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ABSTRACT 

The sport industry in a multibillion dollar industry, in which sport organizations 

are consistently looking for ways to maximize revenue generation, as competition for the 

sport consumer dollar continues to steadily increase.  In an effort to maximize revenue 

across sport organizations, there has been a shift in emphasis from traditionally accepted 

product-oriented sales to consumer-oriented sales, accentuating the building of long-term 

relationships with different groups of customers.  One consumer segment that warrants 

extensive attention in the marketing efforts of sport organizations is comprised of 

interactive fans (iFans), or fans who, regardless of geographic barriers, consume the 

products of the team through new media outlets. 

Within this study, consideration was given to iFans, because of their capacity to 

provide support for teams, through means such as merchandise and media consumption, 

despite the fact that geographical barriers may impede them from being direct consumers 

of game day experiences.  The newly proposed Interactive Fan Attitude Network (iFan) 

model was employed to examine the attitude processes of iFans with respect to the 

consumption of new media in online sport brand communities.   

Through structural equation modeling, the iFan model was empirically tested to 

advance the understanding of attitude formation and change in interactive sport settings.  

The results from the current study point to two major conclusions.  First, the results 

provide evidence that the functional use of new media, measured in terms of what 

consumers are using new media for, is more appropriate in terms of model fit than the 

affective use of new media.  Second, the team identification attitude is an appropriate 

mediating variable between new media use and attitude consequences.  The study is the 

first to test the proposed iFan model, and provides practical and theoretical implications.  
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Chapter One 

Introduction 

“New media is a matter of digital Darwinism affecting any and all forms of 

marketing and service. In the world of democratized influence, businesses must 

endure a perpetual survival of the fittest. Engage or die” (Solis, 2011). 

 

Sport organizations are consistently looking for ways to maximize revenue 

generation, as competition for the sport consumer dollar continues to steadily increase 

(Mahoney, Madrigal & Howard, 2000; Trail, Fink & Anderson, 2003; Kim & Trail, 

2010).  In 2013, the sport industry is estimated to be worth between $400 to $435 billion 

annually with approximately $24 billion in revenue coming from the National Football 

League (NFL), National Basketball Association (NBA), the National Hockey League 

(NHL) and Major League Baseball (MLB) (Plunkett Research, Inc., 2013).  While the 

estimate has been provided, it is difficult to provide an all-encompassing revenue figure 

because of the complexity of the sport industry.  The intricate nature of the sport industry 

is illustrated in its different components, including areas such as ticket sales, licensed 

products, sports video games, collectibles, sporting goods, sports-related advertising, 

endorsement income, stadium naming fees, and facilities income (Plunkett Research, 

Inc., 2013).  The large revenue numbers associated with the four major leagues in the 

United States can be attributed to the fact that sales is the lifeblood of any sport 

organization, with focus generally placed on areas such as ticket sales, sponsorship, 

advertising, and broadcasting (McKelvey, 2012).  This centralized focus, specifically on 

product-oriented components of an organization, oftentimes leaves other streams of 

revenue overlooked.    
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In an effort to maximize revenue across sport organizations, there has been a shift 

in emphasis from traditionally accepted product-oriented sales to consumer-oriented 

sales, accentuating the building of long-term relationships with customers (McKelvey, 

2012).  This shift in paradigms has led to the implementation of relationship marketing, 

or marketing efforts focused on enhancing relationships between an organization and its 

consumers (Kim, Trail, & Ko, 2011).  The increased emphasis on improving the 

relationships between an organization and its consumers has led to increases in 

organizational outcomes such as tickets sales, sport media consumption, and licensed 

merchandise sales (Kim et al., 2011).  Furthermore, relationship marketing in the sport 

setting has the potential to increase fan loyalty, which is the strength of the relationship 

between a fan’s attitude and repeat patronage, inevitably increasing an organization’s 

competitive advantage within the marketplace (Funk & James, 2001; Bee & Kahle, 

2006), as loyal consumers are considered to be key contributors to organizational 

profitability and success (Ferrand, Robinson, & Valette-Florence, 2010).   

The importance of creating loyal consumers has been emphasized in marketing 

theory, which suggests that an organization’s net value is greatly influenced by consumer 

loyalty (Aaker, 1996).  Loyal customers are considered to be the key contributors to 

organizational profitability and success (Ferrand et al., 2010), which is demonstrated by 

the assertion that 80 percent of sales come from 20 percent of consumers (Mullin, Hardy, 

& Sutton, 2007). Furthermore, loyal consumers are beneficial to sport organizations as 

the costs associated with customer retention are substantially less than the costs of new 

customer acquisition (Fornell & Wernerfelt, 1987).  One method in which sport managers 

can address the necessity of creating loyal consumers is through the use of the Fan 
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Attitude Network (FAN) Model developed by Funk and James (2004), which was created 

to advance knowledge on how the internalization of a sport team through team 

identification, and the development and confirmation of a sport identity impact attitude 

formation and change.    The end result of the model is a platform for the systematic 

study of sport fans through which sport managers can examine whether or not the 

consequences of attitude importance produce loyalty amongst consumers that is 

persistent, resistant to change, and influences cognitive thoughts and behavior (Funk & 

Pastore, 2000; Funk & James, 2006).  While this model is the first attitude model created 

to examine the attitudes of sport consumers and provides a solid foundation for the 

different components in attitude processes, it has never been empirically tested, likely 

because of its broadness.  For this reason, a modified version of the FAN model, the 

Interactive Fan Attitude Network (iFan) model, that provides greater details with respect 

to the formation and changing of the attitudes of interactive fans (iFans) is being 

proposed within this study (see Figure 1.1).  In an effort to understand how to move sport 

fans through the iFan model as loyal consumers, it is necessary to review previous 

research on consumer behavior and team identification, as identification has been 

recognized as a key antecedent of fan loyalty (Sloan, 1989; Wann & Branscombe, 1993). 

 

Figure 1.1. The iFan Model.  

 

Much of the early research on sport consumer behavior treated fans 

homogeneously, identifying motivational factors impacting attendance rather than 
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focusing on the similarities and differences amongst fans (Hansen & Gauthier, 1989; 

Randl & Cuneen, 1994; Zhang, Smith, Pease, & Jambor, 1997). More recently, consumer 

behavior has been examined with respect to team identification (Wann, Melnick, Russell, 

& Pease, 2001; Cohen & Garcia, 2005; Wann & Grieve, 2005; Fink, Parker, Brett, & 

Higgins, 2009) and the process of fan socialization (James & Trail, 2008).  Identification 

is often described as “an orientation of the self in regard to other objects including a 

person or group that results in feelings or sentiments of close attachment” (Trail, 

Anderson, & Fink, 2000, p. 165–166).  In the sport setting, the definition of identification 

is oftentimes referenced as team identification.  Team identification refers to the 

perception of fans regarding the connection between themselves and the sport 

organization with whom they identify to the point of considering the successes and 

failures of the team as personal successes and failures (Ashforth & Mael, 1989).  

Research on team identification is grounded in the theoretical framework of social 

identity theory, which suggests that individuals possess both a personal identity, 

comprised of individual attributes and abilities, as well as a social identity, comprised of 

group categories such as organizational membership (Tajfel & Turner, 1986).  Tajfel and 

Turner (1986) further explained that individuals are driven by a need for high self-

esteem, which can be created by being a part of a social group.    According to Mael and 

Ashforth (1992), when a person identifies with an organization, he or she observes a 

“oneness with or belongingness to the organization(s) of which he or she is a member” 

(p. 104).  By segmenting an organization’s consumer base by different behaviors 

resulting from team identification, sport managers can market to relatively homogeneous 

groups that can be measured, analyzed, and targeted (Mullin et al., 2007). 
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One consumer segment that warrants extensive attention in the marketing efforts 

of sport organizations is comprised of iFans, or fans who, regardless of geographic 

barriers, consume the products of the team through new media outlets, such as team 

websites, social media, blogs, and mobile applications.   Although marketing to local fans 

that are direct consumers will always be a primary focus of sport managers looking to sell 

game tickets, new technologies that facilitate faster and richer connections are making it 

possible for distant fans to follow teams from afar (Foster & Hyatt, 2007).  To date, little 

empirical research within the sport marketing literature addresses how new media 

impacts the team identification and attitudes of iFans. If organizations are truly looking to 

build mutually satisfying long-term relationships with consumers through relationship 

marketing, consideration should be given to iFans, as they have the capacity to provide 

support for teams, through means such as merchandise consumption and media 

consumption, despite the fact that geographical barriers may impede them from being 

direct consumers of the game day experiences. To successfully implement a marketing 

plan in which iFans are recognized as a key segment, it is essential that sport managers 

identify those within the consumer segment, and understand the attitudes and behaviors 

that result from being identified with a team regardless of the geographical distance 

between the consumer and the organization.  This notion was supported by Foster and 

Hyatt (2007), who suggested that sport organizations build fan nations, consisting of both 

local and non-local fans, in an effort to ensure better long-term financial viability.  It was 

their belief that teams should invent traditions that appeal to both local and distant casual 

and non-fans to become loyal members of a team’s fan nation.   
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While little empirical research exists on fan nations, brand communities, which 

are customer-centric and emphasize the meaningfulness of the community in the 

consumer experience (McAlexander, Shouten, & Koenig, 2002), provide a different 

viewpoint from which to examine both local and nonlocal fans of organizations.  

