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Anomauia. Mema cmammi nonsizac y cucmemamusayii meopemuyHux mMexaunizmie opmysanus emoyiiHo2o
363Ky Midic cnooicusauem i cnopmueHuM OpeHooM ma 6U3HAYEHHI YNPAGLIHCOKUX IMANIKAYill Yybo2o ernomeny.
Memoouxa 00cnioxycenHs iHme2pye CUCMEMAMUYHULL 02510 JIMepamypu, KpUMuYHUL aHAli3 KOHYEnmyaibHux
PpeiimeopKie ma KOMNApamuGHULl CUHMe3 MeopemuyHUX noaodcensb. Pesynsmamu 3aceiouyiomo, wo emoyitinuil
38'30K € ba2amopieHesuUM NCUXON02IUHUM KOHCIMPYKIMOM, AKUL QOPMYEMbCS Yepe3 MexaHizmu coyidnbHoi ioenmu-
Qixayii ma poswupennus self-concept. Tpackmopis Psychological Continuum Model naoae pamky 0ns oughepenyia-
yii Mapremunez08ux nioxo0ie 3a ceecmenmamu gooniganvruxie. Ipakmuuna 3nauywicme 6U3HAUAEMbCA POPMYBAH-
HAM OUpepenyitiosanoco MapKemuHe08020 IHCMPYMEHMapiro 6i0N08IOHO 00 PIGHIE NCUXOLOSIYHO20 KOHMUHYYMY.

Knruosi cnoea: cnopmusnuil mapxemune; eMoyiinull 36’130k, an-ioenmu@ikayis, OpeHO-108TbHICMb, CNO-

JHCUBYUA NOBEOTHKA, CNOPIMUBHULL OPEHO; COYIANbHA I0eHMUYHICIb, MAPKEMUHE08] KOMYHIKAYi.

IocTranoBka mMpo0/ieMH B 3arajibHOMY BHIVISITI
Ta 3B'A30K i3 HAWBaKJIMBIIIMMH HAYKOBMMH YU
NpPaKTHYHUMHA 3aBaaHHsAMH. CIOpTHBHI OpeHau
3aliMaloTh crenugiuHy HIilly y MapKeTHHTOBOMY
nanamadTi: BOHM 34aTHI (opMmyBaTH piBeHb Ipu-
XMJIBHOCT] aynuTOpii, HEAOCSKHUN ISl TepeBayKHOI
OLIBLIOCTI CIIOKMBYMX OpeHziB. BOomiBaIbHUK MOXKe
pokamMu 30epiraTu BiIJaHiCTh KIyOy TONpH Xpo-
HIYHI CHIOPTHBHI HEBJa4i, HETIOIMYISIPHi YIIPABIiHCHKI
PpIllIEHHsI Y¥ MiBUILEHHS I[iH HA KBUTKHU — TIOBE/IIHKA,
MPaKTHIHO HEMOXJIMBA y 3BUYAHOMY CIIOKUBAIlb-
KoMy KoHTekcTi. Lleii ¢eHOMEeH BM3HaUaeThCA Kare-
TOpi€r0 eMoIliifHoro 3B's3Ky (emotional attachment,
brand identification) — IICHXOJIOTTYHOTO CTaHY, 32 SIKOTO
OpeHA IHTETPYEThCS Y CTPYKTYPY 1IEHTHYHOCTI CIO-
JKuBada Ta HaOyBa€ OCOOMCTICHOTO CEHCY, IO BHXO-
JITH JTAJICKO 33 MEXIi TPaH3aKIiHHUX BiTHOCHH.

[Tonpy mmpoke MpaKTHYHE BU3HAHHSA EMOIIIHHOTO
3B'AI3KY SIK KOHKYPEHTHOI IepeBark CIIOPTHBHUX Opra-
Hi3amid, HOro TeopeTWuHi MexaHi3MH (HOpMyBaHHS
Ta YMPaBIiHCHKI IMITIiKamii CHCTeMaTn30BaHI HEIo-
CTaTHBO. 3Ha4yHa YacTHHA MApPKETUHIOBHX pillleHb
y rany3i CIUpaeThes Ha iHTYinito abo 3amo3wdeHi 3
HECHOBIJIHUX KOHTEKCTIB MiJIXOAH, IO MPU3BOIUTH
70 KOMYHIKAIliHHUX CTpaTeriid, He3AaTHUX BPaXOBY-
BaTH TTMOWHHY MpHpoAy (paHaTchkoi TosTbHOCTI. Lle
3YMOBJIIO€ aKTYaJIbHICTh CHCTEMHOTO JOCIiIKESHHS
MexaHi3MiB pOpMyBaHHs €MOIIHHOTO 3B'SI3Ky SIK Map-
KETUHTOBOTO aKTHBY CIIOPTUBHOTO OpeHTY.

