 0.444
H3a: AttSpo→AttGamb −0.036 0.001
H3b: AttSpo→GambInt −0.06 0.002
H4a:
Congruence→AttSpo

0.36*** 0.234

H4b:
Congruence→ Sincerity

0.485*** 0.308

H4c:
Congruence→AttGamb

−0.045 0.001

H4d: Congruence→ BetInt 0.064 0.004
H5a: Sincerity→AttSpo 0.516*** 0.480
H5b: Sincerity→AttGamb 0.369*** 0.079
H5c: Sincerity→GambInt 0.193*** 0.029
H6: Articulation→ Fit 0.113*** 0.013
H6b: Articulation→AttSpo 0.048 0.005
AttSponsor 0.576 0.404
AttGamb 0.107 0.079
GambInt 0.396 0.363
Sincerity 0.236 0.158
Congruence 0.013 0.011
GambBeh 0.536 0.525
Common factor model 0.036

***p < 0.001.
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The results of the multi-group analysis yielded five significant
differences between subjects exposed to the congruent sponsor
poster and the CGPs sponsor poster (Table 7). Figure 2
summarizes the supported and unsupported hypotheses for each
group. The attitude towards the sponsor significantly influences
the intention to bet in the group of subjects who were exposed to
the poster with the sponsor CGPs but not in the group with the
congruent sponsor; the intention to bet is only significant in the
CGP sponsor group; congruence exerts a greater influence on
sincerity in the CGP sponsor group than in the congruent group,
and sincerity has a positive and significant influence on the
attitude towards gambling and towards the intention of betting in
the CGP sponsor group but not in the congruent group. A
superficial analysis might reflect that exposure to gambling-based
stimuli influences attitudes, congruence, and sincerity, ultimately
influencing intentions. However, there were no differences in
gambling behavior between the groups. It seems that subjects

develop a greater preference for the brand, but this does not result
in further positive attitude towards gambling.

Discussion
Sports can be a compelling communication medium to transmit
ideas due to its emotional and social characteristics. In recent
years, CGPs have used these vehicles to promote betting services.
Although sports entities are, in many cases, dependent on
funding from CGPs through sponsorship, it is necessary to
examine the potential harm these activities can cause to fans. This
research responds to the need to investigate how sponsorship by
CGPs influences fan behavior and response, thus finding a gap in
the literature that many authors point to, but still needs to be
filled (Nyemcsok et al., 2018; Russell et al., 2019).

This study aimed to analyze how the sponsorship effect might
influence sports fans’ behavior and response by studying

Table 6 MICOM results of the theoretical model (5000 permutations, significance level 0.05, two-tailed).

Composite Correlation c 95% confidence
interval

Compositional
invariance

AttGamb 1.000 [0.999;0.998] Yes
AttSponsor 1.000 [0.998; 1.000] Yes
GambInt 1.000 [0.999; 1.000] Yes
Congruence 1.000 [0.999; 1.000] Yes
GambBeh 1.000 [0.998; 1.000] Yes
Sincerity 0.999 [1.000;0.999] Yes

Composite Difference of the composite’s
mean value (=0)

95% confidence
interval

Equal
mean values

AttGamb 0.033 [−0.218;0.230] Yes
AttSponsor −0.320 [−0.220;0.233] Yes
GambInt −0.083 [−0.230;0.224] Yes
Congruence −235 [−0.225;0.225] Yes
GambBeh −0.285 [−0.235;0.235] Yes
Sincerity −0.270 [−0.228;0.228] Yes

Composite Logarithm of composite’s
variances ratio (=0)

95% confidence
interval

Equal variances

AttGamb 0.768 [−0.226;0.235] Yes
AttSponsor −0.006 [−0.285;0.309] Yes
GambInt 0.476 [−0.219;0.244] Yes
Congruence 0.042 [−0.260;0.280] Yes
GambBeh 0.016 [−0.231;0.256] Yes
Sincerity 0.022 [−0.286;0.299] Yes

Table 7 Multi-group analysis.