Research on brand communities suggests that the concept of community allows 

organizations to emphasize the strategic lifetime value of a customer rather than the 

transactional worth (Devasagayam & Buff, 2008).  According to Devasagayam and Buff 

(2008), “Brand communities offer a way to enmesh the customer in a network of 

relationships with the brand and fellow customers, as opposed to the traditional brand 

loyalty—a one-to-one relationship between a brand and its customer” (p. 20).   It is 

through brand communities in which bonds are strengthened and relationships are 

improved.  McAlexander, Kim, and Roberts (2003) elaborated on this concept with their 

contention that brand communities foster the growth of diverse relationships amongst 

consumers and sport organizations, enhancing appreciation for the sport product and 

brand, while simultaneously producing consumer loyalty. 

Recent growth in the popularity and accessibility of online social networking 

websites has enabled the building of consumer-brand relationships through online brand 

communities (Lee, Kim, & Kim, 2011).  Lee et al. (2011) stated that online brand 

communities allow marketers to create, customize, and distribute persuasive advertising 

messages by using social networking websites as brand-building tools.  Through such 

technological advances, iFans have the opportunity to stay connected to their favorite 

teams and to consume sports through online brand communities (Waters, Burke, Jackson, 

& Buning, 2010).  Even though geographical distance may separate fans from the 



 

7 

 

organizations, social media provides consumers with further opportunities to interactively 

consume the products of sport organizations.  For instance, Facebook, a social 

networking website, had 1.06 billion active users as of December 2012, which is 

considerably higher than the 100 million active users in August 2008, illustrating 

considerable growth in the industry (Plunkett Research, Inc., 2011; Tam, 2013). 

Additionally, Twitter, a microblogging social network, had over 357 million users in 

2012, who have posted at least once on the website, which is an exponential increase 

from the 14 million users in 2008 (Plunkett Research, Inc., 2011; Wasserman, 2012).  

Another effective form of online brand communities that sport managers utilize is 

destination websites, which are official team websites employed by a sport organization 

for communication and commerce (Filo, 2012).  Destination websites are successful as 

online brand communities because they have the ability to maintain team identification 

through the provision of information, products, and services (Van den Poel & Leunis, 

1999).  iFans can logon to their favorite team’s website for news, statistics, merchandise, 

or to socially interact with other fans (Filo, 2012).  In addition to team websites, iFans 

can also maintain a connection with sport organizations through blogs.  Blogs are 

successful as online brand communities, as they have the capability to provide a voice 

and platform to fans wishing to express their opinions about their favorite sports, teams, 

or players (Filo, 2012).   Not only can fans come together to celebrate the successes of an 

organization through blogs, but they can also vent frustrations on a team’s performance 

and voice opposition to rivals of the team (Devasagayam & VanDen Heuvel, 2004).  The 

final form of new media that will be examined within this study, mobile applications, 

provides iFans with constant, live access to information at their fingertips in a brand 
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community format.  In addition to acting as a source of information from which fans can 

stay connected with organizations, mobile applications also provide opportunities for 

sport managers and sponsors to market promotions and interact with consumers, 

strengthening the relationships between the organization and its consumers (Morrison, 

2011).   

Given the variety of outlets from which an individual can connect with an 

organization, the uses and gratification theory can be utilized to understand why a 

consumer may choose one new media outlet over another to consume the products of an 

organization.  The uses and gratification theory places media consumers as the focal 

point, questioning what consumers do with media, rather than what media does to people 

(Katz, 1987).  The theory also holds that consumers are responsible for choosing media 

outlets to satisfy their gratifications and meet their needs (Katz, Blumler, & Gurevitch, 

1974).  This study will utilize the uses and gratification theory to analyze the new media 

consumption behaviors of iFans in an effort to understand the participants’ levels of team 

identification, the importance placed on the team identification attitude, as well as their 

consequences of attitudes. 

Significance of the Study  

Given the steadily increasing competition for the entertainment dollar of 

consumers (Mahoney et al., 2000; Trail et al., 2003; Kim & Trail, 2010), it is imperative 

that sport managers seek innovative marketing methods to generate revenue.  The results 

of this study illustrate the effectiveness of new media in building online brand 

communities to maintain the identification of iFans. The potential of new media 

technology is directly illustrated in the number of people utilizing the Internet.  
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According to Internet World Stats (2012), in 2012 there were 2.4 billion Internet users 

worldwide, which is up 566.4% from the number of Internet users in 2000.  With such a 

large percentage of the population utilizing the Internet, sport marketers must consider 

the implications of connecting with, and marketing to, interactive consumers through 

online brand communities.  This study will provide empirical evidence with respect to the 

effectiveness of new media in maintaining the team identification and loyalty of iFans.  

Additionally, the study will identify the best means of sustaining relationships with fans, 

regardless of geographic location, through the use of new media.  

The study is also significant in its empirical validation of the newly proposed iFan 

model, which was created with the intentions of advancing the understanding of attitude 

formation relative to sport and athletic teams.  In other words, this research will provide a 

systematic study to identify how new media consumption influences team identification, 

attitude importance, and the consequences of attitude, with emphasis on persistence, 

resistance, influence on cognition, and a guide to behavior.  This is especially important 

to sport managers, as they attempt to establish long-term relationships with loyal 

consumers in an effort to maximize revenue.  If proven to be effective within this study, 

the iFan model can be utilized in similarly replicated studies to identify how the 

characteristics of fans, combined with the features of a sport identity, contribute to stable 

evaluations of a sport team in the ever-evolving sport market.  

Purpose of the Study 

While an abundance of literature exists pertaining to consumer behavior and team 

identification, research on new media is steadily growing as technological developments 

take place.  It is evident that the use of new media provides fans with outlets to consume 
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the products of their favorite sport organizations in an online brand community format 

(Sung, Kim, Kwon, & Moon, 2010; Lee et al., 2011).  However, the effectiveness of new 

media in producing loyal fan behavior, and maintaining the team identification of iFans 

has yet to be empirically tested.  For these reasons, the purpose of this study was to 

examine the effectiveness of consumer use of new media in maintaining the team 

identification attitude of iFans.   

This purpose was fulfilled through the use of quantitative instruments that 

employed the components of the iFan model, beginning first by identifying the functional 

use of new media and the affective use of new media by consumers, as motivational tools 

aiding in the development and maintaining of psychological connections with sport 

objects.  The study continued with an examination of the team identification of iFans, 

which was measured in order to understand where participants are located on a 

continuum classified at the lowest level by minimum involvement with the team, and 

extending to the highest level of involvement with complete internalization of the team.  

The second section of the quantitative instrument first focused on attitude importance 

with respect to the attitude object of the sport team.  The four consequences of attitude: 

persistence, resistance, cognitive thinking, and behavioral outcomes, were also measured 

in the second section to examine the strength of the team identification attitude as a result 

of the use of new media. Through the theoretical framework provided by social identity 

theory and the uses and gratification theory, practical information will be produced to 

address the gap in the sport management literature with respect to iFans. 
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Hypotheses 

The proposed study builds on evidence from the consumer behavior and sport 

marketing literatures, as well as from the disciplines of sociology and psychology.  In 

view of the fact that the purpose of this study is to examine the effectiveness of new 

media in maintaining the identification of iFans, several guiding hypotheses have been 

formulated.  The hypotheses were created with the intention of addressing the 

relationships between the predictor variables (new media use), the criterion variables 

(consequences of attitude), and the mediating variable (team identification).  Certain 

relationships are hypothesized between the type of consumer use of new media and the 

consequences of attitude.  Relationships are also hypothesized to exist between the use of 

new media variables, the consequences of attitude variables, and the team identification 

attitude.  Based on the literature reviewed, the following hypotheses were tested within 

this study: 

Research has found that new media has the potential to act as a vehicle to develop 

and foster relationships with key stakeholders (Li & Bernoff, 2008).   Protective feelings 

and self-connection often result from the development and fostering of relationships 

between an organization and its consumers (Drigotas & Rusbult, 1992).  Team 

identification, the focus of the present study, is similar to the dimension of self-

connection in that both refer to the perception of fans regarding the connection between 

themselves and the sport organization with which they identify (Ashforth & Mael, 1989).  

Given the ability of new media to aid in the development of relationships between 

organizations and their consumers, and the potential of relationships to strengthen 
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connections and aid in the establishment of sport identities, the following two hypotheses 

were posited:  

H1: The functional use of new media will have a positive significant impact on the 

team identification attitude.   

H2: The affective use of new media will have a positive significant impact on the 

team identification attitude. 