AHaJi3 ocTaHHIX 10caiTxeHsb i myOmikamiii. Teo-
PETUYHMM MIATPYHTSAM JOCHTIHKEHHS CITYTYIOTh KiJTbKa
koHIlenTyatpHux miactiB. R. W. Belk oGrpyHTtyBas,
10 CTIOKHMBYI 00'€KTH 3[IaTHI CTaBaTH YaCTHHOIO «PO3-

© J1. C. bobp, 2026

CraTTs IOMHKPIOETHCS Ha yMOBax Jinensii Bigkpuroro gocrymy (CC BY 4.0)

MpeHoro f1» iHauBiNA, BUKOHYIOUHM CHMBOJIYHY Ta
CceHTUMeHTaNbHy (QyHKito [1]. Lleit BUCHOBOK 3aKiaB
OCHOBY JJIsl PO3YMiHHSI TOTO, YOMY NPHXHUJIBHICTB JI0
CIIOPTHBHOTO KITyOy HaOyBa€ XapakTepy 0COOMCTICHOT
IZICHTUYHOCTI, & HE JIUIIE YIOA00aHHS.

Mexanizm comianbHOI imeHTH(]IKamii cHcTeMa-
tuzyBanu H. Tajfel ta J. C. Turner y pamkax Social
Identity Theory: npuHanexHicts A0 Tpynu € QyHIa-
MEHTAIILHOIO TICHXOJIOTIYHOK TMOTpedoro, a Crop-
THBHA KOMaHJIa — 1IeaTbHUM 00'€KTOM TPYTIOBOI 1/1eH-
TudiKamii 3aBAIKH YITKOMY PO3MOALTY Ha «CBOIX» 1
«UY)XUX», BUAOBHILIHUM MIKIPYIIOBUM 3MaraHHsIM
Ta CHMBOJIIYHIM SICHOCTI TIepeMoru i mopasku [2].
D. L. Wann ta N. R. Branscombe onepatioHasnizyBaiu
el TeOpeTWIHHMA KOHCTPYKT depe3 Sport Spectator
Identification Scale (SSIS), eMmipuuHO MiATBEPIUBILIHA
3B'SI30K MK TIIMOWHOIO imeHTH(IKaI]l Ta MOBEIiHKO-
BOIO JIOSLTBHICTIO [3].

Craniliny npupony (opMyBaHHS 3B'A3KYy OITH-
camu D. C. Funk ta J. D. James y Psychological
Continuum Model (PCM): Tpaekropist Bij moBep-
X0BOi o0Oi3HaHocTi mo Bimmanocti (allegiance), me
OpeH/| CTae YaCTUHOKO 1IEHTHYHOCTI HE3aJIEXKHO BiJl
MMOTOYHHUX CHOPTUBHUX pe3ynbrariB [4]. CydacHi
JOCTIKEHHSI PO3IMINPIOIOTh KOHIENT y HAaNpsSMKY
¢an-3amygenocti: M. Yoshida et al. po3pobumu
TPUBHUMIpHY MOJEIb, MO (IKCYe 3ay4eHiCTh Yepes3
KOTHITUBHUM, aeKTUBHUN Ta IMOBENIHKOBUIA BUMIpH
[5]. J. M. Gladden Ta D. C. Funk cucremaru3sysaiu
aHTeneneHTn OpeHA-KaliTady KOMaHAHOTO CIIOPTY,
MiITBEPAUBINH, IO CIIAIITMHA Ta TPaauilii 30epira-
I0Th CTaTHCTHYHY 3HAYYLIICTh HAaBITH 3a BiCYTHOCTI
nmorounux nepemor [6]. H. H. Bauer et al. Ha marepi-
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am kiry0iB ByHneciiru BctaHOBHIH, IO iAeHTH(IKA-
uist haHiB i3 OpeHAOM € HaBaroMilIuM IPEIUKTOPOM
nostmeHOCTI (B=0,67, R*=0,72) [7]. He3Baxkarouu Ha
PO3BHHEHY TEOpEeTHYHy ©0asy, yIpaBlliHCbKa CHC-
TeMaTH3alisg MeXaHi3MiB (opMyBaHHS €MOLIHHOTO
3B'SI3KY Ta IXHs NPOEKLisd Ha MAPKETUHIOBY IIPAKTUKY
CIOPTUBHMX OpraHi3amii 3aJHIIaeThCsl HEAOCTaTHBO
PO3pobICHOTO.

