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intention of sponsored product purchase.
This model tested in the current study could be used in future
research. For example, the role of involvement was significantly
marked indicating that a linear model from media exposure through
involvement, attitude, and subjective norm to intention would have
potential to be built as a testing model in other sport communication
and management research. A further study of cultural or gender
differences in the FIFA World Cup would be worthy to provide both
a theoretical and practical contribution as the role of moderator can
be discovered in media audiences’ processing of sponsor
messages.
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Mega-sporting events such as the FIFA World Cup or Olympics
have been used as essential channels for marketers and sponsors
to promote product brands (Horne, 2010; Mullman, 2010). The
current study takes an empirical approach to answering the
simultaneous processing of persuasive messages of sponsorships
in media with the role of involvement during the 2010 FIFA World
Cup. This approach attempts to understand how and why
consumers process persuasive sponsor messages in the
multimedia consumption setting. This study employs the Theory of
Planned Behavior (TPB), which sets the psychosocial states
including attitude toward behavior, subjective norm, and perceived
behavioral control as factors affecting behavioral intention. The
Elaboration Likelihood Model (ELM) was also employed to explain
the role of involvement added to the TPB.
Data were collected from two universities in the Midwestern (N =
6,200) and Southern (N = 2,452) regions in the U.S. After sorting
out and eliminating incomplete questionnaires, a total of 650
responses: 539 and 111 from each university were used for main
analysis. The model testing confirmed that involvement was an
important component in persuasion process generally and in sports
sponsorship information particularly with two psychosocial states
(attitude and subjective norm). This study results provide a new
approach in sports sponsorship research that human process of
information in persuasion demonstrates components contributing to
purchase intention of sponsored sports products. The model testing
results provide an empirical support for the TPB, as well as outlining
a mobilizing vehicle-involvement-for facilitating the purchase of
sponsored products as a result of exposure to the FIFA World Cup
through a variety of media. In addition to attitude and subjective
norm, heightened involvement with the sponsor information fuels
purchase intention. This study offers the role of involvement in
terms of how and why FIFA World Cup audiences develop their
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