 Research on brand communities has suggested that brand communities have the 

ability to foster and develop relationships among consumers and organizations, impacting 

the development of attitudes and behaviors that are indicative of brand loyalty (Muñiz & 

O’Guinn, 2001).  Brand communities have been found to be successful in strengthening 

interpersonal ties, enhancing appreciation for products, integrating customers with the 

brand, facilitating social interaction, and information exchange (McAlexander et al., 

2003; Sung et al., 2010).  Advances in technology have led many organizations to use 

new media outlets as brand communities to develop and maintain relationships with 

consumers (McAllister & Turrow, 2002).  Given the ability of brand communities to 

develop relationships and increase the connections between organizations and consumers, 

it is believed that the use of new media by consumers will improve the attitudes of 

consumers with respect to the organization.  As such, the following hypotheses were 

tested with respect to the relationships between new media use and the consequences of 

attitude: 

H3: The functional consumption of new media will have a positive significant impact 

on attitude persistence.  
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H4: The affective consumption of new media will have a positive significant impact 

on attitude persistence. 

H5: The functional consumption of new media will have a positive significant impact 

on attitude resistance.  

H6: The affective consumption of new media will have a positive significant impact 

on attitude resistance. 

H7: The functional consumption of new media will have a positive significant impact 

on cognitive outcomes.  

H8: The affective consumption of new media will have a positive significant impact 

on cognitive outcomes. 

H9: The functional consumption of new media will have a positive significant impact 

on behavioral outcomes.  

H10: The affective consumption of new media will have a positive significant impact 

on behavioral outcomes. 

The strength of an attitude, or the extent to which attitudes manifest the qualities of 

durability and impactfulness (Krosnick & Petty, 1995), can be used to examine the power 

of the team identification attitude.  Two aspects of durability, persistence and resistance, 

have received much of the empirical attention in past research. Petty and Cacioppo 

(1986) suggested that attitudes that are strong should display features that are persistent 

and resistant.  In addition to persistence and resistance, two manifestations of attitudinal 

impact, influence on information processing and judgment and guide to behavior, have 

also been the focus of extensive attitudinal research (Krosnick & Petty, 1995) with 

respect to the strength of particular attitudes.  Krosnick and Petty (1995) further asserted 
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that strong attitudes, whether they are positive or negative, are more likely than weak 

attitudes to play an influential role. 

Boninger et al. (1995) found that important attitudes, much like strong attitudes, are 

persistent and resistant to change, while also impacting other attitudes and behaviors.  

Research in the sport setting has suggested that as the sport identity strengthens, the value 

and benefits resulting from the identity become salient and desirable, leading to the 

development of the attitude and its increased importance (Funk, Haugtvedt, & Howard, 

2000).  Within this study, attitude importance was included to measure the strength of the 

team identification attitude.  Understanding the strength and importance of the team 

identification attitude is essential, as the consequences of attitude: persistence, resistance, 

cognitive thinking, and behavioral outcomes, have been identified as the defining features 

of attitude strength, and increase as the strength of an attitude increases (Krosnick & 

Petty, 1995).  For these reasons, the following hypotheses were tested within this study to 

examine the role of team identification as an attitude mediating the relationship between 

new media use and the consequences of attitude: 

H11: Team identification mediates the relationship between the functional use of new 

media and the consequences of attitude. 

H12: Team identification mediates the relationship between the affective use of new 

media and the consequences of attitude. 
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Definition of Terms 

Throughout this dissertation, a variety of terms will be used.  The following definitions 

are provided to ensure uniformity and understanding of these terms throughout the study.  

The researcher developed all definitions not accompanied by a citation. 

Attitude: A psychological tendency that is expressed by 

evaluating a particular entity with some degree of 

favor or disfavor (Eagly & Chaiken, 1993). 

 

Blogs: Personal websites, in which a series of chronological 

entries by an author is present (Filo, 2012).   

 

Brand Community: ‘‘Brand community is a specialized, non-

geographically bound community, based on a 

structured set of social relationships among admirers 

of a brand’’ (Muñiz & O’Guinn, 2001, p. 412). 

 

Destination Websites: Official team websites employed by a sport 

organization for communication and commerce 

(Filo, 2012). 

 

Interactive Fans (iFans): Fans who, regardless of geographic barriers, 

consume the products of the team through new 

media outlets, such as team websites, social media, 

blogs, online streaming, and mobile applications.    

 

Interactive Fan Attitude Network 

(iFan) Model: 

A model illustrating the impact that new media has 

on team identification and the attitudes of interactive 

fans. 

 

Loyalty: A commitment to a specific team that is persistent, 

resistant to change, and influences cognitive 

thoughts and behavior (Funk & James, 2006). 

 

Mobile Applications:  Mobile phone applications that provide users with 

information, entertainment, games, and interactivity 

(Filo, 2012).  

 

New Media: “The emergence of digital, computerized, or 

networked information and communication 

technologies in the later part of the twentieth 

century” (Filo, 2012, p. 442). 

 



 

16 

 

Relationship Marketing: Marketing efforts focused on enhancing 

relationships between an organization and its 

consumers that results in increased organizational 

outcomes through avenues such as tickets sales, 

sport media consumption, and licensed merchandise 

sales (Kim et al., 2011).   

 

Social Media: “The tools, platforms, and applications that enable 

consumers to connect, communicate, and collaborate 

with others” (Williams & Chinn, 2010, p. 422).   

 

Limitations  

 The limitations within a study include potential weaknesses that are out of the 

control of the researchers (Simon, 2011).  As with any research study, the limitations 

must be acknowledged.   

1. The use of self-reported data is a limitation within this study, as it cannot be 

independently verified.  Similarly, the incidence rate of social desirability, or the 

tendency of respondents to answer questions to portray themselves in a favorable 

manner (Andrew, Pedersen, & McEvoy, 2011), will likely increase.  For example, 

highly identified iFans may over report on their behaviors in an effort to illustrate 

their fandom. 

2. Additionally, since the study was completed utilizing a convenience sample 

through respondent driven sampling, the possibility of generalizing the results 

beyond the specific population from which the sample was drawn to a larger 

population decreased.  Future research should be conducted with a sample more 

representative of the entire sport consuming population. 

3. The nature of the study is cross sectional, as the data was collected at one point.  

Although convenient, data collection that is cross sectional has some associated 
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limitations.  For instance, responses may vary by sport setting depending on how 

the team is doing at the particular point of data collection.  In other words, 

participants may answer favorably if the team is doing well and unfavorably if the 

team is struggling. Similarly, the cross sectional nature of the study may have 

impacted the responses of respondents because only some of the leagues were in 

season during data collection.   Future research can address this limitation through 

a longitudinal study in which the new media consumption habits and attitudes of 

iFans are measured at multiple points in the season to reflect any change that may 

occur as a response to team success or other factors. 

4. Finally, as structural equation modeling (SEM) was used in this study, the 

limitations associated with the analysis technique should also be acknowledged.  

Kaplan (2001) identified the following weaknesses of SEM: the requirement of a 

large sample size, difficulties associated with the statistical techniques, and the 

requirement of well-specified measurement and conceptual models.  If these 

limitations of SEM are not addressed during the research, difficulties may arise 

during data analysis.   

Delimitations  

 The delimitations are in the control of researchers, and include those 

characteristics that limit the scope and define the boundaries of a study (Simon, 

2011).  The delimitations must also be recognized. 

1. As there is a lack of research on the use of new media to maintain the 

identification of iFans, much of what is presented within this study is new to the 

field of sport management.  For this reason, implementing a model that has never 
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previously been empirically tested may lead to some issues during the data 

analysis processes. 

2. Survey items used only multiple-choice and likert-scale items and did not include 

open-ended response items.  The use of only close-ended items was implemented 

to avoid multiple interpretations of the data and to assure manageability of the 

collected data. 

3. In addition to the limitation associated with the use of a convenience sample, the 

teams selected for use within the study only come from five professional leagues 

in the United States further limiting the generalizability of the findings of the 

study.  In addition to other team sports not being included within the study, 

collegiate teams, and individual athlete sports were not included.  It may be that 

the findings of the study would differ in these different contexts.  

Organization of the Dissertation 

Chapter 1 has presented the introduction, purpose of the study, research questions, 

hypotheses, significance of the study, definition of terms, and limitations of the study.  

Chapter 2 begins with a review of literature on relationship marketing and its prevalence 

within the sport industry.  A transition is then made into team identification and 

consumer attitudes, and the role of each in consumer behavior.  Chapter 2 concludes with 

a discussion of brand communities, specifically focusing on social media, destination 

websites, blogs, and mobile applications as new media outlets, in which the uses and 

gratification theory provides an understanding of how consumers utilize new media as 

brand communities.  The methodology and procedures used to gather data for the study 

are presented in Chapter 3, including the research design, sample, procedures, and 
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instrument employed in the study. Chapter 4 presents the results of analyses and findings 

that emerged from the study.  The dissertation concludes with Chapter 5 providing a 

summary of the study and findings, conclusions drawn from the findings, a discussion of 

the practical and theoretical implications of the results for sport managers, along with 

recommendations for future research. 
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Chapter Two 

Review of Literature 

While the goal of this dissertation is to measure the effectiveness of new media in 

maintaining the team identification of iFans, the focus of this chapter is to review the 

literature associated with building and sustaining relationships with consumers, brand 

communities, and new media outlets.  In order to fully understand to what degree iFans 

utilize new media to stay connected with their favorite sport teams, it is necessary to 

review and evaluate previous research in the always-expanding fields of consumer 

behavior and sport marketing. Much of the research developed to explain consumer 

behavior and new media consumption incorporates influences from the disciplines of 

sociology and psychology.  Through a multidisciplinary analysis, this section will 

provide an overview and details of the concepts utilized within this study, while also 

providing a transition from the other disciplines into the sport consumer behavior realm.  