dopMyBaHHsI Wijneil cTarTi (MOCTAHOBKA 3aB-
AaHHs1). MeTolo CTaTTi € cucTeMaru3alisi TeopeTHd-
HUX MEXaHi3MiB (OpPMYBaHHS E€MOLIHHOIO 3B'S3KY
MDK CIIO)KHMBa4e€M 1 CIIOPTHBHMM OpEHIIOM, XapakTe-
pucTHKa Horo creuugpika y CIIOPTUBHOMY KOHTEKCTI
Ta OOIPYHTYBAaHHS YNPABIIHCHKHUX IMILTIKAIIH s
MapKETHHIOBOI MPAKTHKU CIHOPTHUBHUX OpraHi3amii.
st OCATHEHHS! METH BUPIIIYIOTHCS Taki 3aBIaHHsL:
(1) oxapakrepuszyBaru TeopeTHUHi 3acamu (opmy-
BaHHS E€MOLIIHOTO 3B'A3KY y KOHTEKCTI IICHXOJOTil
cnoxuBaya; (2) po3KpuTH crenudiuHi MexXaHi3MH
izeHTUdiKaLil y ciopTUBHOMY cepenoBuili; (3) Bus-
BUTH CTalliliHy TPA€KTOPilO JOSUILHOCTI Ta il ympas-
JHCBKI HacHigKy; (4) cHCTeMaTn3yBaTH MapKEeTHHIOBI
THCTpyMEHTH POOOTH 3 €MOLIMHUM 3B'SI3KOM Ha Pi3-
HUX PIBHSX 3aly4eHOCTi ayauTopii. MeTomoioriuny
OCHOBY CTaHOBJISITH CHCTEMAaTMYHHH OIS JiTepa-
TYpU, KPUTUYHUH aHaji3 KOHLENTYaJIbHUX MiAXOMIB
Ta CHHTE3 TEOPETHYHUX TTOJIOKEHb.

Bukian ocHOBHOro Martepianay HOCTiTKeHHsST 3
NMOBHUM OOIPYHTYBAHHSIM OTPUMAHHMX HAYKOBHUX
pe3yabTartiB. EMouiiiHUi 3B'I30K Y MapKeTHHIOBIiH
Teopii pO3IIANAETHCS K ICUXOIOTYHHIA CTaH, 32 IKOTO
OpeHn IHTerpyeThesl y CTpYKTypy self-concept cmo-
XHBaya Ta HaOyBae ocobucTicHoro ceHcy. R. W. Belk
OOIPYHTYBaB KOHIIETIIIII0 «po3MupeHoro S»: peui,
MICIIS, BIIHOCHHH Ta OpraHi3ailii 3aTHi CTaBaTH Yac-
TUHOIO iJICHTUYHOCTI 1H/IMB1/Ia, BUKOHYIOUH (DYHKIIIFO
CHUMBOITIYHOTO IPOJIOBKEHHSI 0coomcTocTi [1]. Y criop-
TUBHOMY KOHTEKCTI 115l JIOTiKa peanizyeTbes 3 0coOnu-
BOIO IHTEHCHBHICTIO: KIIyOHa CHMBOJIiKa, Pe3yIbTaTH
KOMaH/IW Ta WIEHCTBO y (paHaTchKil crinpHOTI [15]
CTalOTh MapKepaMH OCOOMCTICHOI IIGHTUYHOCTI, a He
JIMIIE eTeMEHTaMH CIIOKUBAIbKHUX TIepeBar.

Teopernunnii MexaHi3M (OpMYBaHHSI 3B'S3KY
nosicHioeThest uepes Social Identity Theory (H. Tajfel
ta J. C. Turner): iHuBi 1 BU3HAYAIOTh ceOe uepes rpy-
TIOBY MIPUHAJIEKHICTD, 1 118 11EHTU(IKALIS € TOTYKHUM
MOTHUBATOpPOM TOBeniHkU [2]. COpTUBHA KOMaH/aa €
Maibke ieanbHUM 00'€KTOM I'pYNOBOI iIeHTU(IKAL:
YiTKUI MO Ha «CBOIX» 1 «UyXHX», pUTyalli30BaHa
KOJICKTUBHA MTOBE[IHKA, BUJIOBUIIHA ITyOIIYHICTh 3Ma-
TaHb Ta CUMBOJIIYHA SICHICTh TIEPEMOTH 1 TOPa3KK — yce
e 3a0e3neuye HaJAiHTEHCUBHHUN PiBEHb 3aJIyYEHOCTI,
MPAKTUYHO HEMOXKIIUBHN Y CTAHAAPTHHUX CIIOKUBALIb-
KHX KOHTEKCTaXx.