Hypothesis Path analysis Congruence CGP sponsor lΔl 1-2 path coeff.

H1a: AttGamb→GambInt 0.545*** 0.496*** 0.482*** 0.014
H1b: AttGamb→GamBeh 0.231*** 0.202*** 0.227*** 0.025
H2: GambInt→GamBeh 0.570*** 0.547*** 0.582*** 0.035
H3a: AttSpo→AttGamb −0.036 0.007 0.244*** 0.237**

H3b: AttSpo→GambInt −0.061 −0.161 0.188** 0.349**

H4a: Congruence→AttSpo 0.361*** 0.414*** 0.382*** 0.032
H4b: Congruence→Sincerity 0.485*** 0.235*** 0.551*** 0.316***

H4c: Congruence→AttGamb −0.045 −0.015 −0.106 0.091
H4d: Congruence→BetInt 0.064 −0.123 −0.039 0.084
H5a: Sincerity→AttSpo 0.516*** 0.431*** 0.531*** 0.100
H5b: Sincerity→AttGamb 0.369*** 0.025 0.298*** 0.273***

H5c: Sincerity→GambInt 0.193*** 0.126 0.354*** 0.228**

H6a: Articulation→Congruency 0.113*** 0.072 0.088 0.161
H6b: Articulation→AttSpo 0.048 0.085 0.078 0.006

***p < 0.001, **p < 0.05.
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Fig. 2 The full theoretical model is at the top, in the middle part of the image, the model for the congruent sponsor, and at the bottom the model for
the CGP sponsor. Note: The solid lines represent the supported hypotheses, and the dashed lines represent the unsupported hypotheses.
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articulation, congruence, perceived sincerity, and attitude towards
the sponsor as a function of the type of sponsor to which the
subjects were exposed.

The results for the full models H1a, H1b, and H2 are consistent
with those of Derevensky et al. (2010) and Leng et al. (2021). It was
found that the effect of sponsorship by CGPs in both groups by
CGPs does not increase the influence of attitude towards behavioral
variables. That is, individuals exposed to advertising by CGPs do not
increase their attitudes towards gambling or gambling behavior.

Attitude towards the sponsor (H3a and H3b) did not influence
attitudes towards gambling or consumption intention when the
analysis was performed in both groups. However, the multi-group
analysis revealed significant differences, indicating that the hypoth-
eses of the group exposed to the CGP sponsor are significant. This
information is relevant to bookmakers and public institutions. CGPs
implementing sponsorship actions manage to relate the sponsoring
brand with the intention to bet. This result is consistent with the
theory of image transmission (Grohs and Reisinger, 2005; Alonso
Dos Santos et al., 2018). Sponsors increase their attitude towards the
brand by sponsoring the sporting event, which ultimately influences
a higher consumption intention. This result shows the potential risk
of mass commercial communication by CGPs, which coincides with
previous results (Deans et al., 2017; Nyemcsok et al., 2018).

Perceived congruence influences attitudes towards the sponsor
(H4a) and perceived sincerity (H4b). These results align with those
of previous research in this area (Mazodier and Quester, 2014; Roy,
2010). The influence of congruence on sponsor works regardless of
the sponsor type (Alonso Dos Santos et al., 2019). Perceived con-
gruence does not influence attitudes towards gambling or the
intention to gamble (H4c and H4d). However, there was an indirect
influence of perceived sincerity (β= 0.093, p < 0.01). Therefore, this
would be an exciting strategy for CGPs to sponsor functionally
congruent events (where betting is allowed). However, the excessive
participation of CGPs in sporting events normalizes the sporting
event-betting relationship (Hing et al., 2017).

