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Abstract : This study endeavors to enhance the understanding of the determinants of oppositional brand loyalty, particularly
within the context of fans of a sports brand. The primary focus is on investigating how oppositional brand loyalty fosters rivalry
among the fans and exploring the interplay between various variables, namely self-congruence, consumer brand identification,
consumer brand engagement, and narcissism, in influencing the likelihood of endorsing a rival team. The research adopts a
cross-sectional  survey  methodology,  employing  a  structured  questionnaire  distributed  both  online  and  onsite  to  gather
responses from a representative sample of 460 PSL fans in Pakistan. The data collection process involved obtaining responses
from  diverse  settings,  including  universities,  shopping  malls,  and  other  public  spaces  frequented  by  PSL  enthusiasts.
Participants were prompted to indicate their allegiance to a specific PSL team and subsequently respond to the questionnaire
based on their preferences. The findings of the study reveal that narcissism, as a moderating factor, exhibits no significant
influence on consumer brand identification, consumer brand engagement, and oppositional brand loyalty. However, it does
emerge as a significant moderator in the relationship between self-congruence and consumer brand identification. Particularly,
consumers express brand identification through self-congruence, elucidating the existence of oppositional sentiments among
PSL fans and their counterparts supporting rival teams. The implications of these results underscore the importance for
marketers to establish a brand identity that resonates with consumers on a personal level. Such an approach fosters a strong
sense of identification with the brand, prompting consumers to vigorously defend and support their favored brands, even in the
face of opposition from rival teams. Marketers are encouraged to focus on cultivating long-term consumer loyalty, as it proves
pivotal in maintaining a competitive advantage over industry counterparts.
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