Supplementary Material - Appendix A
Items in the study
	Item Acronym
	Item description
	Factor Loading
	CFA-based Unmeasured Latent Method Construct (ULMC) test for CMB

	
	
	
	Estimate With CLF
	Estimate with No CLF
	Difference in Estimate

	Like (George et al., 2023; Kabadayi & Price, 2014)
	
	
	
	

	LI 1
	I enjoy liking sports brands on social media.
	0.896
	0.885
	0.872
	0.013

	LI 2
	I regularly like sports brands on social media.
	0.848
	0.918
	0.885
	0.033

	LI 3
	Liking sports brands is something that I do often while on social media.
	0.985
	0.856
	0.819
	0.037

	Comment (Kabadayi & Price, 2014)
	
	
	
	

	COM 1
	I enjoy commenting on sports brands on social media.
	0.937
	0.828
	0.761
	0.067

	COM 2
	I regularly comment on sports brands on social media.
	0.882
	0.902
	0.862
	0.040

	COM 3
	Commenting on sports brands is something that I do often while on social media.
	0.857
	0.882
	0.761
	0.121

	Share (Ibrahim et al., 2022)
	
	
	
	

	SH 1
	I intend to share the posts about the sports brands.
	0.966
	0.887
	0.735
	0.152

	SH 2
	I expect to share the posts about the sports brands.
	0.955
	0.895
	0.785
	0.110

	SH 3
	I will share the posts about the sports brands.
	0.823
	0.912
	0.752
	0.160

	Reviews and ratings (Chakraborty & Bhat, 2018; George et al.,2023)
	
	
	
	

	RR 1
	Reviews and ratings on sports brands are defined.
	0.981
	0.884
	0.729
	0.155

	RR 2
	Reviews and ratings on sports brands are reliable.
	0.887
	0.875
	0.757
	0.118

	RR 3
	Reviews and ratings on sports brands are accurate.
	0.923
	0.808
	0.749
	0.059

	RR 4
	Reviews and ratings on sports brands are detailed.
	0.841
	0.861
	0.796
	0.065

	Social media Advertising (Bronner & Neijens, 2006; Buil et al., 2013; Raji et al., 2020)
	
	
	
	

	SMA 1
	Sports brands’ advertisements on social media are original.
	0.978
	0.936
	0.887
	0.049

	SMA 2
	Sports brands’ advertisements on social media are creative.
	0.892
	0.903
	0.814
	0.089

	SMA 3
	Sports brands’ advertisements on social media give me credible information.
	0.947
	0.807
	0.771
	0.036

	SMA 4
	Sports brands’ advertisements on social media give me helpful information.
	0.968
	0.978
	0.839
	0.139

	SMA 5
	Sports brands’ advertisements on social media offer me something new.
	0.899
	0.893
	0.823
	0.070

	Social media Promotion (Buil et al., 2013; Keller, 2009; Raji et al., 2020; Yoo et al., 2000)
	
	
	
	

	SMP 1
	Service deals are given on social media by sports brands.
	0.969
	0.902
	0.762
	0.140

	SMP 2
	Discounts/rebates are offered on social media by sports brands.
	0.945
	0.852
	0.792
	0.060

	SMP 3
	Gifts are offered on social media by sports brands.
	0.903
	0.902
	0.837
	0.065

	SMP 4
	Promotion information is announced on social media by sports brands.
	0.893
	0.894
	0.772
	0.122

	SMP 5
	Product trials are announced on social media by sports brands.
	0.912
	0.904
	0.882
	0.022

	SMP 6
	Price reductions are given on social media by sports brands.
	0.846
	0.816
	0.646
	0.170

	SMP 7
	Price deals are frequently made on social media by sports brands.
	0.872
	0.912
	0.870
	0.042

	Social media Interactive Marketing (Keller, 2009; Kim & Ko, 2012; Raji et al., 2020)
	
	
	
	

