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Introduction: The contribution of sport organizations to solving social issues has been acknowledged. However, little is known about 
how sport organizations can turn social issues into business opportunities as a means of creating shared value (CSV). Building on self- 
concept theory, a framework was established to examine how sport organizations can promote sport participation and simultaneously 
drive sport consumption—as a means of CSV—by enhancing consumers’ sport self-concept.
Methods: A total of 311 participants recruited from a CSV program delivered by a sport organization completed a time-lagged 
survey. Structural equation modeling was performed with Mplus 8.3 to test the framework.
Results: The results revealed that consumers’ sport self-concept was enhanced by their perceptions of sincere interest from employees 
of the sport organization, while effect of their perceptions of praising was insignificant. Sport self-concept has a positive association 
with their levels of sport participation and simultaneously influences their intention to purchase the sport organization’s products due to 
self-congruity.
Discussion: This study contributes to CSV literature by demonstrating the role of sport self-concept in CSV in a sport setting. Our 
findings suggest that sport organizations might focus on strengthening consumers’ sport self-concept to create both social and 
economic value through their CSV.
Keywords: shared value creation, sport self-concept, sport marketing, social value, economic value

Introduction
Generating positive social impact is an imperative mission of sport organizations.1,2 A sport organization is broadly 
defined as an entity that provides sport-related goods, services, and activities in the market.4 For decades, sport 
organizations – and especially professional sport teams and sportwear brands (eg, Adidas and Nike);5,6 – have actively 
engaged in corporate social responsibility (CSR) by donating money and conducting community outreach.1,7 However, 
outcomes of traditional CSR activities were not as significant as expected because of a lack of long-term strategic focus 
and connections with organizations’ core business interests.8–10 In light of the limitations of traditional CSR, scholars 
have begun to explore more strategic approaches, such as cause-related marketing,11,12 triple bottom line frameworks13 

and corporate social marketing14 to optimise sport organizations’ social performances.
Following this trend, this study extends previous literature by using the concept of creating shared value [CSV];15 to 

explore how sport organizations may create social outcomes that strategically align with their core business. CSV refers 
to corporate strategies that allow a corporation to simultaneously solve social problems in relation to its value chain and 
pursue economic benefits.9 For example, Adidas has partnered with a non-profit organization to produce and sell low-cost 
sportswear to disadvantaged communities in India;16 this partnership creates social value by providing quality, affordable 
products to people who are in need, while a positive economic outcome is achieved through market expansions.15 In 
2021, Adidas grew its profits by 53% in India.16 Beyond this example, researchers have provided additional evidence of 
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how sport organizations have benefited from adopting CSV.8,17–19 While these studies shed light on the salience of CSV, 
more research is needed to further understand how shared value can be created in the sport domain.

Some recent Research9,20,21 highlighted consumers’ role in CSV, as they are stakeholders for whom organizations 
should take responsibility,18,22 and the premise of CSV is to sustain competitiveness by generating economic benefit and 
simultaneously fulfilling unmet societal needs.15 However, the extant research addressing the effect of CSV on consumers 
tended to focus on enhancing corporate reputations.9 Thus, its findings do not answer the question of what social needs 
are met and how the fulfilled needs drive consumers’ purchase intention with a specific organization.

Given the gaps in the CSV literature, the purpose of this study is to assess what social and economic value may be 
created by sport organizations from the consumer perspective. More specifically, by investigating a CSV program 
delivered by a sport organization, we seek to understand how sport employees may encourage sport participation for 
health among consumers as a means of CSV and concurrently enable the sport organization to leverage business 
opportunities by increasing consumers’ purchase intention of their products. A conceptual framework were established 
based on self-concept theory and self-congruity theory.23,24 This framework proposes that high levels of sport self- 
concept motivate consumers’ sport participation for health, and their intention to buy products of a certain brand. In this 
sense, if consumers’ sport self-concept is influenced when interacting with employees of sport organizations, then sport 
organizations may create shared value by encouraging sport participation and simultaneously drive sales of its products 
among consumers.

Research Context
Because CSV research is still at an early stage, the research context illustrates how sport organizations may create shared 
value. This research was conducted within the specific context of the Nike Run Club in Shanghai (hereafter NRCSH). To 
support a switch in marketing focus from basketball to running sportswear, Nike launched a running-based CSV program 
in five major Chinese cities in 2014, including NRCSH3 . The NRCSH aims to inspire people to go running as part of 
a healthy lifestyle which increased the popularity of running in China.19 Employees of the NRCSH, who are certified 
coaches, offer consumers various running classes six times a week at no charge, with options for beginners to advanced 
runners (NRC, n.d.). To strengthen consumers’ positive running experiences, they created a motivational climate by 
applying autonomy-supportive behaviours,25 such as running along with participants, playing recreational games, and 
praising consumers for their performances. By participating in NRCSH classes, consumers can maintain a regular 
schedule of running, which has been found to improve people’s health and quality of life.26 Enhanced health represents 
a means of social value.15

On the other hand, the launch of the NRCSH contributes to Nike’s business interests by increasing the population of 
runners, who are also potential consumers (NRC, n.d.);19. At the same time, the NRCSH conduct various marketing 
activities to increase consumers’ image of Nike’s brand. For instance, when delivering classes, NRCSH employees – who 
are professional runners – wear Nike’s latest products. Their appearance can align the image of a professional runner with 
the brand image,27 which may imply that professional runners should wear Nike’s sportswear. Such marketing strategies 
may drive consumers’ intention to buy products from the brand.

In this example, Nike’s strategy can create social outcomes (ie, promoting sport participation) as well as economic 
outcomes (ie, expanding markets and increasing brand congruity), which is consistent with the aims of CSV.15 According 
to the China Runners Annual Report,28 the number of runners who ran at least three times a week increased by 20% in 
2021 compared to 2020. From the business perspective, people’s self-reported expenses on running shoes increased to 
$303 in 2021, and their preferences for Nike over other sport brands increased by 8.1%.28

Literature Review
Creating Shared Value
The concept of CSV is defined as

policies and operating practices that enhance the competitiveness of a company while simultaneously advancing the economic 
and social conditions in the communities in which it operates.15 [p. 66] 
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The core principle of CSV in generating social and economic outcomes has attracted attention from scholars across 
disciplines, including marketing,20,21 hospitality,29 tourism30 and sport management8,18,19. Corporations can advance 
their competitiveness by solving social problems that contribute to their business returns.15,31 There are some overlaps 
between CSV and other similar concepts, particularly CSR.32,33 However, in practice, corporations implement CSV with 
specific business philosophy, driving forces and implications that differ from CSR.9,21

Companies are not capable of solving all social problems through CSV.9,15,32 Instead, CSV proposes that companies 
should be more active and strategic in recognising unmet needs in the market and redesigning their products to fulfil 
those needs15 rather than responding to stakeholders’ pressures.10 Thus, the CSV approach consists of a series of 
activities aimed at value creation in the long run rather than a one-off activity for goodwill.9,19 Moreover, under 
a CSV approach, solving social issues is a part of business operations and should yield a direct economic return,15,33 

while CSR is often implemented through peripheral activities such as donations and volunteering that may enhance 
corporate reputation but have only indirect connections with core business.10,32 To this end, CSV activities are internally 
driven by companies seeking business returns and hence are pursued so long as they obtain substantial economic 
benefits.9 Conversely, CSR activities are often responses to external pressures that usually cease when the activities no 
longer receive positive public attention.32,33 Consequently, corporate activities following a CSV approach focus on 
outcomes that should create social and economic value simultaneously,15 while CSR activities emphasise the process of 
enhancing corporate reputations and often neglect the outcomes.10 Thus, the rationale of CSV is not to diminish the 
importance of CSR but to energise a more strategic approach that promotes the betterment of society and business.17

Creating Shared Value in Sport Organizations
While some scholars have suggested a positive relationship between sport organizations’ community support and their 
financial performance,4,7,34 CSR is sometimes ineffective in securing profitability.10,35 CSV may become an attractive 
business model for sport organizations to gain community support and competitiveness within a target market. To 
understand this dynamic, sport management scholars have begun to explore the applicability of CSV in sport 
contexts8,17–19. For example, Hill et al8 examined how a professional sport league reconceived its products and markets 
by delivering a CSV program in the UK. It achieved social value by promoting children’s sport participation for health. 
Simultaneously, by engaging in the program, children’s levels of identification with the league and its sport increased, 
which may be transferred to the league’s future markets and thus contributes to the program’s economic value.