KittouoBoro crienugikor0 CHOPTUBHOTO OpEHIy €
JHaMivHUH Xapakrep igenTrdikaunii. R. B. Cialdini et
al. omucanu penomenn BIRGing (Basking in Reflected
Glory) Ta CORFing (Cutting Off Reflected Failure):
YCITiX KOMaHI! IHTErPYETHCA Y 0COOMCTY 1IEHTHYHICTh
(«MH TIepeMorIn»), TOl SK MOpa3Ka JUCTAHIIIOETHCS
(«Bonm mporpanm») [8]. Ls nuHamika MPUHIKTIOBO
BijIpi3HsE (haH-1ACHTU(IKALIIO BiJl JOSUILHOCTI JIO CITO-
JKMBYOTO OpeHIy: BOOMIBAaNIbHUK aKTUBHO YIIPABISIE
BJIACHOI0 TPYIIOBOIO TMPHHAJICKHICTIO 3aJICKHO BiJl
00CTaBHH, IO YCKIIIHIOE TIPOTHO3yBaHHS MTOBEAIHKHY,
ane BOAHOYAC BiAKpHBaE crielu(ivHi MapKeTHHTOBI
MOXKJIMBOCTI — 30KpeMa, MOCHJICHHSI KOMYHIKaI[iifHO{
AKTUBHOCTI y TIKOBI MOMEHTH TIEPEMOT.

CraniitHa TpaexTopist GOpMyBaHHS 3B'SI3KYy CHUCTe-
maruzopana D. C. Funk ta J. D. James y Psychological
Continuum Model (PCM), sika onucye 40TUpH piBHI:
o0i3HaHicTh (Awareness), 3axoruieHHs (Attraction),
3aimydeHicTh (Attachment) Ta Bigmanicts (Allegiance)
[4]. puHIMIOBO BaXXJIUBUM € T€, IO HAa PIBHI
Allegiance MPUXUIBHICTH CTA€ HEUYTIHBOO 10 KOJIH-
BaHb CIIOPTUBHHUX PE3YJbTaTiB: OpeHI € YacTHHOIO
IZICHTUYHOCTI HE3aJIKHO BiJ] IOTOYHOTO YCIIiXY.
G. T. Trail, D. F. Anderson Ta J. S. Fink yrounuy,
o 00'eKTH iieHTHdIKALlil Y CHOPTHBHOMY KOHTEKCTI
€ MHOXKMHHUMHU: (aHU MOXYTh 1IeHTH]IKyBaTHUCS 3
KOMaH/IOI0, OKPEMUMH TPaBLSIMH, TPEHEPOM, JUCIIH-
IUIIHOIO a00 JIOKAIbHOIO CHiabHOTOIO [9] [15] — mo
MOSICHIOE CTIHKICTh JIOSJIBHOCTI HaBiTh y KiIyOax i3
HeCTaOIbHUM CKIIAJIOM.

Tabmums 1
XapakTepucTHKA PiBHIB NCUXO0JIOTIYHOT0 KOHTUHHYYMY (haH-JT10SIJILHOCTI
PiBenn . . ..
PCM XapaKTepuCTHKA MOBEXiHKH JpaiiBepu nepexony MapkeTHHIOBi iHCTpyMeHTH
Awareness [MacuBHe cipuitHATTS iHPOpMaIii | Menmia-eKCIO3uIlis, JOCTYIHICTh | MacoBi koMyHikaiii, SMM,
po OpeHp KOHTCHTY PR-aktuBHOCTI
Attraction ®dopMyBaHHS TO3UTUBHOTO [epmmit nOCBiA CLIOKUBAHHS, ITpomo-axuii, mpoOHi
CTaBJICHHsI, €Mi30JMYHA B3aEMOJIisl | eMOLIHHUH pe30HaHC IPOMO3HLLii, IBEHTH
. oy . . L [Iporpamu J0SITBHOCTI,
Perynspna B3aemonis, emouiiauii | CorianbHa ineHTH}ikamis, .
Attachment . E€KCKIIFO3MBHUUN KOHTEHT,
3BSI30K, CHMBOJIIYHE 3HAUCHHS posmupenns self-concept L
nepcoHaJi3anis
L . CriBymipaBiiHHS,
. IaTepnamnizamis OpeHay B I'mnboxka corjiagbHa N o
Allegiance |. . L . X . . | mapTucunanis, iHcaaepChKuit
1I€HTUYHICTb, CTIMKICTB 10 HEBIAY |1JEHTHYHICTb, Y4acTh y CIUIBHOTI focTyn