	SMIM 1
	Social media can be used to link sports brands’ websites.
	0.897
	0.873
	0.839
	0.034

	SMIM 2
	Social media is used to evoke sales of sports brands.
	0.879
	0.889
	0.823
	0.066

	SMIM 3
	Social media is used to improve sports brands’ image.
	0.872
	0.876
	0.756
	0.120

	SMIM 4
	Social media is used to raise awareness about sports brands.
	0.925
	0.909
	0.774
	0.135

	Perceived Benevolence (Lassoued & Hobbs, 2015; Li et al., 2008)
	
	
	
	

	PB 1
	Sports brands have good intentions towards their customers.
	0.803
	0.883
	0.782
	0.101

	PB 2
	Sports brands will respond constructively if I have any product-related problems.
	0.824
	0.873
	0.748
	0.125

	PB 3
	Sports brands will do their best to help me if I have a problem.
	0.928
	0.845
	0.787
	0.058

	PB 4
	Sports brands care about my needs.
	0.887
	0.836
	0.735
	0.101

	PB 5
	Sports brands give me a sense of security.
	0.966
	0.896
	0.870
	0.026

	Perceived Credibility (Gurviez & Korchia, 2002; Lassoued & Hobbs, 2015)
	
	
	
	

	PC 1
	Products from sports brands give me security.
	0.935
	0.874
	0.806
	0.068

	PC 2
	I have confidence in the quality of sports brands’ products.
	0.895
	0.879
	0.796
	0.083

	PC 3
	Buying products from sports brands is a guarantee.
	0.902
	0.768
	0.712
	0.056

	Perceived Reputation (Lassoued & Hobbs, 2015; Lau & Lee, 1999)
	
	
	
	

	PR 1
	Sports brands have a reputation for being good.
	0.918
	0.860
	0.737
	0.123

	PR 2
	Sports brands have a reputation for being unreliable∗.
	0.892
	0.840
	0.782
	0.058

	PR 3
	Other people have told me that sports brands are not good∗.
	0.962
	0.883
	0.734
	0.149

	PR 4
	Other people have told me that sports brands are reliable.
	0.882
	0.873
	0.529
	0.344

	PR 5
	Sports brands are reputed to perform well.
	0.844
	0.966
	0.732
	0.234

	PR 6
	I have heard negative comments about sports brands.
	0.928
	0.957
	0.627
	0.330

	Brand Engagement (George et al., 2023; Habibi et al., 2014; Laroche et al., 2012)
	
	
	
	

	BE 1
	I use social media to follow sports brands’ businesses and their branding.
	0.891
	0.862
	0.837
	0.025

	BE 2
	I participate in social media brand engagement activities of sports brands because it makes me feel better.
	0.883
	0.891
	0.745
	0.146

	BE 3
	I participate in sports brands' social media brand engagement activities because it allows me to share my experiences with others.
	0.947
	0.846
	0.805
	0.041

	BE 4
	To achieve my objectives, I participate in brand engagement initiatives of sports brands.
	0.816
	0.864
	0.824
	0.040

	BE 5
	Because of my emotional commitment to the sports brands, I participate in their brand engagement activities on social media.
	0.837
	0.857
	0.765
	0.092

	Brand Usage Intention (George et al., 2023; Hollebeek et al., 2014)
	
	
	
	

	BUI 1
	Following my engagement with sports brands, it makes sense to promote them.
	0.874
	0.881
	0.841
	0.040

	BUI 2
	Even if another brand offers the same qualities as sports brands, I would choose to use sports brands.
	0.885
	0.921
	0.793
	0.128

	BUI 3
	If another brand is equally excellent as a sports brand, I choose to use sports brands because of my previous experience with them.
	0.909
	0.893
	0.778
	0.115

	BUI 4
	If another brand is identical to sports brands in every manner, it appears wiser to use sports brands due to my familiarity with them.
	0.915
	0.811
	0.798
	0.013


Source: Author’s own work