In a multinational sport organization, Wu et al19 found that employees perceived their organization’s CSV activities in 
terms of its contribution to social, economic and sport values. Kim et al20 found that sport fans’ awareness of CSV 
programs (ie, benefits for the local community and team) implemented by their favourite teams enhance their team trust. 
As a result, sport fans reported increased willingness to attend more games in the future. Strategies for CSV may remedy 
the challenge that confronts many social programs, namely that realising social outcomes is time-consuming.7 Although 
these studies provide contextual support for investigating CSV within sport settings,8,19 what social and economic value 
a sport organization creates has not yet been examined.

Self-Concept Theory
Self-concept is defined as the thoughts, feelings, and understanding people have regarding who and what they are in 
relation to experiences with and interpretations of external contexts.23,36 Self-concept theory postulates that people frame 
their perceptions of themselves within a collection of positive experiences and knowledge.36–38 Although self-concept 
was once treated as a global construct,23 more recent literature has argued that the examination of a domain-specific self- 
concept, such as an academic or sport self-concept, is more reliable in predicting attitudes and subsequent behaviours 
related to the domain.37,39 For example, a successful athlete is likely to have a strong perception of sport self-concept;39 

hence, examining athletes’ sport self-concept is more appropriate than their global self-concept to understand their sport- 
related behaviours.

Sport self-concept refers to the formation of self-concept based on one’s sport experiences and skills.37,39 We adopted 
this definition as the current study focuses on how people’s sport self-concept and subsequent outcomes were influenced 
when interacting with employees of a sport-related CSV program. Previous research posits that sport self-concept results 
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in certain positive outcomes, such as improved sport participation, physical and mental health and social cohesion.39–41 

The overarching rationale for sport self-concept as a motivation for positive outcomes emphasises that people who 
perceive themselves positively regarding their sport experiences feel competent through their engagement in a specific 
sport.37,42,43 To maintain this positive feeling, people continue to devote efforts to enhancing their sport self-concept.39 

This study examines the influence of motivational climate because increasing autonomous motivation significantly 
affects one’s continuous participation in programs like NRCSH to which participants do not have obligations.

Self-Congruity Theory
As a sub-theory of self-concept,24,44 self-congruity theory suggests that consumers tend to purchase given products from 
organizations when they perceive similarities between the organizations’ image and their own self-concept.24,45 Aligning 
with the function of symbolic purchase,44,46 this theory postulates that when consumers perceive a considerable level of 
self-congruity, they are motivated to purchase the brand’s product as a reinforcement of their actual selves (ie, who they 
really are) or to pursue their ideal selves (ie, who they want to be); 42,45. According to Sirgy47, self-congruity is 
significant and reliable in predicting subsequent purchase intentions and behaviours because it “leads to the satisfaction 
of self-concept needs” (p. 200). The higher the level of congruity one perceives between self-concept and a brand, the 
more likely the person is to purchase the brands’ products. Hence, self-congruity was suggested as a mediator that 
explains the relationship between one’s self-concept and consumption.47

Conceptual Framework and Hypotheses Development
Promoting sport participation may serve as a “hot spot” for sport organizations to create shared value.8,19 This study 
seeks to examine what and how social and economic value may be created by a sport organization from consumers’ 
perspectives. A conceptual framework was established based on self-concept theory and self-congruity theory 
(Figure 1).23,24 According to self-concept theory, people’s domain-specific self-concept (ie, sport self-concept) is 
improved by positive experiences of participation and environmental factors, such as praise from peers.23,37 High levels 
of sport self-concept then motivate persistent sport participation, which enhances health,26,37 and therefore represents 
a means of social value. Based on self-congruity theory,24,42 a sport organization’s engagement in cultivating and 
promoting sport self-concept may drive people’s intention to purchase its products through the perceived congruence 
between consumers’ self-concept and the organization’s image.46 Within this framework, we hypothesise that sport 
organizations may create shared value by reinforcing consumers’ sport self-concept,39 which creates social value by 
promoting consumers’ sport participation and thus fosters good health15 and simultaneously creates economic value by 
stimulating sport consumption through perceived brand congruity.42

Influence of Employee’s Support on Consumer’s Sport Self-Concept
Within the current research context, NRCSH employees strengthen consumers’ positive experiences of NRCSH running 
classes by applying specific behaviours, including running with consumers, facilitating various social interactions [eg, 

Figure 1 Hypothesized model. 
Note: The circles represent latent variables. The rectangle represents observed variable.
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greeting and talking with consumers, playing games, sharing running tips) and praising and respecting consumers’ 
performance. According to Coatsworth and Conroy25, these employee behaviours function to increase people’s motiva-
tion for sport participation and are characterised as autonomy-supportive behaviours. Researchers argue that employees 
can use autonomy-supportive behaviours to facilitate consumption when interacting with consumers.48,49 These beha-
viours provide consumers with a motivational climate in which they are encouraged to express their self-concept.44,49,50 

For instance, Brown and Fry49 found that when consumers perceive autonomy support – such as being cared for, 
respected or praised – from service providers, they feel more satisfied and confident regarding their choices, resulting in 
numerous positive outcomes such as enjoyment, behavioural persistence, increased purchase intention, and brand loyalty.

This body of research identifies two primary categories of autonomy-supportive behaviour: sincere interest and praise.49,51 

Sincere interest demonstrates the extent to which sport employees (ie, coaches of a training class) care about their consumers (ie, 
trainees), such as portraying their respect for consumers and their interests in understanding consumers’ feelings and views.49,51 

Praise represents the sport employees’ positive attention to and acceptance of the consumers’ sport skills and performances.51 

Similar to Brown and Fry49 and Conroy and Coatsworth51 in the current research context, employees of a sport organization’s 
CSV program motivate consumers to participate in sport by using praise and increasing consumers’ perceptions of employees’ 
sincere interest during employee-consumer interactions. Based on the above discussions, we hypothesise the following:

H1: Consumers’ perceptions of sincere interest from sport employees have positive associations with their sport self- 
concept.

H2: Consumers’ perceptions of praise from sport employees have positive associations with their sport self-concept.

Influence of Sport Self-Concept on Sport Participation for Health
According to Porter and Kramer15, enhancing health conditions on the societal level represents an important social value 
within the CSV model. As such, a central premise of the current study is that sport organizations can contribute to 
people’s health by encouraging sport participation in communities. Sport participation means taking part in all forms of 
sport and physical activities that improve people’s physical fitness and enhance subjective wellbeing or life satisfaction 
through positive sport experiences.26,52 Previous researchers have argued that the more people participate in sport, the 
more likely they are to have better subjective wellbeing and life satisfaction.40,53 Sport self-concept serves as a source of 
motivation that directs people’s behaviours in a way that reinforces their self-concept.37,39 In the sport domain, studies 
have provided evidence of a positive effect of one’s sport self-concept on sport participation.37,51 However, the current 
study was conducted in a setting where consumers are aware that the NRCSH has business intentions when delivering 
running classes to shape their self-concept. Based on previous literature and the importance of understanding whether the 
relationship between sport self-concept and sport participation is observed in a business context, we hypothesise:

H3: Consumers’ sport self-concept is positively associated with their sport participation.