IDicepeno: cucmemamuzogano asmopom Ha ocrogi [6, 12]
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BararopiBeBa cTpykTypa o00'€KTiB ineHTUI-
Kamii Mae Oe3nocepeaHi MapKeTHHIOBI IMIUTIKALIii.
HocmimkenHs (ikcyroTs iepapxito: igeHTUdiKamis
3 KOMaHJIOIO 3arajoM € HaWCTIHKIMM Ta Halmmp-
MM 00'€KTOM MPUXHIIBHOCTI, TOI SIK iJeHTU(IKaLis
3 OKpEMHMH TpaBLSIMH — OiJIbII iHTEHCHBHOIO, ajie
Bpas3nBo0 10 Kazposux 3MiH. J. H. McAlexander,
J. W. Schouten ta H. F. Koenig po3mupunu 1o
MEPCHEKTHBY, AOBIBIIM, IO LIHHICTH (QOPMYETHCA
HE JIMIIE y BiIHOCHHAX «CHOXWBad — OpeHa», a |
y TOPHU30HTAJbHUX 3B'SI3KaX MK CaMHMH WICHAMH
(banarcekoi croineHoT [15]u1 [10]. A. M. Muniz Ta
T. C. O'Guinn KoHUIENTYyali3yBajiy Lei BUMIp yepes
MOHATTA OpPeHIO0BOI CHITBHOTH SIK CTPYKTYpOBaHOL
CHCTEMH COILiIaJIbHUX BiIHOCHH i3 TPhOMa KOHCTHUTY-
TUBHMMHU MapKepaMH: CHiJbHA 1AEHTHYHICTb, PUTY-
aJTi Ta B3a€MHa MOpajibHa BiAMOBIAaNbHICTS [11].

CyuyacHi Tpancdopmanii moB'sizaHi 3 TUPOBI-
3alli€l0 Ta MOSBOI HOBUX (HOPM EMOLIMHOIO 3B'SI3KY.
M. Yoshida et al. po3poOunu TpUBHUMIpHY MOIENb
(haH-3aTy4eHOCT], 10 OXOIUIIOE KOTHITMBHMH (yBara,
iHTepec), adexTuBHMIA (€HTy3ia3M, MPUXWIBHICTD) Ta
MOBEIIHKOBUH (Y4acTh, COIliajIbHUI 00MiH) BUMipH [5].
P. Parganas, C. Anagnostopoulos ta S. Chadwick noka-
3aIH, 110 HTM(PPOBHI NPOCTIp CTaB OBHOLIIHHAM CEpe/i-
oBuIeM (OPMyBaHHSI €MOIIIHOTO 3B'SI3KY: COIaJIbHI
Mepexi J03BOJAIOTH MATPUMYBATH BiJJaHICTh OpeHIy
He3aJIeKHO BiJ (Di3MYHOI NPUCYTHOCTI Ha Maryax, II0
MPUHIMIIOBO BOKIIMBO B YMOBAX OyAb-SKUX OIlepariiii-
HUX 0OMeKeHb [12].

YnpaBmiHChKI  IMIUTIKAIIT ONMMCAHUX MEXaHi3MiB
CTPYKTYpYIOThCsI 3a piBHsIMU PCM. Ha piBHi Awareness
MapKeTHHIOBa 33/1a4a — ()OpMyBaHHS IIEPIIOTO JOCBiILY
KOHTakTy 3 OpeHgoM, 3a0e3leyeHHs MO3UTUBHOTO
MOYaTKOBOro BpakeHHA. Ha piBHi Attraction — mocu-
JICHHsI eMOIIIHUX acollialliii Yepe3 KOHTEHT, 1110 aKIICH-
Ty€ CUMBOJIYHI Ta iICHTUTapHI BUMIpU OpeHIy, a He
JWIIe CIOpPTUBHI pesynsTatd. Ha piBHi Attachment —
MiITPUMaHHS 3aJTy4e€HOCTI Yepe3 pUTyali3aliio B3ae-
Moyl (ce30HHI TpaauLii, BHYTPIIHBOCTILIFHOTHI MPaK-
THKH) Ta IEPCOHAITI30BaH] KOMYHIKaIlji.

[TpyHIMTIOBO BiIMIHHOTO TiJXOy BUMAarae piBeHb
Allegiance. D. L. Wann Ta N. R. Branscombe ewmmi-
PUYHO TMIATBEPIVIM, IO DIMOOKO iNeHTU]IKOBaHI
BOOJIBAILHUKY € 3HAYHO MEHII YyTJIMBUMHU JI0 Map-
KEeTUHTOBUX CTHMYJIB 1 OUTBII CHPUHAHSATIMBUMH 1O
ABTEHTUYHOCTI Ta Mpo3opocTti oprawizamii [3]. s
LLOTO CETMEHTY KITIOYOBHMH KOMYHIKAIIHHUMU TPHH-
LUIIAMH €: Y4acTh Y IPUHHATTI pillieHb, TOCTYII JI0 KC-
KJIFO3MBHOTO KOHTEHTY Ta BIIYYTTS NPHHAJIEKHOCTI
JI0 CIUIGHOTH, SIKa € «3CEPEAUHW», — a HEe 30BHIIIHI
pekiaMHi TioBioMiieHHs. HammipHa komepiriamizariis
KOMYHIKallii y IIbOMY CErMEHTi CIIPUIMAETHCSI SIK TIOPY-
LIEHHS! aBTEHTHYHOCTI OpeHAy 1 34aTHa CIPOBOKYBAaTH
PCaKIIit0, IPOTHIICHKHY JIOSIIBHOCTI.