The first portion of this chapter will emphasize the organizational processes of 

establishing and maintaining relationships with consumers through relationship 

marketing.  After discussing these processes, loyalty and team identification will be 

addressed, providing a transition into consumer attitudes.  Emerging from the discussion 

of consumer attitudes are the outcomes of attitudes, including persistence, resistance, 

cognitive, and behavioral consequences.  This information will then be followed by a 

detailed review of brand communities, focusing specifically on online brand 

communities.  Next, the types of new media outlets utilized within this study will be 

discussed.  Combining elements from each of these components, a final discussion will 

ensue in which the newly proposed iFan model will be introduced. 
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Relationship Marketing 

Relationship marketing was first introduced in the services marketing industry, 

and its presence within organizations has continued to steadily grow since its initial 

inception (Berry, 1983).  Morgan and Hunt (1994) suggested that relationship marketing 

includes “all marketing activities directed towards establishing, developing, and 

maintaining successful relational exchanges” (p. 22).  Bee and Kahle (2006) later 

reiterated the importance of these same components, emphasizing the attraction of 

potential consumers, the development of relationships with consumers, and the renewal 

or retention of consumers. Since its introduction into the service marketing field, a 

number of other definitions have been proposed to describe relationship marketing (Shani 

& Chalasani, 1992; Gronroos, 1994; Rao & Perry, 2002).  Within the sport setting, 

relationship marketing provides sport managers will the opportunity to initiate, preserve, 

and even repair damaged relationships with sport consumers (Magnusen, Kim, & Kim, 

2012).  Due to the focus on sport consumers within this study, relationship marketing will 

be defined as any marketing efforts focused on enhancing relationships between an 

organization and its consumers that result in increased organizational outcomes through 

avenues such as tickets sales, sport media consumption, and licensed merchandise sales 

(Kim et al., 2011).   

A major difficulty associated with relationship marketing is how to operationalize 

the concept, as no single relational construct is believed to appropriately capture the 

components of an exchange relationship (Garbarino & Johnson, 1999; Magnusen et al., 

2012).  Oftentimes, relationship quality, a multidimensional construct used to capture 

different but related facets of a relationship (Crosby, Evans, & Cowles, 1990), is used to 
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better understand relationship marketing.  There have been a multitude of dimensions 

used within the relationship quality construct including trust and commitment (Moorman, 

Zaltman, & Deshpandé, 1992; Morgan & Hunt, 1994), intimacy and self-connection 

(Aaker, Fournier, & Brasel, 2004; Kim & Trail, 2011), and most recently reciprocity 

(Magnusen et al., 2012).   

In the context of relationships, trust refers to one’s willingness to have confidence 

in and rely on an exchange partner (Moorman, Deshpandé, & Zaltman, 1993).  Ross 

(2007) suggested that sport consumers place their trust in sport organizations in a similar 

manner as they place their trust in people, suggesting that the processes of building trust 

in relationships between sport organizations and fans is similar to the processes of 

building trust in relationships between people.  Research on the impact of consumer trust 

of an organization in the sport context has found that higher levels of trust lead to future 

purchase intentions and the willingness to pay higher prices for the products of an 

organization (Funk & James, 2006). 

The next dimension commonly used to examine the quality of a relationship, 

commitment, refers to the belief that an ongoing relationship with another is so important 

that maximum effort should be put into maintaining it (Morgan & Hunt, 1994).  This 

dimension can be seen on the service side of sport organizations that emphasize the 

“customer is always right” mentality.  Such organizations are committed to an ongoing 

relationship with each and every one of their consumers, and are willing to do whatever 

they can to maintain a relationship with each of their consumers.  Research has found that 

the presence of commitment in relationships negatively influences the propensity to leave 
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a relationship (Morgan & Hunt, 1994), while positively impacting sales, market share, 

and profits (Reynolds & Beatty, 1999). 

The dimension of intimacy is oftentimes thought of in terms of romantic 

relationships.  However, research has illustrated that intimacy is a key component of 

relationships, and can be applied to relationships outside of the romantic realm (Aaker et 

al., 2004; Kim & Trail, 2011). When examining the quality of relationships between sport 

organizations and their consumers, Kim and Trail (2011) conceptualized intimacy by 

emphasizing nonsexual dimensions such as the degree of familiarity, closeness, and 

openness to relationship partners.  Each of these nonsexual dimensions of intimacy is a 

characteristic used to describe the nature of a relational bond between sport organizations 

and sport consumers (Harris & Ogbonna, 2008).  For instance, the relationship between 

an individual who has high brand awareness or familiarity and is close to a brand would 

be considered to be intimate.   

The next dimension frequently used to examine the quality of relationships, self-

connection, refers to the “relationship quality facet [that] reflects the degree to which the 

brand delivers on important identity concerns, tasks, or themes, thereby expressing a 

significant aspect of self” (Fournier, 1998, p. 364).  It is through strong connections that 

consumers reinforce the maintenance of relationships through the development of 

protective feelings (Drigotas & Rusbult, 1992).  The dimension of self-connection to a 

sport organization is similar to the concept of team identification, which is the perception 

of fans regarding the connection between themselves and the sport organization with 

which they identify (Ashforth & Mael, 1989).  This dimension is particularly important 
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as levels of connection and identification have been found to impact the consumption 

behaviors of consumers (Trail et al., 2003).   

The final dimension regularly used to measure the quality of relationships is 

reciprocity.  Relationships characterized by reciprocity possess feelings of obligation 

toward others based on past behaviors (Gouldner, 1960).  Kim and Trail (2011) further 

elaborated on the principle of reciprocity by stating, “when one benefits from another, the 

recipient should return the favor in proportion to what the other has done for him or her” 

(p. 62).  Research has found that reciprocity motivates consumers to develop trust and 

commitment with a relationship exchange partner (Cialdini & Goldstein, 2004).  When 

examining reciprocity in the sport setting, Howard and Crompton (2004) suggested that 

relationships between sport consumers and sport organizations will only continue if both 

parties believe that the reciprocity in the relationship is balanced.  In this context, if either 

party in the relationship perceives an imbalance in the exchange of benefits and costs, the 

likelihood of the relationship deteriorating increases (Kim & Trail, 2011). 

Each of the aforementioned dimensions of relationship quality is essential to 

understand shift from a traditional exchange paradigm to a relationship paradigm.  

Challenges in the sport marketplace, such as the rising costs of running a sport 

organization, competition in the marketplace with not only other sports, but also 

additional entertainment options, and fan discontent  have been identified as the reasons 

for the shift to service-oriented relationships (Mullin et al., 2007; Harris & Ogbonna, 

2008; Gladden & Sutton, 2009).  Issues such as these that are currently facing the modern 

sport industry stimulated the necessity of ensuring that both retention and the 

development of mutually beneficial relationships with existing customers are emphasized 
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within relationship marketing (Copulsky & Wolf, 1990).  In an effort to explain how 

relationship marketing can negate some of these challenges, Kim and Trail (2011) 

identified three reasons for sport marketers to shift to the relationship paradigm.  The first 

reason provided by the authors involves the ease of retaining existing customers, in 

comparison to the generation of new customers.  Providing quality customer service and 

making individuals feel like they are an important, irreplaceable part of the organization 

can inevitably lead to increases in both renewal rates and referrals, positively impacting 

the organization.  This idea is further supported by Mullin et al. (2007), who asserted that 

80 percent of sales come from 20 percent of consumers.  If an organization’s season 

ticket holders make up 20 percent of the fan base and are consistently renewing their 

purchase season after season, and referring others buyers because of their relationship 

with the organization, there is potential for an influx in revenue just from an individual 

season ticket holder.   

The second supporting argument made by Kim and Trail (2011) in favor of the 

relationship paradigm is the notion that consistent relationship marketing has the 

potential to repair damaged relationships with disgruntled fans.  Howard and Crompton 

(2004) elaborated on the negative impact of disgruntled fans with their assertion that 

dissatisfaction will eventually lead to fan apathy.  They further emphasized that 

discontented fans will eventually become indifferent, leading to decreases in attendance 

and viewership, negatively impacting the revenue of sport organizations.  In an effort to 

avoid damaging consequences of disgruntled fans, relationship marketing can be 

implemented to establish relationships with fans to acknowledge and respond to the 

concerns of fans (Howard & Crompton, 2005).  By showing sport fans that there is care 
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and concern for them at the organizational level, you can turn disgruntled critics into 

happy fans.  This idea was further supported by Sernovitz (2009), who claimed, “Solving 

people’s problems is the single best way to create loyal fans who will talk about you” (p. 