Mediation of Self-Congruity
Previous research has assessed how a brand establishes self-congruity by shaping its image or personality to better fit 
consumers’ self-concept.36,44,45 However, whether self-congruity can be fostered by influencing consumers’ self-concept 
has not yet been examined. Sirgy24 proposed the possibility of organizations achieving self-congruity by gradually 
influencing and changing consumers’ self-concept. However, Sirgy also pointed the difficulty in changing one’ self- 
concept which is stable. Because of the influence of sport on people’s self-concept,37,43 sport organizations may have the 
potential to activate the self-congruity effect by encouraging consumers’ sport participation.8,42,48 For example, Abel 
et al48 and Hang42 suggested that the environment of a sport organization, such as a fitness club or golf course, may 
influence consumers’ self-concept over the course of frequent patronage. Positive perceptions of self-congruity were 
identified as a significant predictor of consumers’ intentions to purchase products for sport participation.42,46 In the 
current research context, we seek to understand how a sport organization’s CSV program creates economic value in 
a way that facilitates consumers’ purchase intentions by changing their sport self-concept; we therefore hypothesise that:
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H4: Consumers’ perceptions of self-congruity positively mediate the relationship between their sport self-concept and 
purchase intentions.

Methods
Research Participants and Data Collection
Data were collected from NRCSH members who registered in the NRCSH online community and participated in training 
sessions within the three months prior to data collection (access to participant’s contact information was granted by the 
NRCSH). Overall, there were 2677 NRCSH members who met the selection criteria. Before delivering the survey, 
a minimum sample size was calculated based on the item-to response ratio of 1:5.54 Because the model included 22 
items, the minimum sample size should be 110.

A two-wave time-lagged design was employed to measure the independent and dependent variables separately. 
This design can reduce possibilities that respondents provide similar responses patterns for all items measured which 
causes common method bias.55 The first questionnaire was distributed to the 2677 potential respondents via email, 
and 645 individuals responded. The second-wave survey was provided to those 645 respondents eight days after 
they returned the first questionnaire,55 and it was completed by 311 individuals. Of those 311, 75.2% were male. 
The mean age of the respondents was 33.4 years old (SD = 5.4 years); 80.7% had at least an undergraduate degree; 
67.8% had an annual income above the average annual income of China residents [ie, USD $13,000].56 On average, 
the respondents ran 20.9 kilometres per week (SD = 10.2 kilometres).

Measurements
A 7-point Likert scale (ie, from 1 = “Strongly Disagree” to 7 = “Strongly Agree”) was adopted to measure all model 
variables (see Table 1 for descriptions of the items) except for the scale of sport participation, which was measured by 
asking respondents to report their weekly running mileage. To measure sincere interest and praise, the Coaches’ 
Autonomy Support Questionnaire (CASQ);51 was adopted. Modifications were made by replacing coaches with 
NRCSH employees to adapt to the current study (eg, “NRCSH employees listen to my reflection during training.”). 
The constructs of sincere interest and praise were measured in the first-wave survey (hereafter referred to as T1). The 
remainder of the constructs were measured in the second-wave survey (hereafter referred to as T2) eight days later. 
Marsh et al’s38 domain-specific self-concept scale was administered in the current study. We replaced mathematics with 
running in all questions to adapt to the current research focus. The representative question was “I feel competent when 
running”. Sport participation was measured by asking respondents to indicate their average weekly mileage.57 Self- 
congruity was measured with Sirgy et al’s24 five-item self-congruity scale. The purchase intention measurement was 
based on a four-item scale assessing consumers’ willingness to buy a specific brand.58 We replaced Brand X with Nike 
for the scales of self-congruity and purchase intention (eg, If I were shopping for a sport brand, I’d consider Nike.).

Data Analysis
To ensure the reliability of the translated survey, a pilot test was conducted prior to the main study. A questionnaire with 
measurements for all the constructs was distributed to NRCSH runners in December 2018. Through convenience 
sampling, 203 participants completed the survey; these participants were then excluded from the main study. The data 
were analysed for multivariate normality and internal consistency using IBM SPSS 26.0.

In the main study, we applied structural equation modelling (SEM) to examine the hypotheses using the Mplus 8.3 
statistical package. SEM is an appropriate statistical method for studies examining latent variables that cannot be directly 
measured,54 such as the sport self-concept in the current study. Comparing to traditional statistical methods, SEM 
considers the imperfect nature of measurements and hence includes measurement errors when specifying models.59 It is 
more reliable for estimation. Following Hair et al’s54 procedures, a measurement model was first tested by a confirmatory 
factor analysis. A structural model was then developed to assess the hypothesised relationships.

Overall model fit was examined based on the goodness-of-fit indices.59 Cut-off values of 0.95 for comparative fit 
index (CFI), 0.08 for standardised root mean square residual (SRMR) and 0.06 for root mean square error of 
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approximation (RMSEA) suggest a good model fit. The standard factor loading exceeding 0.60,54 average variance 
extracted (AVE) values above 0.50, construct reliability (CR) values greater than 0.7060 and heterotrait-monotrait 
(HTMT) ratios smaller than 0.8561 support the reliability and validity of the scales.

According to the recommended mediation analysis,54 self-congruity as a mediator was examined to assess whether 
the indirect effect of the product of the paths from sport self-concept to purchase intention through self-congruity would 
be statistically significant. A nonparametric bootstrapping procedure with 5000 incidences of re-sampling was employed 
to calculate a bias-corrected 95% confidence interval (CI) for the indirect effect. An indirect effect is identified if the 95% 
CI excludes zero.54

Results
Pilot Testing
As presented in Table 1, the values of item-to-total correlations among all items were over the cut-off point of 
0.50.62 The Cronbach’s alpha scores of the scales were located between 0.86 and 0.94, supporting the internal 
consistency.63 The results of the pilot study indicate that the scales are reliable in the Chinese context and can be 
used for the main study.

Table 1 Psychometric Properties of All Items Analysed for the Pilot Study and Main Study

Scales/Items Pilot Study  
(n = 203)

Main Study  
(n = 311)

ITTC α Loading CR AVE

Sincere interest (T1) 0.92 0.91 0.72
NRCSH employees offer me choices about what we do for training. 0.77 0.80

NRCSH employees treat me with respect. 0.93 0.90

NRCSH employees care my opinion about what I want to do. 0.74 0.86
NRCSH employees listen to my reflection during training. 0.79 0.83

Praising (T1) 0.86 0.90 0.84

NRCSH employees praise me for things that I choose in training 0.73 0.71
NRCSH employees praise me for attitude during training 0.84 0.91

NRCSH employees praise me for my effort during training 0.81 0.91

NRCSH employees praise me for decisions I made in training 0.83 0.85
Sport self-concept (T2) 0.94 0.89 0.74

I feel myself share many similarities with other runners. 0.85 0.82
Running is one of my best sports. 0.76 0.90

I get good marks in running. 0.83 0.82

I feel competent when running. 0.85 0.89
In my training, I finish even the most difficult task. 0.83 0.86

Self-congruity (T2) 0.92 0.93 0.84

The typical user of Nike reflects how I see myself. 0.84 0.87
People similar to me prefer to wear Nike. 0.87 0.91