BaxxnmuBuM  yrpaBIliHCBKMM BHUCHOBKOM € TaKOX
acHUMeTpist peakiii Ha KpU30Bi MO/AIT 3aIeKHO Bifl PiBHA
imentudikanii. [Mmboko izeHTH(]iKOBaHI BOONIBAIB-

HUKHA JEMOHCTPYIOTh BHIIY TOTOBHICTH «BHOauaTi»
OpeHy HeBadi Ta CKaHJIAJIM, SKIIO OpraHisailis 30e-
pirae aBTEHTHYHICTh 1 TIOBaXkae criibHOTY. Lle mif-
TBepIKyeThcsi BUcHOBKaMu H. H. Bauer et al.: inen-
TU(diKalis € CTIMKIIMM NPEAUKTOPOM JIOSITBHOCTI,
HIJK 33JI0BOJICHICTh SIKICTIO TpH 200 MapKeTHHTOBHMH
KoMyHikartisiMu [7]. OTke, IHBECTHINIT Y TONTHOICHHS
EMOIIIHOTO 3B'A3Ky € OJHOYACHO I MapKETUHIOBHM
AKTUBOM, 1 Oy(hepHUM pecypcoM Y KPHU30BHX CUTYALIisIX.

Cermenrattiist aynutopii 3a piBassmu PCM no3Bossie
Jr(epeHIIioBaTH HEe JIMIEe KOMYHIKaIliliHi cTpareri,
a U MpomyKTOBI Tpomno3uilii. s cerMeHTy HHU3bKOI
3aJIy4eHOCTI — JIEMOKPATWUYHI I[IHOBi TPOMO3HUIIii Ta
MaKcUMaJlbHEe 3HWKeHHs Oap'epiB TMepIIOro KOHTAKTY.
Jnst cepenHboi 3aydeHOCTI — EKCKITIO3UBHI HU(POBI
(opmary, KITyOHE WICHCTBO, IOCTYH JIO KOHTCHTY «3a
namrryHkammy. st siapa (Allegiance) — iHCTpyMeHTH
peanbHoi yuacTi: (haHaTchKi paau, KpayadaHAuHT KITyo-
HUX IHII[IaTHB, CKCKJIIO3UBHI 3aXOJM 3a MPHHIIUIIOM
3aKkpuTol CcriibHOTU. Taka audepeHiianis 3ade3mneuye
SIK MOHETH3ALIII0 MIUPOKOT ayTUTOPii, TaK 1 30epeskeHHs
ABTEHTUYHOCTI JIJIsl HAUI[IHHIIIIOTO CETMEHTY.

BucHoBku i3 3a3HaueHHX NpPodJeM i mepcrnek-
THBH MOAAJNBIINX A0CTIIKEHDb Y IOIAHOMY HANPSIMI.
[MpoBenennii anani3z 03BOJSIE CGHOPMYIIIOBATH TaKi
BUCHOBKH. [To-Tiepiiie, eMOLIHIIA 3B'S130K € HANUTTOTYK-
HIIIMM MapKETHHIOBUM aKTHBOM CIIOPTUBHOTO OpEH.LY,
MPUHIIMIIOBO BiJIMIHHUM BiJ] CIIOXKMBAIIbKOI JIOSUTBHOCTI
JI0 3BUYAiHUX TOBApiB: BiH (POPMYETHCS Yepe3 Mexa-
HI3MH colianbHOI ileHTHdiKaLil Ta «POo3MHPEHOro S»,
a He 4Yepes3 pallioHaIbHY OI[IHKY SIKOCTI ITPOYKTY.

[lo-mpyre, crerugika CIOPTUBHOIO KOHTEKCTY
NoJisirae 'y JUHAMIYHOMY Xapaktepi ineHTugikarii
(BIRGing/CORFing) ta cramiiiHiii TpaekTopii JIOSITH-
HocTi 32 Mozerutio PCM. List crapiliHicT Mae pHHIIN-
TIOBE YIIPaBJIiHCHbKE 3HAYEHHS: Pi3HI CErMEHTH ayAuTOPii
BUMararoTh SIKICHO BiJMiHHMX MapKETHMHTOBHX ITiJIX0-
IB, IO YHEMOXKITMBIIOE €(DEKTUBHICTh YHI(pIiKOBaHHX
KOMYHIKal[IHHAX CTpaTerii.

IMo-Tpere, Ha piBHi gApoBoOi BignaHocTi (Alle-giance)
EMOIIIIHUIA 3B'SI30K CTa€ HEYYTIMBUM JI0 CIIOPTHBHHX
pe3yNibTariB Ta KIACHYHHX MApPKETHHTOBHX CTHMY-
JB — KIFOYOBMMH YHHHUKAMH YTPUMAHHS JIOSUTBHOCTI
CTalOTh aBTEHTHYHICTB, TIPO30PICTh 1 BIMUYTTS y4yacTi y
JKUTTI CILJIBHOTH.