Regarding Hypothesis H5a, in both groups, perceived sincerity
influenced attitude towards the sponsor. These results are con-
sistent with those of Speed and Thompson (2000) and Ko et al.
(2017). The influence of sincerity on attitude is more effective
when sponsors and properties have a higher degree of congruence
(Roy, 2011), thus supporting the need for brands to continue
sponsoring sporting events. Hypotheses H5b and H5c were
supported only for the CGPs sponsor group. Subjects exposed to
sponsorships by CGPs sponsors increased their attitude towards
gambling and their intention to gamble. These results have
important implications because they support previous research,
which found that exposure to advertisements increases the desire
to gamble among problem-, moderate-, and low-risk gamblers
(Hing et al., 2015; Lole et al., 2019).

Articulation did not improve perceived fit (H6a) and did not
directly influence the attitude towards the sponsor (H6b); a sig-
nificant indirect effect was found through congruence (β= 0.069,
p < 0.05). Articulation had no significant effect on congruence or
attitude towards the sponsor when both groups were analyzed
separately. The results agree with those of Alonso Dos Santos et al.
(2021): articulation did not influence congruence. The commercial
effect of articulation may be the cause of this relationship; neither the
influence on congruence (Kang and Matsuoka, 2020) nor the
influence on attitude (Na and Kim, 2013) is supported. Therefore, in
commercial contexts, articulation does not influence sponsorship
success regarding the variables analyzed.

In conclusion, this study found that sponsor CGPs can influ-
ence fans’ playing behavior through attitudes towards the spon-
sor, congruence, and perceived sicenrity. We found significant
differences concerning congruent sponsors, suggesting that this
type of sponsor could encourage sports betting. The elimination

of CGPs sponsorship is complex because of the significant
funding provided by the CGPs. Sports clubs should also consider
the potential contradiction between their values and behaviors
that this type of sponsorship could encourage.

Theoretical and practical implications. This study makes rele-
vant theoretical and practical contributions. Regarding theore-
tical contributions, we contribute to the image transmission
theory (Grohs and Reisinger, 2005) by showing that the attitude
towards the CGP sponsor is transmitted towards behavioral
variables. That is, image transmission theory is also applicable to
this category of sponsors. Additionally, we show that congruence
theory (Madrigal and King, 2017) applies to both types of
sponsors. Finally, we found no differences in articulation
between the groups. Articulation does not improve perceived
congruence or attitude towards the sponsor. This finding is
consistent with Na and Kim (2013), who counter the academic
trend by asserting that articulation does not influence attitude
towards the sponsor.

Regarding the practical implications for sponsors, these
companies should look for alternative forms of activation, since
articulation does not work. The activation strategy through
advertising used by some CGPs during breaks in sporting events
increases perceived congruence (Dreisbach et al., 2021). Non-
CGP sponsors should continue to support events congruent with
sponsor brands. Sincerity can be improved by supporting
grassroots events that are commercially visible, such as tourna-
ments for promising young players. Although our results show
that exposure to CGP sponsorship is correlated with increased
intention to gamble, further research on fan behavior is necessary
before implementing a regulation that would eliminate CGP
sponsorship. Sports organizations receive an essential source of
revenue from these sponsorships.

Limitations and future lines of research. The conclusions of this
research should be externalized with caution because of the
context and culture in which the analysis was conducted. It is
important to note that this research analyzed commercial
articulation but not social or non-commercial articulation. As
suggested by Na and Kim (2013), different articulation formats
could change the results. The type of sponsor and CGPs chosen
could influence the experiment’s outcome, depending on the
context in which the research was conducted. Manipulation
control should be performed in all contexts. Future research
could include a more complex experimental format to compare
different types of articulation and their influence on behavior.
Additionally, it is necessary to include neurophysiological mea-
sures to contrast the degree of visual attention received by the
articulation text. This could help to understand the degree of
influence on behavior through attention.

Data availability
The datasets generated and/or analyzed during the current study
are available from the corresponding author upon reasonable
request.
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