I would like to be known as a Nike user. 0.81 0.94

I feel a close connection to Nike users. 0.85 0.92
Purchase intention (T2) 0.93 0.92 0.76

If I were going to buy a sport product, I’d choose Nike’s. 0.82 0.88

If I were shopping for a sport brand, I’d consider Nike. 0.87 0.92
My willingness to shopping for Nike is higher than other sport brands. 0.90 0.93

The probability that I’d consider buying Nike is high. 0.73 0.72

Abbreviations: ITTC, Item-to-total correlation; α, Cronbach’s alpha; All standardized factor loadings were significant (p < 0.01); CR, 
Composite reliability coefficients; AVE, Average variance extracted.
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Testing of Data Normality
A Skewness–Kurtosis test were performed before the SEM. The results showed that the values of Skewness ranged from 
−1.67 to 0.48, and the values of Kurtosis located between −0.35 and 5.49, which suggested the abnormal distributions of 
each variable were not of significant magnitude to affect the results of SEM.63

Testing of the Measurement Model
The confirmatory factor analysis results indicate that the measurement model yields a good model fit (χ2 (348.82) / df 
(160) = 2.18, CFI = 0.97, RMSEA = 0.06, SRMR = 0.04). Standard factor loadings, provided in Table 1, meet the 
recommended threshold of 0.60.54 All the constructs had AVE values above 0.50 and CR values above 0.70.60 These 
results support the construct reliability and convergent validity of the multiple item scales. Regarding the discriminant 
validity, Table 2 indicates that the square root values of AVE for sincere interest (0.92), praising (0.90), sport self-concept 
(0.86), self-congruity (0.92) and purchase intention (0.87) are greater than the correlation coefficients between any pair of 
the constructs, thus meeting the recommendations.60 As further support of discriminant validity, the HTMT ratios across 
all constructs are smaller than 0.85.

Testing of the Structural Model
The SEM yielded the following results for the goodness-of-fit indices of the structural model: χ2(428.22) / df (183) = 
2.34, CFI = 0.95, RMSEA = 0.07, and SRMR = 0.08. Although some of the values are slightly below the recommended 
criteria, the combined indices suggest that the model fit is acceptable. Table 3 presents the standardised path coefficients, 
t-value, p-value, and the bias-corrected 95% CI of the hypothesised model. Sincere interest had a significant positive 
association with sport self-concept (β = 0.27, p <0.01), supporting H1. Praising had a nonsignificant relationship with 
sport self-concept (β = −0.07, p =0.68), and H2 is therefore not supported. Sport self-concept was positively associated 
with sport participation (β = 0.37, p <0.01), confirming H3.

To test the mediating effect of self-congruity, we first assessed the direct paths from sport self-concept to self- 
congruity and from self-congruity to purchase intention. The results in Table 3 indicate that the association between sport 

Table 2 Descriptive Statistics and Discriminant Validity 
Tests of the Measurement Model

Construct 1 2 3 4 5

1 Sincere interest 0.92
2 Praising 0.59 0.90

3 Sport self-concept 0.27 −0.07a 0.86

4 Self-congruity 0.19 0.11a 0.35 0.92
5 Purchase intention 0.15 0.18 0.28 0.54 0.87

M 6.32 6.42 5.28 5.23 5.19

SD 0.88 0.90 1.53 1.48 1.42

1 Sincere interest ––

2 Praising 0.78 ––

3 Sport self-concept 0.34 0.28 ––
4 Self-congruity 0.24 0.25 0.46 ––

5 Purchase intention 0.28 0.32 0.29 0.62 ––

Notes: N = 311. The top matrix shows the results of the discriminant 
validity test applying Fornell and Larcker’s60 criterion; in this matrix, diagonal 
values represent the square-rooted average variance extracted, and the 
remaining values represent correlations between the constructs. The bot-
tom matrix shows the results of the discriminant validity test applying 
HTMT85 criterion. aNonsignificant correlation (p > 0.05). 
Abbreviations: M, Mean; SD, Standard deviation.
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self-concept and self-congruity is positive (β = 0.33, p <0.01), as is the relationship between self-congruity and purchase 
intention (β = 0.53, p <0.01). The bias-corrected 95% CI for the indirect effect of self-concept excludes zero [0.11, 0.25]. 
The coefficient of self-congruity within the relationship between sport self-concept and purchase intention is also 
significant (β = 0.17, p <0.01). Thus, H4 is supported.

Discussion
Based on the investigation of a sport organization’s CSV program, this study sought to understand how a sport 
organization may create social value and concurrently leverage business opportunities. The results reveal that consumers’ 
perceptions of sincere interest positively influenced their levels of sport self-concept, while the impact of perceived 
praising was insignificant in this case. As hypothesized, consumers’ purchase intentions and sport participation, which 
represented the shared value, were positively associated with a high level of sport self-concept. Self-congruity mediated 
the relationship between consumers’ sport self-concept and purchase intentions. These findings provided empirical 
evidence of how a sport organization may implement CSV by promoting consumers’ sport self-concept. More specifi-
cally, the example of the NRCSH reveals that Nike created social value by encouraging people’s sport participation for 
health and simultaneously created economic value by driving those runners’ intentions to purchase Nike’s products. In 
addition, the findings indicate that the influence of praise on consumers’ sport self-concept may not be as robust as 
suggested by the literature.25,37,49 For example, in their study of community swim league participants, Coatsworth and 
Conroy25 determined that participants’ perceptions of praise as part of autonomy support from coaches significantly 
predicted their behavioural competence and perceptions of self. Notably, the effect of praise was stronger than that of 
sincere interest in Coatsworth and Conroy’s25 analysis.

This discrepancy may be explained by how praise was perceived among participants in the NRCSH. Research on 
verbal praise summarises three types of behavioural reinforcement: completion-dependent, quality-dependent and 
performance-independent.64 For the first two types, praise is based on how well people performed, while performance- 
independent praise is usually provided so long as people participate. When people find that the praise they receive has no 
relation to their performance, it is no longer a reinforcement that enhances their perceptions of competence and 
subsequent behaviours;64,65 furthermore, it may even make “people engage in the activity less than they did before”68 

[p. 144]. Our field observation of the NRCSH classes supports the explanation of performance-independent praise: 
consumers were praised by NRCSH trainers so long as they participated in the training, regardless of how well they 
accomplished training tasks. As a result, consumers may have felt that NRCSH trainers praised them as part of the 
program requirements rather than out of genuine interest in their performances. Consequently, the praise failed to 
enhance sport self-concept.

Table 3 Summary for Hypothesized Direct and Indirect Effects

Hypothesized Paths β SE t-value p-value Bootstrapping (95% CI) Results

Lower 2.5% Upper 2.5%

Direct effect

H1 Sincere Interest ➔ Sport Self-Concept 0.27 0.06 2.91 0.00 0.22 0.37 Support

H2 Praising ➔ Sport Self-Concept −0.07 0.07 1.16 0.68 −0.07 0.14 Reject

H3 Sport Self-Concept ➔ Sport Participation 0.37 0.09 5.12 0.00 0.31 0.49 Support
Sport Self-Concept ➔ Self-Congruity 0.33 0.08 4.36 0.00 0.37 0.52

Self-Congruity ➔ Purchase Intention 0.53 0.04 9.12 0.00 0.48 0.63

Indirect effect

H4 Sport Self-Concept ➔ Self-Congruity ➔ Purchase Intention 0.17 0.07 2.53 0.00 0.11 0.25 Support

Notes: N = 311. The absolute value of T-value should be greater than 1.96 to be significant at p-value < 0.01. 
Abbreviation: CI, Confidence Interval.
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Theoretical Implications
There are several theoretical contributions that need to be highlighted. First, by confirming the theoretical framework 
within the context of a sport CSV program, this study explained how shared value was created by a sport organization. 
Specifically, we identified sport self-concept as a key construct – a “sweet spot”15 – in forming a mutually supportive 
structure for sport organizations to create social and economic values. Hence, this research responded to a call by 
scholars indicating the importance of more studies that provide theoretical and empirical evidence of how CSV works in 
the sport domain.8,17,19 Second, this study measured the social value with a direct behavioral outcome (ie, the average 
mileage a consumer ran weekly). This direct measurement supports Hills et al’s8 initial finding that sport organizations 
can promote sport participation as a way of creating social value. This study advances Hill’s research by demonstrating 
consumers’ purchase intention as a means of creating economic value.