[Mo-yetBepte, TMGpoBi3alis PO3MHPUIA TPOCTIP
(hopMyBaHHS €MOLIITHOTO 3B'S3KY, BIJIOKPEMHUBIIN HOTO
Bil (i3MUHOI MPHUCYTHOCTI HA MaT4ax, MO0 BiIKpUBAE
HOBI MOXJIMBOCTI JUIsl po30yI0oBH TIOOANbHUX (haHart-
CBHKHX aylIUTOPid Ta MITPUMKH 3aTy4eHOCTI B yMOBAaX
orepariiHuX 00OMEKEHb.

[NepcriekTHBY MOMANBIIMX JTOCTIPKSHD TIOB'sI3aH1 3
EMITIpHYHOI0 BepUDIKaIIi€lo CTaIiiHoT MojIeNi 3airyye-
HOCTI Ha Marepialli YKpaiHCHKUX CIIOPTHBHHX OpraHi-
3a1liil Ta po3poONICHHSIM OIepallifHIX MapKETHHIOBHX
Monened JudepeHiiioBaHol poOOTH 3 (aHATCHKOO
ay[INTOPIEI0 3 YPaxXyBaHHAM CICHUDIKH BITYU3HIHOTO
IHCTHTYIIIIHOTO CepeIOBHIIIA.

143



Haykosuu gicHuk lNonmascsko2o yHisepcumemy ekoHOMIKU | mopzieni Bunyck 2(120), 2026

CIINCOK BUKOPUCTAHUX JIKEPEJI

1. Belk R. W. Possessions and the extended self. Journal of Consumer Research. 1988. Vol. 15, No. 2. P. 139-168.

2. Tajfel H., Turner J. C. An integrative theory of intergroup conflict. The Social Psychology of Intergroup Relations /
eds. W. G. Austin, S. Worchel. Monterey : Brooks-Cole, 1979. P. 33-47.

3. Wann D. L., Branscombe N. R. Sports fans: Measuring degree of identification with their team. International
Journal of Sport Psychology. 1993. Vol. 24, No. 1. P. 1-17.

4. Funk D. C., James J. D. The psychological continuum model: A conceptual framework for understanding an
individual's psychological connection to sport. Sport Management Review. 2001. Vol. 4, No. 2. P. 119-150.

5. Yoshida M., Gordon B. S., Nakazawa M., Biscaia R. Conceptualization and measurement of fan engagement.
Journal of Sport Management. 2015. Vol. 29, No. 4. P. 399-411.

6. Gladden J. M., Funk D. C. Developing an understanding of brand associations in team sport: Empirical evidence
from consumers of professional sport. Journal of Sport Management. 2002. Vol. 16, No. 1. P. 54-81.

7. Bauer H. H., Stokburger-Sauer N. E., Exler S. Brand image and fan loyalty in professional team sport. Journal of
Sport Management. 2008. Vol. 22, No. 2. P. 205-226.

8. Cialdini R. B., Borden R. J., Thorne A., Walker M. R., Freeman S., Sloan L. R. Basking in reflected glory: Three
(football) field studies. Journal of Personality and Social Psychology. 1976. Vol. 34, No. 3. P. 366-375.

9. Trail G. T., Anderson D. F., Fink J. S. Consumer satisfaction and identity theory. Sport Marketing Quarterly. 2005.
Vol. 14, No. 2. P. 98-111.

10. McAlexander J. H., Schouten J. W., Koenig H. F. Building brand community. Journal of Marketing. 2002.
Vol. 66, No. 1. P. 38-54.

11. Muniz A. M., O'Guinn T. C. Brand community. Journal of Consumer Research. 2001. Vol. 27, No. 4. P. 412-432.

12. Parganas P., Anagnostopoulos C., Chadwick S. "You'll never tweet alone': Managing sports brands through social
media. Journal of Brand Management. 2015. Vol. 22, No. 7. P. 551-568.

13. Keller K. L. Conceptualizing, measuring, and managing customer-based brand equity. Journal of Marketing.
1993. Vol. 57, No. 1. P. 1-22.

14. Aaker D. A. Managing Brand Equity: Capitalizing on the Value of a Brand Name. New York : Free Press, 1991.
299 p.

15. Heere B., James J. D. Sports teams and their communities: Examining the influence of external group identities on
team identity. Journal of Sport Management. 2007. Vol. 21, No. 3. P. 319-337.

REFERENCES

1. Belk R. W. (1988). Possessions and the extended self. Journal of Consumer Research, no. 15(2), pp. 139-168.

2. Tajfel H. & Turner J. C. (1979). An integrative theory of intergroup conflict. In W. G. Austin & S. Worchel (Eds.),
The Social Psychology of Intergroup Relations (pp. 33—47). Brooks-Cole.

