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Abstract 
In addition to participating in sports events physically, it is also an option to watch 

sport games via TV broadcast and online broadcast platforms. During the broadcast, we 

often receive different forms of advertisements. With the development of broadcast and 

advertising technology, virtual advertisements can be integrated into the broadcast and 

cannot be skipped. It enables viewers to receive brand information while watching the 

sport game. Therefore, it’s important to understand the effect of virtual advertising and 

its impact on consumers. Domestic research on sports event broadcasting mostly 

explores the degree of involvement, consumer motivation and repurchase intentions, 

while the research on advertising in broadcasting is still dominated by full-screen 

advertising, and there is still a lack of research about virtual advertising. The purpose of 

this research aimed to determine whether perceived fit between a sport event and an 

advertised brand affects viewers’ attitudes toward the brand when applying virtual 

advertisement in sport broadcast. Viewer’s confusion and team identification were also 

considered, as a mediator and moderator for the relationships between perceived fit and 

attitude toward the advertised brand. Total of 542 participants aged 18 to 35 took online 

questionnaire in this research, and the research questionnaire contained sports event 

broadcast clip with virtual advertisements. The results showed that the perceived fit 

between sports events and virtually advertised brand impacted brand attitude positively, 

and mediating effect of viewer’s confusion was determined, as well as the moderating 

effect of team identification. The findings will help sponsor brands, sports event-related 

practitioners, and media broadcasters understand the effects of virtual advertising in 

sports event broadcasts, and provide references for future researchers. 
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