Another key contribution to the literature provided by this study is an alternative way to enhance consumers’ self- 
congruity. Previous research investigating the self-congruity primarily focused on how a brand can change its image to 
meet consumers’ self-concept.42,45–47 Our research advances the past studies by providing evidence that sport consumers’ 
self-congruity may be created by influencing their’ self-concept because of the strong impact of sport in changing 
people’s behaviours and psychological states.26,42,67 As shown in the case of the NRCSH, employees led and encouraged 
consumers, especially those who lacked motivation for sport participation, to go out and run as part of a healthy lifestyle. 
By cultivating these new runners, NRCSH constructed their self-concept around running and strengthened their associa-
tion with the brand (Nike), which further increased consumers’ self-congruity with Nike. By delivering the NRCSH, Nike 
creates social value by cultivating runners and encouraging sport participation for a healthy lifestyle. The company also 
creates economic value because those runners are likely to become loyal Nike consumers as their self-concept regarding 
running is highly associated with the brand. As such, the business opportunity is aligned with fulfilling social needs, 
thereby meeting the criteria of CSV.

Practical Implications
The current study offers a practical proposition for sport managers to incorporate CSV into their organizations. The 
positive effects of sincere interest and the nonsignificant effect of praise on NRCSH participants’ sport self-concept 
suggest that creating a climate in which people are treated with kindness, respect and patience – characteristics of 
employees’ sincere interest in their customers – is imperative for enhancing the effectiveness of CSV programs. Simply 
praising and encouraging participants may be ineffective when interacting with adults. For programs similar to the 
NRCSH, such as Adidas Runners and NRC in other countries (eg, the UK, the US, Japan), the current findings suggest 
potential techniques for employees to bolster participants’ self-concept. For example, employees can extend a warm 
welcome when each participant arrives at the meeting point, facilitate interactions among participants and engage in more 
conversations with participants during breaks.49 More importantly, the way employees praise and encourage participants 
should be task-oriented;49,50 that is, participants need to know why they are being praised. Providing specific instructions 
about participants’ task accomplishments, performance quality and further improvements are more useful than vague 
compliments.

Second, the specific sport CSV program, namely NRCSH, demonstrated and examined in the current research 
provides an alternative for sport organizations to positively contribute to society. That is, compared to a CSR model, 
which holds “doing good in society” as a normative practice without aiming at profitability,7,10 a CSV model redefines 
the practice to address societal problems and generate economic benefits simultaneously.9 Following the CSV model, 
sport organizations can sustain their involvement in a social agenda as long as there is potential for revenue growth. Sport 
organizations should thus reconsider how their business goals connect with social initiatives.8,19,68 To this end, our study 
suggests a way of implementing CSV by reconceiving products and markets in a sport context.

Although this study examined a CSV framework using the case of a sport manufacturer, its focus on the mutual 
benefits of promoting sport participation and expanding the core business market presents an alternative approach to 
sustainable development for other sport organizations. The British Basketball League (BBL) provides a pertinent 
example. The BBL was established at the same time as the Premier League of English football. However, unlike its 
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football counterpart, which receives considerable attention across the United Kingdom and the world, the BBL has 
struggled to increase its audiences.69 The application of a CSV model may facilitate the BBL franchise’s investments in 
attendance by spreading knowledge of basketball and promoting basketball-related activities at the grassroots level. The 
franchise can provide free basketball training programs to children at all levels, which would differ from youth football 
academies that focus on selecting and cultivating future elite players. The basketball program would be less competitive 
and aim to promote enjoyment and wellness by cultivating children’s taste for playing basketball. The program would be 
more inclusive, with no evaluation required for admission. Parents could register their children for trainings one week in 
advance. To foster loyalty, the franchise could periodically assign professionally renowned players to coach and interact 
with the children. The basketball training would not only enrich children’s choice of sport but also influence their sport 
preferences. Children’s involvement in basketball may then drive their parents’ decisions to watch basketball games to 
support their children’s hobby and sport development.8 Eventually, these children may engage in basketball more deeply 
and become basketball fans.

Limitations and Future Research
This study has limitations that should be noted when interpreting the findings. Firstly, the study proposed a framework 
suggesting the outcomes of CSV as health improvement through sport participation and revenue growth, but it examined 
the mileage participants ran in a week and their intention to buy Nike’s product as indirect measures of those social and 
economic outcomes. Although these two measures are often used as proxies for actual behaviours,26,70 they are not 
always equivalent to actual health improvements and consumption. For example, while a purchase intention represents 
the extent to which an individual is willing to buy a product or brand,71 previous research has identified certain 
constraints – such as household income, time and product accessibility – that may impede consumers from translating 
their intentions into related behaviours.72 Hence, further research is necessary to conduct more direct measures of the 
social and economic outcomes of CSV.

Secondly, this study did not control for the exercise levels among runners, such as the differences between beginners 
and advanced runners, because of a limited sample size. Although a beginner may run fewer miles per week than an elite 
runner, both types of runners could devote the same amount of effort to running, and their levels of involvement are 
similar.67 Hence, their levels of health and life satisfaction might be the same. As such, simply measuring the mileage an 
individual runs in a week may not perfectly represent the association between sport participation and health. To improve 
upon this measurement limitation, it is important to consider people’s attitudes toward health and sport in future studies.

Finally, the framework may have limited generalisability because it examined the specific case of the NRCSH; this 
issue could be resolved by testing the framework in other sport contexts where CSV is implemented. For example, 
Nike’s global NRC program has also been implemented in other countries such as the UK, the US and Japan (NRC, n. 
d.). The framework proposed in this study can be assessed within these NRC programs and then expanded to other 
similar CSV programs, such as that of the National Football League,8 which uses sport as a vehicle to pursue shared 
value in markets.

Conclusion
Overall, building on self-concept theory, the present study proposed a framework to explain how sport organizations can 
create shared value in their business practices. Specifically, using NRCSH, a CSV program ran by Nike, as a specific 
case, this study empirically examined relationships between sport consumers’ perceptions of employees’ autonomy 
support (ie, sincere interest and praising), sport self-concept, and subsequent behavioral responses of purchase intention 
and sport participation. The results contributed to the CSV literature by demonstrating how sport organizations can create 
shared value through their business and hence extended the application of CSV in the context sport.

Ethics Approval and Informed Consent
This study involved human respondents who were aged 18 and over during data collection. The investigation was 
approved by the IRB at the University of Minnesota. All respondents were informed that their responses would be used 
for academic publications and signed the consent form.

Psychology Research and Behavior Management 2023:16                                                                    https://doi.org/10.2147/PRBM.S406346                                                                                                                                                                                                                       

DovePress                                                                                                                       
1047

Dovepress                                                                                                                                                          Wu and Wu

Powered by TCPDF (www.tcpdf.org)Powered by TCPDF (www.tcpdf.org)

https://www.dovepress.com
https://www.dovepress.com


Funding
This study was funded by National Social Science Fund of China under Grant number 19ATY007.

