


–

congruence of an athlete’s expertise and trustworthiness shapes perceived authenticity, 

–

the athlete’s 

to a sequential psychological process, enhancing consumers’ anticipated social identity, which 

„

”

–



“Compreender as respostas dos consumidores aos endossos de atletas: o impacto da 

autenticidade percebida na identidade, emoção e comportamento de compra”







–

–

–

’

–









“

”

consumers’

of the four elements determines the strength of a brand’s 

that a high degree of congruence between the athlete endorser’s image and the product or brand 



–

–

–

–

partnerships and how this perception influences the consumer’s behavior and psychology



consumers’ –sports brand partnership’s genuineness.

–

testing, and comparing the results’ implications against the established literature to answer the 





“rogue” athlete 

consumers’

’ psychological journey from their initial perception to their final decision. Starting 

idol’s 

’



–

consumer’s

, capturing the idol’s sincerity

. In sports endorsements, expertise serves to validate the idol’s 

If the idol’s expertise does not align with the product (e.g., a tennis player 



’

endorser’s 

elatability, capturing the idol’s sincerity and character.

consumer’s

positively correlated with consumers’ trust perceptions. These overlapping aspects point out 

), the consumer’s initial 

the endorser’s perceived credibility and 

commercial success, literature has already begun to focus on the consumer’s identification with 

–

ongruence of the sports idol’s 

positively influences the consumer’s 



–

– –



a consumer’s

the consumer’s



–

, presenting the opportunity of forming consumers’ self

that an individual’s intention to engage in a specific behavior depends on 



behavior. It is most compatible with Bandura’s concept of perceived self



ongruence of the sports idol’s 

the consumer’s 



–



fit by ignoring Jordan’s status and mentioning him marketing Nike’s new non

partnership with Nike. Although Jordan’s preferred shoe brand was 

interviews that he rarely wears Nike’s newer releases, preferring 



•

•

•

•

“

” “

” “

” “I think that Nike’s products align well with 

Michael Jordan’s personal and professional identity” 



•

“I currently participate competitively or train 

frequently (e.g., 3+ times per week)” “I regularly engage in fitness activities (e.g., 1

times per week)” “I rarely or never participate in sports/fitness activities” “Prefer 

not to say”

participants’ feedback, several items were rephrased for improved comprehension, and the 



→



•

•

•





through a serial “PROCESS” 



experimental manipulation distinguishing the “high authenticity” ( cenario A) and “low

authenticity” (

– ’s

–



•

•



• –

• –

• –

• –

• –





evaluated using Cronbach’s alpha. Because the questionnaire included parallel item sets for 

Cronbach’s Alpha

alpha ≥ .70 for exploratory work and alpha ≥ .80 

•



•

–

•

study’s

• Standardized coefficient: β = 0.78

•

’s properties of expertise and trustworthiness 



SIT, authentic partnerships are expected to enhance consumers’ sense of 

• Standardized coefficient: β = 0.

•

• Standardized coefficient: β = 0.

•

’ emotional evaluation



• Standardized coefficient: β = 0.395

•

•

•

•

These results confirm that the partnership’s psychological impact flows through sequential 



[−.0907, .2367]

[−.0535, .1451]

[−.0434, .1100]

[−.0302, .0866]

•

•



•
•

acceptable to excellent. Cronbach’s alpha for the Nike brand attitude scale (Q13) was Alpha = 

demonstrated reliability (Alpha range ≈ .78



relevant, with “slightly relevant” being the modal response (32.7%). 

–

Consumers’ judgements about the athlete (expertise and trustworthiness) do have 

the idol’s expertise and trustworthiness hold

–



of consumers’ evaluation and reaction to sports endorsement partnerships. 

, approving Ohanian’s (1990) argument of the two dimensions influencing how a 

β

athletes’ characteristics 





–

’s 

congruence of the sports idol’s expertise and trustworthiness.

β = .782, p < .001), 

that consumers are heavily influenced by the athlete’s congruent 

Ohanian’s

‘s

athlete’s public persona

the sports idol’s perceived expertise 



and a sports brand have on the consumer’s anticipated social identity, anticipated hedonic 

β = .660, p < .001),

consumers’ self

(β = .639, p < .001).

product or partnership aligns with consumers’ reference groups or expresses who they desire to 

(β = .395, p < .001)



The respondents’ attitudes 

ruence in the athlete’s characteristics are unlikely to lead to consumers’ identity 

consumers’ desired identity and use emotional storytelling,



–

athlete’s congruence of expertise and trustworthiness with significant psychological outcomes 



One limitation involves the survey’s sample. 



reflect the athlete’s (Jordan’s) characteristics and behavior but also 

incorporated Nike’s role in shaping the partnership, thereby influencing perceived 

congruence as a joint evaluation of both parties rather than as a function of the athlete’s 

–

–

–

–
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Although Jordan’s preferred shoe brand was Adidas, he later signed with Nike since their 

Nike’s newer releases, preferring simpler styles.
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Appendix 7: Reliability: Cronbach’s Alpha

Cronbach’s Alpha
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