174).  This process of maintaining and enhancing relationships with consumers will in 

turn ensure that the objectives of both parties are met through mutual exchange and the 

fulfillment of promises (Gronroos, 1990). 

The final reinforcing claim for the establishment of relationship marketing within 

sport organizations made by Kim and Trail (2011) involves the emergence of new 

technology.  According to the authors, new technology has the potential to increase the 

success of relationship marketing within organizations.  The continuous advances in new 

media have allowed consumers to become immersed in two-way communication with 

organizations, while validating expectations of direct engagement and relationships with 

organizations (Williams & Chinn, 2010).  The establishment of mutually beneficial 

relationships was previously unrealistic because of cost concerns and a lack of resources; 

however, through relationship marketing it is now possible because of direct marketing 

and database building techniques that are readily available for the development of 

customized relationships with consumers (Kim & Trail, 2011).  Shani (1997) suggested 

that sport marketers develop a platform for relationship marketing by recognizing the 

uniqueness of sport consumers and how they are generally highly involved consumers 

who hope to have a long-term association with the team.  With advancements in 

technology, such as customer relationship management (CRM) systems, not only can 

sport consumers be recognized for their uniqueness as a consumer segment through 

demographics, psychographics and product usage data, but they can also be further 
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monitored by all interactions between the customer and the organization (Mullin et al., 

2007).  By recording each interaction, employees of sport organizations can be fully 

informed and prepared when having future interactions with consumers, showing that 

attention is paid to each fan on an individual basis.  For example, if a conversation occurs 

between an organizational employee and a fan in which the employee learns that the fan 

attends games with his daughter and discovers when the daughter’s birthday is, the details 

from the conversation should be recorded in the company’s CRM system.  The 

information from this conversation, while perhaps forgotten by both involved parties, is 

readily available in the system and can be used to further the consumer-organization 

relationship by surprising the daughter with a gift in her seats on her birthday. 

Although research on relationship marketing in the general business and 

marketing literature is copious, research on the concept is currently scarce but steadily 

increasing in the field of sport management.  It is undeniable that building and 

maintaining good relationships with fans is an important component of organizational 

success, yet the components of a quality relationship are left open for interpretation from 

one organization to the next.  In an effort to better understand the relationships between 

sport consumers and sport organizations, Kim and Trail (2011) created a conceptual 

framework with emphasis placed on relationship quality.  Their model begins with five of 

the previously discussed dimensions that impact relationship quality: trust, commitment, 

intimacy, self-connection, and reciprocity.   The second component of their proposed 

model suggests that the quality of the relationship, as determined by the previous 

constructs, directly influences behavioral outcomes, such as word of mouth, media 

consumption, licensed-product consumption, and attendance behaviors.  The final 
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element of their conceptual framework includes relationship personality and 

demographics as moderating factors that openly influence the degree of relationship 

quality on behavioral outcomes.  While no empirical research currently exists testing the 

proposed framework, its components are based on previous research and experiences, 

making it a viable outline for understanding the importance of relationship quality in 

relationship marketing.  Regardless of the elements employed or the framework used, it is 

unlikely that there will ever be any single, accurate definition of relationship marketing 

because of the high complexity of social phenomenon in combination with dynamic 

market growth (Gummesson, 1993). Irrespective of the definition used or the methods 

implemented to employ relationship marketing, it is indisputable that quality 

relationships can positively benefit an organization through the creation of loyal 

consumers, who make repeat purchases (Puciato & Boranczewski, 2011).  Given that 

loyal consumers are considered to be key contributors to organizational profitability and 

success (Ferrand et al., 2010), it seems rational for sport managers to implement 

relationship marketing into their organizations to maximize revenue opportunities.  To 

better understand how organizations can create loyal consumers, examination into the 

attitudes of consumers is warranted. 

Attitudes  

Previous research has illustrated that highly identified consumers possessing loyal 

attitudes toward a sport organization are more likely than those with less loyal attitudes to 

attend games, spend money on team paraphernalia, and talk about the team (Bristow & 

Sebastian, 2001).  “Attitude is a psychological tendency that is expressed by evaluating a 

particular entity with some degree of favor or disfavor” (Eagly & Chaiken, 1993, p. 1).  
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Eagly and Chaiken (1993) additionally stated that attitudes are similar to other 

hypothetical constructs in that they are not directly observable, but that they can be 

inferred from observable responses (i.e., consumer behavior).  Attitude formation and 

change can also be applicable to the construction of an individual’s identity, as well as 

the confirmation of a sport or team identity (Funk & James, 2004).  For instance, an 

individual’s attitudes toward a team may directly shape his or her identification level to 

the team.  On the other hand, if an individual were to relocate, become a distant fan, and 

lose the ability to directly experience the attributes that were previously employed to 

fulfill his or her needs, a change in attitude may occur.  Each of the scenarios can be 

impacted by the internalization of the norms and values of the sport culture, strengthening 

one’s sport identity (Holt, 1995).   

The strength of an attitude, or the extent to which attitudes manifest the qualities 

of durability and impactfulness (Krosnick & Petty, 1995), has been the emphasis of much 

attitude research.  Two aspects of durability, persistence and resistance, have received 

much of the empirical attention in past research. Krosnick and Petty (1995) suggested 

that persistence, oftentimes referred to as stability, refers to the degree to which an 

attitude remains unchanged over an extended period of time.  Within a sport setting, a 

Cubs fan that has been a fan of the Chicago team since the first time he went to a Cubs 

game when he was five would have a persistent attitude toward his sport identity 

associated with the Cubs.  Resistance, on the other hand, refers to the ability of an 

attitude to remain stable when a counter persuasive attack is presented (Petty & 

Cacioppo, 1986).  An individual who maintains a positive sport identity when a sport 

organization faces a devastating scandal would be an example of someone with a 
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resistant attitude within a sport setting.  Attitudes that are labeled as strong should 

seemingly show persistence and/or resistance.   

In addition to persistence and resistance, two manifestations of attitudinal impact, 

influence on information processing and judgment and guide to behavior, have also been 

the focus of extensive attitudinal research (Krosnick & Petty, 1995).  The influencing 

ability of attitudes on information processing and judgments occurs when certain 

information comes to mind or certain decisions are made as a result of attitude (Krosnick 

& Petty, 1995).  For example, if someone were to ask a baseball fan for a 

recommendation on where to take the family for an entertainment option, the information 

that might come to mind as a result of a favorable attitude toward baseball would be to 

suggest attending a baseball game.  Attitudinal impact as a guide for behavior refers to 

the ability of attitudes to influence the actions of individuals (Funk & James, 2004).  For 

instance, a sport fan with a positive attitude toward a certain team will be more likely to 

consume the products of that team, attend the games, or watch games on television.  

Similarly, a sport fan with a negative attitude toward a certain team would be much less 

likely to consume the products of the team. With respect to both the influence of attitudes 

on information processing and judgment and as a guide to behavior, strong attitudes, 

whether they are positive or negative, are more likely than weak to play an influential 

role (Krosnick & Petty, 1995). 

As the sport identity strengthens, the value and benefits resulting from the identity 

become salient and desirable, leading to the development of the attitude and its increased 

importance (Funk, Haugtvedt, & Howard, 2000).  According to Krosnick (1988), attitude 

importance is an individual’s sense of the concern, caring, and significance he or she 
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attaches to an attitude.  To attach great personal importance to an attitude is to care and 

be deeply concerned about it (Boninger, Krosnick, Berent, & Fabrigar, 1995).  Boninger 

et al., (1995) found that important attitudes, much like strong attitudes, are persistent and 

resistant to change, while also impacting other attitudes and behaviors.  The researchers 

also found that important attitudes share the features of strong attitudes, as importance 

instigates exposure to and elaboration of attitude-relevant information.  The researchers 

further asserted, “This heightened motivation to acquire and process information seems to 

enhance attitude extremity, accessibility, and consistency, as well as the quantity, 

accuracy, and organization of relevant knowledge in memory” (Boninger et al., 1995, p. 

178).   

In the sport setting, an important attitude toward a specific team may become 

strong based on the individual’s motivation to process relevant information with respect 

to the team through a variety of sources, including new media. The derived importance of 

the expression of an attitude toward one’s own sport identity may become important due 

to one, or a combination, of the following factors: its link with other psychological 

elements within a network of associations in memory, knowledge in memory, alignment 

with attitude preference of others whom the attitude holder considers important, or a 

personal commitment to support the attitude (Funk & James, 2004).  Furthermore, the 

adoption and confirmation of an individual’s identification as a fan of a team has the 

potential to guide the formation and change of attitudes towards an athletic team (Funk & 

James, 2004), ultimately influencing the consumption behaviors of fans.  Group 

membership as a fan acts as a determinant of attitudes because of the convincing role that 

reference groups have in the shaping of attitudes (Boninger et al., 1995).  This idea 
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originated from work by Festinger (1957), who purported that when forming judgments, 

individuals are directly influenced by similar others.  This notion was later supported in 

the sport context by Wakefield (1995) who found that when a sport spectator perceives 

that others approve of attending a sporting event, other-event related attitudes, such as 

identification and perceived value are positively affected.  Given that sport fans of the 

same team have the team and its constituents in common, attitudes can be shaped by one 

another through the sharing of knowledge and opinions with referent others.  