Disclosure
The authors report no conflicts of interest in this work.

References
1. Carlini J, Pavlidis A, Thomson A, Morrison C. Delivering on social good - corporate social responsibility and professional sport: a systematic 

quantitative literature review. J Strategic Market. 2021;1–14. doi:10.1080/0965254X.2021.1881147
2. Inoue Y, Sato M, Filo K. Transformative sport service research: linking sport services with well-being. J Sport Manage. 2020;34(4):285–290. 

doi:10.1123/jsm.2020-0102
3. Nike+ Run Club. Seven truths: the Nike+ Run Club philosophy. Available from: https://www.nike.com/us/en_us/c/running/nike-run-club. Accessed 

March 29, 2023.
4. Slack T, Parent MM. Understanding Sport Organizations: The Application of Organization Theory. Human Kinetics; 2006.
5. Koronios K, Vrontis D, Thrassou A. Strategic sport sponsorship management–A scale development and validation. J Bus Res. 2021;130:295–307. 

doi:10.1016/j.jbusres.2021.03.031
6. Pedersen ERG, Rosati F. Organizational tensions and the relationship to CSR in the football sector. Eur Sport Manage Quart. 2019;19(1):38–57. 

doi:10.1080/16184742.2018.1546754
7. Walzel S, Robertson J, Anagnostopoulos C. Corporate social responsibility in professional team sports organizations: an integrative review. J Sport 

Manage. 2018;1–20. doi:10.1123/jsm.2017-0227
8. Hills S, Walker M, Barry AE. Sport as a vehicle for health promotion: a shared value example of corporate social responsibility. Sport Manage Rev. 

2019;22(1):126–141. doi:10.1016/j.smr.2018.10.001
9. Menghwar PS, Daood A. Creating shared value: a systematic review, synthesis and integrative perspective. Int J Manage Rev. 2021;1–20. 

doi:10.1111/ijmr.12252
10. Walker M, Hills S, Heere B. Evaluating a socially responsible employment program: beneficiary impacts and stakeholder perceptions. J Bus Ethics. 

2017;143(1):53–70. doi:10.1007/s10551-015-2801-3
11. Schyvinck C, Naraine ML, Constandt B, Willem A. A network perspective on cause-related marketing collaborations in professional sport. Sport 

Manage Rev. 2022;25(1):81–105. doi:10.1080/14413523.2021.1877941
12. Schyvinck C, Willem A. A typology of cause-related marketing approaches in European professional basketball. Sport Manage Rev. 2018;21 

(4):347–362. doi:10.1016/j.smr.2017.08.006
13. Fairley S, Tyler BD, Kellett P, D’Elia K. The Formula One Australian Grand Prix: exploring the triple bottom line. Sport Manage Rev. 2011;14 

(2):141–152. doi:10.1016/j.smr.2010.07.001
14. Inoue Y, Kent A. Investigating the role of corporate credibility in corporate social marketing: a case study of environmental initiatives by 

professional sport organizations. Sport Manage Rev. 2012;15(3):330–344. doi:10.1016/j.smr.2011.12.002
15. Porter ME, Kramer MR. The big idea: creating shared value. Harv Bus Rev. 2011;89:62–77.
16. Adidas. Financial publications; 2022. Available from: https://www.adidas-group.com/en/investors/financial-reports/2022/. Accessed March 29, 2023.
17. Cook D, Biscaia R, Papadas K, Simkin L, Carter L. The creation of shared value in the major sport event ecosystem: understanding the role of 

sponsors and hosts. Eur Sport Manage Quart. 2021;1–22. doi:10.1080/12684742.2021.1931394
18. Kim SS, Baek WY, Byon KK, Ju SB. Creating shared value and fan loyalty in the Korean professional volleyball team. Sustainability. 2021;12 

(18):1–12. doi:10.3390/su12187625
19. Wu J, Inoue Y, Filo K, Sato M. Creating shared value and sport employees’ job performance: the mediating effect of work engagement. Eur Sport 

Manage Quart. 2022;22(2):272–291. doi:10.1080/16184742.2020.1779327
20. Choi L, Lawry CA, Kim M. Contextualizing customer organizational citizenship behaviors: the changing nature of value cocreation and customer 

satisfaction across service settings. Psychol Market. 2019;36(5):455–472. doi:10.1002/mar.21190
21. Ham S, Lee S, Yoon H, Kim C. Linking creating shared value to customer behaviors in the food service context. J Hosp Tour Manage. 

2020;43:199–208. doi:10.1016/j.jhtm.2020.04.002
22. Moustakas L. Sport and social cohesion within European policy: a critical discourse analysis. Eur J Sport Soc. 2023;20(1):1–18. doi:10.1080/ 

16138171.2021.2001173
23. Shavelson RJ, Hubner JJ, Stanton GC. Self-concept: validation of construct interpretations. Rev Educ Res. 1976;46(3):407–441. doi:10.3102/ 

00346543046003407
24. Sirgy MJ. Self-Congruity: Toward a Theory of Personality and Cybernetics. Praeger Publishers/Greenwood Publishing Group; 1986.
25. Coatsworth JD, Conroy DE. The effects of autonomy-supportive coaching, need satisfaction, and self-perceptions on initiative and identity in youth 

swimmers. Dev Psychol. 2009;45(2):320–328. doi:10.1037/a0014027
26. Sato M, Jordan JS, Funk DC. Distance running events and life satisfaction: a longitudinal study. J Sport Manage. 2015;29(4):347–361. doi:10.1123/ 

jsm.2013-0164
27. Kunkel T, Biscaia R, Arai A, Agyemang K. The role of self-brand connection on the relationship between athlete brand image and fan outcomes. 

J Sport Manage. 2020;34:201–216. doi:10.1123/jsm.2019-0222
28. Iranshao. China runner annual report; 2022. Available from: https://iranshao.com/articles/5410-summaryinformation-of-runner-report-2022. 

Accessed March 29, 2023.
29. Hsiao TY, Chuang CM. Creating shared value through implementing green practices for star hotels. Asia Pacific J Tour Res. 2016;21(6):678–696. 

doi:10.1080/10941665.2015.1068194
30. Camilleri MA. Responsible tourism that creates shared value among stakeholders. Tour Plan Dev. 2016;13(2):219–235. doi:10.1080/ 

21568316.2015.1074100

https://doi.org/10.2147/PRBM.S406346                                                                                                                                                                                                                                

DovePress                                                                                                                         

Psychology Research and Behavior Management 2023:16 1048

Wu and Wu                                                                                                                                                          Dovepress

Powered by TCPDF (www.tcpdf.org)Powered by TCPDF (www.tcpdf.org)

https://doi.org/10.1080/0965254X.2021.1881147
https://doi.org/10.1123/jsm.2020-0102
https://www.nike.com/us/en_us/c/running/nike-run-club
https://doi.org/10.1016/j.jbusres.2021.03.031
https://doi.org/10.1080/16184742.2018.1546754
https://doi.org/10.1123/jsm.2017-0227
https://doi.org/10.1016/j.smr.2018.10.001
https://doi.org/10.1111/ijmr.12252
https://doi.org/10.1007/s10551-015-2801-3
https://doi.org/10.1080/14413523.2021.1877941
https://doi.org/10.1016/j.smr.2017.08.006
https://doi.org/10.1016/j.smr.2010.07.001
https://doi.org/10.1016/j.smr.2011.12.002
https://www.adidas-group.com/en/investors/financial-reports/2022/
https://doi.org/10.1080/12684742.2021.1931394
https://doi.org/10.3390/su12187625
https://doi.org/10.1080/16184742.2020.1779327
https://doi.org/10.1002/mar.21190
https://doi.org/10.1016/j.jhtm.2020.04.002
https://doi.org/10.1080/16138171.2021.2001173
https://doi.org/10.1080/16138171.2021.2001173
https://doi.org/10.3102/00346543046003407
https://doi.org/10.3102/00346543046003407
https://doi.org/10.1037/a0014027
https://doi.org/10.1123/jsm.2013-0164
https://doi.org/10.1123/jsm.2013-0164
https://doi.org/10.1123/jsm.2019-0222
https://iranshao.com/articles/5410-summaryinformation-of-runner-report-2022
https://doi.org/10.1080/10941665.2015.1068194
https://doi.org/10.1080/21568316.2015.1074100
https://doi.org/10.1080/21568316.2015.1074100
https://www.dovepress.com
https://www.dovepress.com