3. Wann D. L. & Branscombe N. R. (1993). Sports fans: Measuring degree of identification with their team. Interna-
tional Journal of Sport Psychology, no. 24(1), pp. 1-17.

4. Funk D. C. & James J. D. (2001). The psychological continuum model: A conceptual framework for understanding
an individual's psychological connection to sport. Sport Management Review, no. 4(2), pp. 119-150.

5. Yoshida M., Gordon B. S., Nakazawa M. & Biscaia R. (2015). Conceptualization and measurement of fan engage-
ment. Journal of Sport Management, no. 29(4), pp. 399-411.

6. Gladden J. M. & Funk D. C. (2002). Developing an understanding of brand associations in team sport: Empirical
evidence from consumers of professional sport. Journal of Sport Management, no. 16(1), pp. 54-81.

7. Bauer H. H., Stokburger-Sauer N. E. & Exler S. (2008). Brand image and fan loyalty in professional team sport.
Journal of Sport Management, no. 22(2), pp. 205-226.

8. Cialdini R. B., Borden R. J., Thorne A., Walker M. R., Freeman S. & Sloan L. R. (1976). Basking in reflected glory:
Three (football) field studies. Journal of Personality and Social Psychology, no. 34(3), pp. 366-375.

9. Trail G. T., Anderson D. F. & Fink J. S. (2005). Consumer satisfaction and identity theory. Sport Marketing Quar-
terly, no. 14(2), pp. 98—111.

10. McAlexander J. H., Schouten J. W. & Koenig H. F. (2002). Building brand community. Journal of Marketing,
no. 66(1), pp. 38-54.

11. Muniz, A. M., & O'Guinn, T. C. (2001). Brand community. Journal of Consumer Research, no. 27(4), pp. 412—-432.

12. Parganas P., Anagnostopoulos C. & Chadwick S. (2015). "You'll never tweet alone': Managing sports brands
through social media. Journal of Brand Management, no. 22(7), pp. 551-568.

13. Keller K. L. (1993). Conceptualizing, measuring, and managing customer-based brand equity. Journal of Mar-
keting, no. 57(1), pp. 1-22.

14. Aaker D. A. (1991). Managing Brand Equity: Capitalizing on the Value of a Brand Name. Free Press.

15. Heere B. & James J. D. (2007). Sports teams and their communities: Examining the influence of external group
identities on team identity. Journal of Sport Management, no. 21(3), pp. 319-337.

144



Haykosuu sicHuk llonmascbko2o yHigepcumemy eKoOHOMIKU i mopzieni ISSN 2409-6873

Denys Bobr, State University of Trade and Economics, Emotional attachment as a marketing asset of a sports
brand: formation mechanisms and managerial implications.

Annotation. The purpose. The article investigates emotional attachment as a key marketing asset of sports
brands, examining the theoretical mechanisms of its formation and deriving managerial implications for the mar-
keting practice of sports organisations. The relevance of the study is driven by the observable phenomenon of
fan loyalty that persists despite prolonged sporting failures, unpopular management decisions or increased ticket
prices — behaviour virtually absent in conventional consumer markets, yet common in sports. Despite its practi-
cal significance, the theoretical underpinnings of emotional attachment as a manageable marketing asset remain
insufficiently systematised in academic literature. The research methodology integrates a systematic literature
review, critical analysis of conceptual frameworks, and comparative synthesis of theoretical propositions. The study
draws on three theoretical pillars: the extended self concept, Social Identity Theory , and the Psychological Con-
tinuum Model of fan loyalty. Findings. The results demonstrate that emotional attachment is a multilevel psycho-
logical construct formed through mechanisms of social identification and self-extension. The BIRGing/CORFing
dynamic distinguishes sports fan identification from standard consumer loyalty: fans actively manage their group
membership depending on team performance, creating specific communication windows for marketing impact.
The PCM trajectory — Awareness, Attraction, Attachment, Allegiance — provides a framework for differentiating
marketing approaches by fan segment. At the Allegiance level, attachment becomes independent of sporting re-
sults and insensitive to conventional marketing stimuli; authenticity, transparency and community participation
emerge as the primary retention drivers. Multiple identification objects (team, individual players, coach, locality)
explain the resilience of fan engagement even during roster instability. The practical value of the study lies in a
differentiated marketing framework aligned with PCM levels: barrier reduction and first-experience facilitation for
low-engagement segments; exclusive digital content and membership programmes for medium engagement; and
co-governance mechanisms, insider access, and participatory initiatives for the core Allegiance segment. The study
also establishes that emotional attachment functions simultaneously as a revenue asset and a reputational buffer
during crises, confirming that investment in deepening fan attachment constitutes a long-term strategic priority for
sports organisations.

Keywords: sports marketing; emotional attachment, fan identification,; brand loyalty; consumer behaviour;
sports brand; social identity; marketing communications.
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