In an effort to understand the attitudes and evaluations of fans in an ever-changing 

sport environment, Funk and James (2004) created the Fan Attitude Network (FAN) 

Model to advance knowledge on how the internalization of a sport team through team 

identification, the development, and confirmation of a sport identity impact attitude 

formation and change.  Funk and James’ (2004) FAN Model begins in the internalization 

process, with the dispositional needs of fans.  According to the researchers, the 

dispositional needs of fans represent individual attributes (e.g., gender, race, height), 

personality traits (e.g., a need for self-expression and belonging, extroversion, openness), 

and psychological motives (e.g., vicarious achievement, self-esteem, diversion, 

entertainment).  It is the dispositional needs of fans that act as catalysts to motivate the 

development of psychological connections with sport objects, be it a connection to a 

specific sport, particular team, or an individual athlete.  A sport identity may be 

developed in an effort to satisfy dispositional needs; however, the expression of fan 

characteristics and traits through a psychological connection to a sport team is moderated 

by the endearing features of a sport setting (Graeff, 1996), which is the next component 

of the FAN Model. 
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 According to Funk and James (2004), “Endearing features highlight the 

psychological significance and value of a sport team (or other sport object) as a means for 

satisfying dispositional needs” (p. 9).  They asserted that the attributes of the sport 

setting, such as performance outcomes, prior success, competition level, style of play, 

quality of service, geographic proximity to team, media influences, community solidarity, 

star players, family entertainment, success, and socialization, can satisfy dispositional 

needs in a particular context. The authors further contended that it is through the desire to 

satisfy one’s dispositional needs that the internalization of a sport team occurs, leading to 

the eventual formation of a sport identity.  Sport identity is the next component of the 

FAN model, and includes both group and personal identities due to their combined 

impact on self-concept (Funk & James, 2004).  According to the authors, “In the context 

of the FAN model, “sport identity” represents the internalization of a sport object (e.g., 

sport, team, or player) into one’s self concept to fulfill dispositional needs” (p. 12).  The 

development of a sport identity occurs through internalization, during which an 

individual integrates a sport team into self, placing the team in high regard as a part of 

one’s identity (Kolbe & James, 2003).  The process of internalization, during which one 

develops a sport identity, occurs on a continuum classified at the lowest level by 

minimum involvement with the team, and extending to the highest level of involvement 

with complete internalization of the team (Grolnick, Deci, & Ryan, 1997).  Given that 

previous research has indicated that fans with higher levels of identification are more 

likely to consume the products of sport organizations (Trail et al., 2003), it is important 

for sport managers to move consumers up this internalization continuum from low levels 

of involvement to complete internalization.  Sport identification concludes the 
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internalization process of the FAN model, transitioning in individual attitude formation 

and change.   

The consequences of attitude importance are especially impactful within the FAN 

model.  Funk and James (2001) identified persistence, resistance, influence on cognition, 

and a guide to behavior, as four consequences to attitude importance.  Each of the 

aforementioned consequences of attitude importance within the FAN model has the 

potential to work individually or in combination with each other to produce consumer 

loyalty (Funk & James, 2004).  This is particularly relevant within a sport setting, as 

previous research has shown that loyal fans are dedicated to of the organization to which 

they identify, inevitably leading to increases in consumption habits (Bristow & Sebastian, 

2001).  Although the FAN model is the first attitude model created to examine the 

formation and change of the attitudes of sport consumers and provides a solid foundation 

for the different components in attitude processes, it has never been empirically tested.  

One potential explanation for it never being empirically tested is that it is a relatively 

broad model open for a variety of interpretations.  Within this study, a modified version 

of the FAN model will be employed, providing greater details with respect to the 

formation and changing of the attitudes of iFans in an effort to identify how organizations 

can establish relationships with consumers in an effort to produce loyal attitudes and 

behavior. 

Loyalty. 

Loyalty in the consumptive context refers to a “deeply held commitment to rebuy 

or repatronise a preferred product/service consistently in the future” (Oliver, 1999, p. 34).  

In a sport setting, loyalty is viewed as the strength of the relationship between a fan’s 
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attitude and repeat patronage, directly influencing a sport organization’s competitive 

advantage in the marketplace (Funk & James, 2001).  Loyal fans possess commitment 

toward a specific team that is persistent, resistant to change, and influences cognitive 

thoughts and behavior (Funk & James, 2004).  Extant research has examined both social 

norms and individual factors that impact fan loyalty, as researchers purported that loyalty 

consists of both attitudinal and behavioral components (Hennig-Thurau, Langer, & 

Hansen, 2001).  While both attitudinal and behavioral components impact loyalty, there 

is no consensus on which of the two components is preferred, as each provides a different 

research context in which loyalty can be explained (Shih-Hao, Ching-Yi Daphne, & 

Chung-Chieh, 2012).  The attitudinal perspective involves a process of psychological 

attachment, which is said to lead to increased behavioral intentions to repurchase (Park & 

Kim, 2000).  This concept is generally measured through repatronage intention, which is 

an attitudinal perspective characterized by the decision of consumers whether to purchase 

a specific product or service from an organization based on their current situation 

(Hellier, Guersen, Carr, & Rickard, 2003).  Loyalty from a behavioral perspective, on the 

other hand, is oftentimes viewed as the strength of the relationship between attitude and 

actual purchasing behavior.  It can include consistency, repeat purchase, frequency of 

encounters and repetitive behaviors (Dick & Basu, 1994).   

Examining loyalty in the context of sports consumption may vary from loyalty in 

traditional contexts.  This can be attributed to the fact that sport consumers are unique in 

the sense that they are generally highly involved and have a desire for long-term 

association with a team or branded product (Mullin et al., 2007).  For instance, a cereal 

eater may vary on their cereal choice from one shopping trip to the next based on sales, 
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product placement, or other factors, but fans of a particular team will likely remain 

consumers of that team, rather than switching to become fans of other teams.  Because of 

the uniqueness of sport consumers in comparison to consumers of traditional brands, 

vendors, or stores, it is necessary to examine the loyalty specifically in the sport context.  

Much of the previous research on fan loyalty in sport management and psychology has 

focused on behavioral indicators of loyalty, such as attendance numbers (Hansen & 

Gauthier, 1989; Funk, Mahony, & Ridinger, 2002).   For instance, Wakefield (1995) 

found that social influence, team identification, and perceived value had a significant 

positive effect on spectators’ intention to attend future games.  Later research by Bee and 

Havitz (2010) found that psychological commitment and resistance to change mediate the 

effect of fan attraction and involvement on behavioral loyalty.  Homburg and Giering 

(2001) suggeseted the behavioral component of loyalty consists of both past behavior and 

behavioral intentions.  Past behavior is oftentimes thought of as behaviors associated with 

purchasing tickets, licensed merchandise, or consuming the products of an organization 

through other avenues; however, past participation in positive word-of-mouth is also 

considered to be a past behavior with respect to fan loyalty (Bauer, Stokburger-Sauer, & 

Exler, 2008).  Bauer et al. (2008) described the intentional component of the behavioral 

dimension as possessing the same components of the past behavior dimension, with 

emphasis on the future behavior of the fan.   

Although much of the preceding research on fan loyalty has emphasized the 

behavioral dimension of loyalty (Funk & Pastore, 2000; Gladden & Funk, 2001; Trail, et 

al., 2003), recent research has emphasized the attitudinal dimension of fan loyalty, which 

is represented by the psychological commitment of a fan to a team (Bauer et al., 2008).  
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Ajzen and Driver (1992) identified intention to repurchase, an attitudinal perspective 

dependent on the degree of attachment to a team, as the key predictor of actual behavior.  

As such, repatronage intention, or the decision made by consumers to purchase a product 

of service based on current experiences as a result of the psychological commitment of a 

fan to a team (Hellier et al., 2003), is oftentimes used to measure fan loyalty from an 

attitudinal standpoint.   In the sport setting, repatronage intention, as an attitudinal 

indicator of loyalty, leads to the behavioral outcomes of loyalty such as continued 

attendance or viewership of games and events, as well as the prolonged purchasing of 

products.  

Although repatronage intention is a suitable predictor of actual behavior, an 

understanding of the psychological attachment is necessary to fully grasp the attitudinal 

dimension of fan loyalty.  Previous research identified three components of commitment 

to understand one’s psychological attachment to a team: persistence, resistance, and inner 

attachment (Mahony et al., 1999; Gladden & Funk, 2001).  The psychological attachment 

of fans to teams has been studied extensively in the sport management literature (Murrell 

& Dietz, 1992; Kwon, Trail, & Anderson, 2005; Robinson & Trail, 2005).  Kwon and 

Armstrong (2004) defined attachment as a psychological connection to a certain entity.  