31. Gilal FG, Paul J, Gilal NG, Gilal RG. Strategic CSR-brand fit and customers’ brand passion: theoretical extension and analysis. Psychol Market. 
2021;38(5):759–773. doi:10.1002/mar.21464

32. Dembek K, Singh P, Bhakoo V. Literature review of shared value: a theoretical concept or a management buzzword? J Bus Ethics. 2016;137 
(2):231–267. doi:10.1007/s10551-015-2554-z

33. Wójcik P. How creating shared value differs from corporate social responsibility. Central Eur Manage J. 2016;24(2):32–55. doi:10.7206/jmba. 
ce.2450-7814.168

34. Walker M, Parent M. Toward an integrated framework of corporate social responsibility, responsiveness, and citizenship in sport. Sport Manage 
Rev. 2010;13(3):198–213. doi:10.1016/j.smr.2010.03.003

35. Inoue Y, Kent A, Lee S. CSR and the bottom line: analyzing the link between CSR and financial performance for professional teams. J Sport 
Manage. 2011;25(6):531–549. doi:10.1123/jsm.25.6.531

36. Malik A, Merunka D, Akram MS, Barnes BR, Chen A. Self-concept, individual characteristics, and counterfeit consumption: evidence from an 
emerging market. Psychol Market. 2020;37(10):1378–1395. doi:10.1002/mar.21386

37. Marsh HW, Gerlach E, Trautwein U, Lüdtke O, Brettschneider WD. Longitudinal study of preadolescent sport self-concept and performance: 
reciprocal effects and causal ordering. Child Dev. 2007;78(6):1640–1656. doi:10.1111/j.1467-8624.2007.01094.x

38. Marsh HW, Köller O, Baumert J. Reunification of East and West German school systems: longitudinal multilevel modeling study of the big-fish- 
little-pond effect on academic self-concept. Am Educ Res J. 2001;38(2):321–350. doi:10.3102/00028312038002321

39. Marsh HW, Craven RG. Reciprocal effects of self-concept and performance from a multidimensional perspective: beyond seductive pleasure and 
unidimensional perspectives. Perspect Psychol Sci. 2006;1(2):133–163. doi:10.1111/j.1745-6916.2006.00010.x

40. Alfermann D, Stoll O. Effects of physical exercise on self-concept and well-being. Int J Sport Psychol. 2000;31(1):47–65.
41. Slutzky CB, Simpkins SD. The link between children’s sport participation and self-esteem: exploring the mediating role of sport self-concept. 

Psychol Sport Exerc. 2009;10(3):381–389. doi:10.1016/j.psychsport.2008.09.006
42. Hang JH. A Structural model of image-based and utilitarian decision-making processes for participant sport consumption. J Sport Manage. 2002;16 

(3):173–189. doi:10.1123/jsm.16.3.173
43. Jackson SA, Thomas PR, Marsh HW, Smethurst CJ. Relationships between flow, self-concept, psychological skills, and performance. J Appl Sport 

Psychol. 2001;13(2):129–153. doi:10.1080/104132001753149865
44. Zogaj A, Tscheulin DK, Olk S. Benefits of matching consumers’ personality: creating perceived trustworthiness via actual self-congruence and 

perceived competence via ideal self-congruence. Psychol Market. 2021;38(3):416–430. doi:10.1002/mar.21439
45. Hosany S, Martin D. Self-image congruence in consumer behavior. J Bus Res. 2012;65(5):685–691. doi:10.1016/j.jbusres.2011.03.015
46. Kwak DH, Kang J. Symbolic purchase in sport: the roles of self-image congruence and perceived quality. Manage Decis. 2009;47(1):85–99. 

doi:10.1108/00251740910929713
47. Sirgy MJ. Self-congruity theory in consumer behavior: a little history. J Glob Scholars Market Sci. 2018;28(2):197–207. doi:10.1080/ 

21639159.2018.1436981
48. Abel JI, Buff CL, O’Neill JC. Actual self-concept versus ideal self-concept: an examination of image congruence and consumers in the health club 

industry. Sport Bus Manage. 2013;3(1):78–96. doi:10.1108/20426781311316915
49. Brown TC, Fry MD. Motivational climate, staff and members’ behaviors, and members’ psychological well-being at a national fitness franchise. 

Res Q Exerc Sport. 2014;85(2):208–217. doi:10.1080/02701367.2014.893205
50. Harwood CG, Keegan RJ, Smith JMJ, Raine AS. A systematic review of the intrapersonal correlates of motivational climate perceptions in sport 

and physical activity. Psychol Sport Exerc. 2015;18:9–25. doi:10.1016/j.psychsport.2014.11.005
51. Conroy DE, Douglas Coatsworth J. Assessing autonomy-supportive coaching strategies in youth sport. Psychol Sport Exerc. 2007;8(5):671–684. 

doi:10.1016/j.psychsport.2006.12.001
52. Downward P, Rasciute S. Does sport make you happy? An analysis of the well-being derived from sports participation. Int Rev Appl Econ. 2011;25 

(3):331–348. doi:10.1080/02692171.2010.511168
53. Eime RM, Young JA, Harvey JT, Charity MJ, Payne WR. A systematic review of the psychological and social benefits of participation in sport for 

adults: informing development of a conceptual model of health through sport. Int J Behav Nutr Phys Activity. 2013;10(1):135. doi:10.1186/1479- 
5868-10-135

54. Hair JF, Black B, Babin B, Anderson RE, Tatham RL. Multivariate Data Analysis. Prentice-Hall; 2005.
55. Podsakoff P, MacKenzie S, Lee J-Y, Podsakoff N. Common method biases in behavioral research: a critical review of the literature and 

recommended remedies. J Appl Psychol. 2003;88(5):879–903. doi:10.1037/0021-9010.88.5.879
56. National Bureau of Statistics of China. China statistical yearbook; 2018. Available from: http://www.stats.gov.cn/tjsj/ndsj/2018/indexeh.htm. 

Accessed March 29, 2023.
57. Titze S, Stronegger W, Owen N. Prospective study of individual, social, and environmental predictors of physical activity: women’s leisure running. 