Within the sport setting, much of the early research on attachment was unidimensional, 

focused specifically on attachment to the team (Kwon et al., 2005).  However, 

researchers began to realize that there may be additional points of attachment within the 

sport setting that go beyond the team, as fans can become attached to other specific sport-

related entities (Kwon et al., 2005).  In an effort to recognize some of the other entities of 

attachment, the Points of Attachment Index (PAI) was introduced (Trail, Robinson, Dick, 
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& Gillentine, 2003).  Within the PAI, fans can be attached to not only the team, but also 

the players, the coach, the community, the sport, the university, and the level of sport.  

Robinson and Trail (2005) suggested that the levels and types of attachment have the 

potential to distinguish spectators, those who merely watch and observe, from passionate 

and identified fans in the marketing activities of sport organizations.   

 One method to make the distinction between sport spectators and loyal fans is the 

through the use of Psychological Continuum Model (PCM), which was created, and later 

modified, by Funk and James (2001; 2006).  The PCM is grounded in theoretical 

framework drawn from social identity theory.  The researchers made a distinction 

between spectators and fans and their relationships to sport by defining spectators as 

those who merely watch and observe, while fans are thought to be the enthusiastic 

devotees of a given diversion.  Within the original PCM, there were four floors that 

operate on a continuum: Awareness, Attraction, Attachment, and Allegiance.  Each floor 

represents a different level of connection that an individual has towards a team.  At the 

awareness level, an individual learns that a certain sport or team exists, but does not have 

a favorite.  At the attraction level of the PCM, social-psychological or demographic-

based motives lead individuals to have a favorite sport or team.  The attachment floor is 

where individuals begin to develop a psychological connection with sport teams, with 

varying degrees of association.  The final floor, allegiance, is when an individual 

becomes a loyal fan, resulting in attitudes that produce consistent behavior. A major 

limitation of the original PCM was that it did not explain the developmental processes 

between the four stages.  For this reason, Funk and James (2006) revised the PCM from 

the original four stages to three processes: Awareness, Attraction, and Attachment, which 
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operate within and between four outcomes: Level 1, Level 2, Level 3 and eventually 

Allegiance.  The model suggests that there is a temporal process through which an 

individual develops a stronger connection to that team.  The goal of sport managers when 

using the PCM is to move individuals from spectators at the awareness and attraction 

levels to fans at the attachment level, and ultimate loyalty at the allegiance level.  In an 

effort to better understand the processes of developing loyal fans through consumer-

organization relationships, it is necessary to examine previous research on the 

identification of spectators and fans and its importance and impact on consumption. 

Team identification. 

The extent to which individuals identify with and consume the products of sport 

organizations has steadily increased over the past few decades (Trail et al., 2003).  To 

better understand how and why people identify with sport organizations and consume 

sports, it is necessary to review and evaluate previous research grounded in a theoretical 

multi-disciplinary approach, influenced by the disciplines of psychology, sociology, 

consumer behavior, and marketing (Funk & James, 2001).  Team identification, the focus 

of this present research, has been examined through a sociological lens with social 

identity theory providing the framework for the research (Funk, Ridinger & Mooreman, 

2003).  

In social identity theory, “a social identity is a person’s knowledge that he or she 

belongs to a group” (Stets & Burke, 2000, p. 225).  Stets and Burke (2000) further 

elaborated on this idea by claiming that identity is a common identification with a social 

category and has focused on category-based identities, such as race, sex, and/or religion.  

Turner (1982) indicated that within social identity theory, individuals have both a 
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personal identity, which includes specific attributes such as the abilities and interests, and 

a social identity, which consists of significant group categories that can be based on 

demographic classifications, such as sex and race, or organizational membership, such as 

religious, educational, and social institutions.  According to Mael and Ashforth (1992), 

when a person identifies with an organization, he or she observes a “oneness with or 

belongingness to the organization(s) of which he or she is a member” (p. 104).  

Furthermore, individuals are more likely to identify with an organization that represents 

the attributes that they assign to their own self-concepts.  For this reason, there is a 

greater chance that an individual will identify with organizations that possess similar 

characteristics and features that the individual finds important.  Tajfel and Turner (1986) 

explained that social identity theory suggests that individuals are driven by a need for 

high self-esteem, which can be created by being a part of a social group.  Hogg and 

Abraham (1999) further elaborated on people in groups when they discussed the social 

comparisons that are made.  Social comparisons are made to enhance self-esteem and 

individuals have favorable attitudes towards their own (in-group), while categorizing 

others (outgroups) as inferior (Hogg & Abraham, 1999).   

When incorporating social identity theory into the sport management literature, 

Heere and James (2007) asserted that individuals are motivated to be members of social 

groups, in this case fans of sport teams, and attach value and emotional significance to 

that membership. The use of social identity theory as a theoretical framework for team 

identification led to team identification being described as a psychological attachment 

that provides fans with a sense of belonging to a larger social structure (Wann & 

Branscombe, 1993).  This description of what team identification is has been widely 
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adopted within the field of sport management and used as a determinant of consumptive 

behaviors (Trail et al., 2003).  Trail et al. (2003) stated that individuals who are highly 

identified with a particular team are more likely than those with low levels of 

identification, or no identification, to consume the products of that team because of the 

predictive nature of team identification on consumption.  However, it is important to 

recognize sport fans as more than just consumers of products, as social identity theory 

suggests that their group membership expands much further than just financial 

expenditure, as fans are valuable members of a group or organization (Heere & James, 

2007). Wann, Polk, and Franz (2011) identified two types of social connections acquired 

through group members, and result from sport team identification.  The first type, 

enduring social connection, occurs when a fan lives in a community where other fans of 

the team are readily present.  The example provided by the authors is that of a Cubs fan 

living in Chicago where other Cubs fans are obviously present. The second type of social 

connection identified, temporary social connection, occurs when a fan who does not 

reside in a community with enduring connections finds him or herself in the company of 

other fans of the team.  For instance, a Cubs fan that lives in St. Louis, who watches Cubs 

games at a sports bar with other Cubs fans, would be an example of a fan with a 

temporary social connection.  This particular fan would be considered displaced and 

would rely on temporary social connections, as he or she does not reside in an 

environment containing enduring social connections. 

Reysen and Branscombe (2010) elaborated on team identification when they 

identified the differences between fanship and fandom within a sport setting.  Fanship 

refers to an individual’s sense of connection to a sport team, while fandom refers to an 
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individual’s connection to other fans of the team (Reysen & Branscombe, 2010). Reysen 

and Branscombe (2010) asserted that team identification and fanship are comparable, 

while fandom directly relates to an individual’s social identity.  Oftentimes the terms are 

mistakenly used interchangeably, which can be attributed to the source of social identity 

impacting team identification.  Due to the group setting associated with fandom, sport 

fans attempt to maintain a positive social identity, while promoting in group favoritism 

(Wann & Dolan, 1994; Boen, Vanbeselaere, & Feys, 2002). Sport fans generally consider 

themselves members of groups, even though they are not part of an organized fan club 

and do not necessarily meet face-to-face (Sandvoss, 2005).  This can be attributed to the 

fact that individuals have a fundamental need to establish and maintain memberships in 

groups (Baumeister & Leary, 1995).  It is the fanship, or team identification, of 

individuals that leads to the fandom.  The outcome of the fandom is social groups in 

which individuals bond together to support a particular team.  Wann, Polk, and Weaver 

(2008) empirically examined this claim and found that team identification was positively 

related to social connections, such as the percentage of fans who were friends and beliefs 

that fandom leads to the development and maintaining of social connections.  

With respect to the present study, emphasis will be placed on iFans, or fans who 

regardless of geographic barriers, consume the products of the team through new media 

outlets, such as team websites, social media, blogs, online streaming, and mobile 

applications.  The goal of sports organizations is profitability and revenue growth (Trail 

et al., 2003; Howard & Crompton, 2004). Accordingly, it is essential for marketers and 

managers to understand who the organization’s target audience is beyond those living in 

the geographical vicinity of their organization, and the best way to successfully connect 
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with that audience.  From this, sport organizations can predict the consumption behaviors 

of these fans by recognizing and marketing to the needs and desires of the fans.  

Kraszewski (2008) asserted that displaced populations that continue to identify with their 

home teams are able to negotiate home and home identities improving happiness.  This 

can be attributed to the fact that team identification has the potential to increase social 

self-esteem and social well-being (Wann & Pierce, 2003).  When a sport team becomes a 

representation or tie to the homes of distant fans, the attachment to that sport team 

becomes more permanent and heartfelt (Kraszewski, 2008).   