Psychol Sport Exerc. 2005;6(3):363–376. doi:10.1016/j.psychsport.2004.06.001
58. Dodds WB, Monroe KB, Grewal D. Effects of price, brand, and store information on buyers’ product evaluations. J Market Res. 1991;28 

(3):307–319. doi:10.1177/002224379102800305
59. Hu L, Bentler PM. Cutoff criteria for fit indexes in covariance structure analysis: conventional criteria versus new alternatives. Struct Equation 

Model. 1999;6(1):1–55. doi:10.1080/10705519909540118
60. Fornell C, Larcker DF. Evaluating structural equation models with unobservable variables and measurement error. J Market Res. 1981;18(1):39–50. 

doi:10.2307/3151312
61. Henseler J, Ringle CM, Sarstedt M. A new criterion for assessing discriminant validity in variance-based structural equation modeling. J Acad 

Market Sci. 2015;43(1):115–135. doi:10.1007/s11747-014-0403-8
62. Zaichkowsky JL. Measuring the involvement construct. J Consumer Res. 1985;12(3):341–352. doi:10.1086/208520
63. Klein A, Moosbrugger H. Maximum likelihood estimation of latent interaction effects with the LMS method. Psychometrika. 2000;65(4):457–474. 

doi:10.1007/BF02296338
64. Eisenberger R, Cameron J. Detrimental effects of reward: reality or myth? Am Psychol. 1996;51(11):1153–1166. doi:10.1037/0003- 

066X.51.11.1153

Psychology Research and Behavior Management 2023:16                                                                    https://doi.org/10.2147/PRBM.S406346                                                                                                                                                                                                                       

DovePress                                                                                                                       
1049

Dovepress                                                                                                                                                          Wu and Wu

Powered by TCPDF (www.tcpdf.org)Powered by TCPDF (www.tcpdf.org)

https://doi.org/10.1002/mar.21464
https://doi.org/10.1007/s10551-015-2554-z
https://doi.org/10.7206/jmba.ce.2450-7814.168
https://doi.org/10.7206/jmba.ce.2450-7814.168
https://doi.org/10.1016/j.smr.2010.03.003
https://doi.org/10.1123/jsm.25.6.531
https://doi.org/10.1002/mar.21386
https://doi.org/10.1111/j.1467-8624.2007.01094.x
https://doi.org/10.3102/00028312038002321
https://doi.org/10.1111/j.1745-6916.2006.00010.x
https://doi.org/10.1016/j.psychsport.2008.09.006
https://doi.org/10.1123/jsm.16.3.173
https://doi.org/10.1080/104132001753149865
https://doi.org/10.1002/mar.21439
https://doi.org/10.1016/j.jbusres.2011.03.015
https://doi.org/10.1108/00251740910929713
https://doi.org/10.1080/21639159.2018.1436981
https://doi.org/10.1080/21639159.2018.1436981
https://doi.org/10.1108/20426781311316915
https://doi.org/10.1080/02701367.2014.893205
https://doi.org/10.1016/j.psychsport.2014.11.005
https://doi.org/10.1016/j.psychsport.2006.12.001
https://doi.org/10.1080/02692171.2010.511168
https://doi.org/10.1186/1479-5868-10-135
https://doi.org/10.1186/1479-5868-10-135
https://doi.org/10.1037/0021-9010.88.5.879
http://www.stats.gov.cn/tjsj/ndsj/2018/indexeh.htm
https://doi.org/10.1016/j.psychsport.2004.06.001
https://doi.org/10.1177/002224379102800305
https://doi.org/10.1080/10705519909540118
https://doi.org/10.2307/3151312
https://doi.org/10.1007/s11747-014-0403-8
https://doi.org/10.1086/208520
https://doi.org/10.1007/BF02296338
https://doi.org/10.1037/0003-066X.51.11.1153
https://doi.org/10.1037/0003-066X.51.11.1153
https://www.dovepress.com
https://www.dovepress.com


65. Droe KL. Effect of verbal praise on achievement goal orientation, motivation, and performance attribution. J Music Teach Educ. 2013;23(1):63–78. 
doi:10.1177/1057083712458592

66. Schwartz SH. Individualism-collectivism: critique and proposed refinements. J Cross Cult Psychol. 1990;21(2):139–157. doi:10.1177/ 
0022022190212001

67. Funk D, Jordan J, Ridinger L, Kaplanidou K. Capacity of mass participant sport events for the development of activity commitment and future 
exercise intention. Leisure Sci. 2011;33(3):250–268. doi:10.1080/01490400.2011.564926

68. Love A, Bernstein SB, King-White R. “Two heads are better than one”: a continuum of social change in sport management. Sport Manage Rev. 
2020. doi:10.1016/j.smr.2020.02.005

69. Owen-Pugh V. The commercialising of British men’s basketball: psychological contracts between coaches and players in the post-Bosman game. 
J Contemp Eur Res. 2007;3(3):255–272. doi:10.30950/jcer.v3i3.57

70. Biscaia R, Correia A, Rosado AF, Ross SD, Maroco J. Sport sponsorship: the relationship between team loyalty, sponsorship awareness, attitude 
toward the sponsor, and purchase intentions. J Sport Manage. 2013;27(4):288–302. doi:10.1123/jsm.27.4.288

71. Zaharia N, Biscaia R, Gray D, Stotlar D. No more “good” intentions: purchase behaviors in sponsorship. J Sport Manage. 2016;30(2):162–175. 
doi:10.1123/jsm.2015-0347

72. Wirtz J, Xiao P, Chiang J, Malhotra N. Contrasting the drivers of switching intent and switching behavior in contractual service settings. J Retail. 
2014;90(4):463–480. doi:10.1016/j.jretai.2014.07.002

Psychology Research and Behavior Management                                                                               Dovepress 

Publish your work in this journal 
Psychology Research and Behavior Management is an international, peer-reviewed, open access journal focusing on the science of psychology and 
its application in behavior management to develop improved outcomes in the clinical, educational, sports and business arenas. Specific topics 
covered in the journal include: Neuroscience, memory and decision making; Behavior modification and management; Clinical applications; Business 
and sports performance management; Social and developmental studies; Animal studies. The manuscript management system is completely online 
and includes a very quick and fair peer-review system, which is all easy to use. Visit http://www.dovepress.com/testimonials.php to read real quotes 
from published authors.  

Submit your manuscript here: https://www.dovepress.com/psychology-research-and-behavior-management-journal

DovePress                                                                                      Psychology Research and Behavior Management 2023:16 1050

Wu and Wu                                                                                                                                                          Dovepress

Powered by TCPDF (www.tcpdf.org)Powered by TCPDF (www.tcpdf.org)

https://doi.org/10.1177/1057083712458592
https://doi.org/10.1177/0022022190212001
https://doi.org/10.1177/0022022190212001
https://doi.org/10.1080/01490400.2011.564926
https://doi.org/10.1016/j.smr.2020.02.005
https://doi.org/10.30950/jcer.v3i3.57
https://doi.org/10.1123/jsm.27.4.288
https://doi.org/10.1123/jsm.2015-0347
https://doi.org/10.1016/j.jretai.2014.07.002
https://www.dovepress.com
http://www.dovepress.com/testimonials.php
https://www.facebook.com/DoveMedicalPress/
https://twitter.com/dovepress
https://www.linkedin.com/company/dove-medical-press
https://www.youtube.com/user/dovepress
https://www.dovepress.com
https://www.dovepress.com

	Introduction
	Research Context
	Literature Review
	Creating Shared Value
	Creating Shared Value in Sport Organizations
	Self-Concept Theory
	Self-Congruity Theory

	Conceptual Framework and Hypotheses Development
	Influence of Employee’s Support on Consumer’s Sport Self-Concept
	Influence of Sport Self-Concept on Sport Participation for Health
	Mediation of Self-Congruity

	Methods
	Research Participants and Data Collection
	Measurements
	Data Analysis

	Results
	Pilot Testing
	Testing of Data Normality
	Testing of the Measurement Model
	Testing of the Structural Model

	Discussion
	Theoretical Implications
	Practical Implications
	Limitations and Future Research

	Conclusion
	Ethics Approval and Informed Consent
	Funding
	Disclosure