Little research has been conducted on how sport organizations can appropriately 

market to iFans.  Research to date has focused on how collegiate athletics programs can 

market to student bodies comprised of a high percentage of students who relocate when 

they attend college (Reese & Moberg, 2007).  Additionally, Clark, Schimmel, and 

Synowka (2002) examined the challenges facing professional sport teams when 

marketing to populations with high percentages of transplants in the area.  In each of 

these studies, the researchers investigated how organizations could market to incoming 

transplanted fans within their geographic markets.  While each study presents a good 

theoretical beginning for examining iFans, neither study empirically measures how 

organizations can maintain relationships with fans that are already identified with their 

teams that move out of the area, or perhaps have never lived in the area.  Research has 

also been conducted to survey fans in cities where franchises relocated to understand 

whether or not people remain fans of the displaced teams after they move to a new city 

(Foster & Hyatt, 2007; Hyatt, 2007; Lewis, 2001; Mitrano, 1999).  To date, little research 

has investigated how sport organizations, collegiate or professional, can maintain the 
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team identification of iFans, or other distant fans, that do not live in their direct market.  

Due to the fact that many individuals who identify themselves as fans of sport teams are 

motivated by the social outcomes of being part of a group (Melnick & Wann, 2004) an 

examination into how sport organizations can maintain team identification and improve 

relationships through brand communities is warranted, as there are global implications. 

Brand Communities 

A brand community is “a specialized, non-geographically bound community that 

is based on a structured set of social relationships among admirers of a brand” (Muñiz & 

O’Guinn, 2001, p. 423).  Much of the research on brand communities is found in the 

general marketing and business literature, and focuses on the social influence of brand 

communities on consumer behavior that impact profitability, including membership 

continuance, recommendation, active participation, and loyalty to the brand 

(Algesheimer, Dholakia, & Herrmann, 2005).  Regardless of the specific area of business, 

it is clear that brand communities are an effective approach to build and maintain 

relationships between organizations and consumers (Sung et al., 2010).  This idea was 

supported by Muñiz and O’Guinn (2001) who found that brand communities have the 

ability to foster and develop relationships among consumers and between markets and 

consumers, impacting the ability to form attitudes and behavior that are indicative of 

brand loyalty.  Devasagayam and Buff (2008) also suggested that if organizations are 

interested in building lifelong relationships with consumers, rather than focusing on the 

transactional worth of each consumer, benefits can be seen through the building of 

community around their brand.  The success of brand communities in fostering the 

development of relationships with consumers can be attributed to the ability of brand 
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communities to strengthen interpersonal ties, enhance appreciation for the product, and 

integrate customers with the brand (McAlexander et al., 2003).   

Early research on communities suggested that they are geographically constrained 

by psychological and sociological factors they may be impeded by geographical barriers 

(Douglas & Ishwerwood, 1979).  However, it later became apparent that communities not 

only exist in the physical world, but also in the virtual world (Devasagayam & Buff, 

2008).  In an attempt to understand the similarities and differences amongst distinct types 

of brand communities, Devasagayam and Buff (2008) identified three characteristics to 

distinguish between the dimensions of brand community: spatial, temporal, and 

exchange.  The spatial characteristic of brand community has two extreme ends on a 

continuum: physical and virtual.  The physical dimension refers to those communities 

that interact in a predetermined physical location, such as sport fans meeting at a local 

sports bar to watch their favorite team play.  According to the researchers, those who 

meet in a physical brand community generally share experiences in a predetermined 

location under identifiable backing from the brand owner.  Conversely, the virtual brand 

community members meet in cyberspace to share consumption experiences, and the 

experiences are oftentimes beyond the control of the brand owner.  Research has found 

that virtual brand communities facilitate social interaction, information exchange, and 

commitment to the community and brand (Sung et al., 2010).   

The next characteristic of brand communities recognized by Devasagayam and 

Buff (2008), temporal, refers to the notion of time-based constraints that may be 

associated with a particular community.  There are generally identifiable extremes of 

sequences associated with temporal dimensions of a brand community, leading the 
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community to be synchronous or asynchronous.  The authors suggested that individuals 

may choose to meet with others at a predetermined time in a community format through 

chat rooms, conference calls, or geographically bound events and are thus meeting in a 

temporally synchronous environment.  On the other hand, those meeting in virtual brand 

communities through social media, blogs, or email can participate in the community in a 

temporally asynchronous fashion at their preferred time or convenience.  The third 

characteristic of brand communities identified by Devasagayam and Buff (2008), 

exchange, consists of a continuum with the extremes of transactional exchange and 

relational exchange.  According to the authors, the transactional brand community is 

distinguishable by low frequency of participation and involvement by members.  On the 

other end of the continuum, relationship exchanges include a more frequent level of 

participation with a heightened sense of belonging and collective action.   

While brand communities can be characterized by each of these three 

characteristics separately, it is not uncommon for a brand community to display 

interrelationships and draw from each of these dimensions (Devasagayam & Buff, 2008).  

Given continued technological developments and the growth of the Internet, many people 

now engage in social activities online through avenues such as online chatting, virtual 

forums, and bulletin boards (Sung et al., 2010).  Such technological advances have led to 

the prominence of virtual brand communities.  Virtual brand communities are beneficial 

to both consumers and marketers as long-term relationships are established and 

communication channels beyond those available in physical brand communities are 

present (Anderson, 2005).  In addition to providing marketers with a platform to reach 

consumers, brand communities also provide engaged consumers with the opportunity to 
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build relationships with other members, while also encouraging other members to engage 

voluntarily in various brand community behaviors such as membership intention, 

recommendation, and active participations (Algesheimer et al., 2005).  The importance of 

building relationships through brand communities was further illustrated by 

Devasagayam and Buff (2008), when they asserted, “Firms that are interested in building 

lifelong relationships with their customers and focusing on the strategic lifetime value of 

a customer rather than their transactional worth could benefit from building community 

around their brand” (p. 20).  McAlexander et al. (2002) found that highly integrated 

members of the brand community were genuinely interested in the success of the 

company.  Devasagayam and VanDen Heuvel (2004) further postulated that other 

members of brand communities eventually become as important, if not more important, 

to consumer than the brand itself, illustrating the magnitude of the social relationships 

present within brand communities.   

Sport brand community members differ from other organizational stakeholder 

groups in that they frequently share their experiences in social networks (Benigni, Porter, 

& Wood, 2009). For instance, many sport fans will log onto social networking sites, 

blogs, or team websites to share their opinions and experiences with other fans.  This 

sharing of experiences may come in the form of commentary on a recent game or from 

direct experience at a team event.  Regardless of the specificities of the particular 

situation, sport brand communities provide a platform through which the sharing of such 

information and the development of social relationships because of similar interests 

becomes possible.  According to Underwood, Bond, and Baer (2001), brand communities 

are extremely valuable to sport organizations, as they allow organizations to better 
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communicate with key stakeholders, while establishing mutually beneficial relationships 

with heavily involved consumers.  The creation of brand communities facilitates the 

fandom of individuals with similar interests, leading sports fans to stand apart from those 

with only casual interest in sporting teams and events. 

One of the greatest assets of the online sport brand community is that it is not 

geographically bound to one location or another, as communities are no longer location 

dependent (Wellman, 2001).  Through the moving away from the traditional location-

dependent notions of community, individuals have the ability to find a sense of belonging 

or identification in new social realities (Grant, Heere, & Dickson, 2011).  The non-

location dependent nature of online sport brand communities allows fans that live in 

different areas than the team to stay connected through virtual brand communities such as 

new media.  New media has the potential to aid in the development of brand 

communities, or a specialized, non-geographically bound communities, based on a 

structured set of social relationships (Muñiz & O’Guinn, 2001). The ability to use new 

media as a form of brand community can be attributed to the rapidly growing popularity 

of online social networking websites, which have enabled both marketers and consumers 

to build relationships and promote brands through online brand communities (Lee et al., 

2011).  To fully comprehend the ability of new media to succeed as a brand community 

in the enhancing of the relationships between sport consumers and organizations, a 

deeper understanding into the different types of new media and research associated with 

each type is warranted. 
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New Media 

 Advances in technology have led organizations to utilize new media tools as 

vehicles to develop and foster relationships with key stakeholders (Li & Bernoff, 2008).  

The development of new technology has led to the surfacing of new media, which can be 

defined as “the emergence of digital, computerized, or networked information and 

communication technologies in the later part of the twentieth century” (Filo, 2012, p. 

442). Flew (2008) identified examples of new media including websites, social media, 

blogs, podcasts, online video streaming, and mobile technology.  Many organizations are 

utilizing new media as a vehicle to expand the marketing of their products, services and 

channels through the use of multiple media channels (McAllister & Turrow, 2002). These 

media channels being used within the sports industry have changed the manner in which 

sport is produced, delivered, and consumed (Santomier, 2008). 

A theoretical framework used to understand the motives and benefits for the use 

of new media by consumers is the uses and gratification theory, which originated in the 

communications field and focuses on how users engage in different activities and their 

motivation for doing so (Ruggiero, 2000).  The uses and gratification theory places media 

consumers as the focal point, questioning what consumers do with media, rather than 

what media does to people (Katz, 1987).  Cantril (1942) asserted the uses and 

gratifications approach was developed to study the gratifications that attract and hold 

audiences to media and content that satisfies their social and psychological needs. The 

theory contends that consumers are responsible for choosing media outlets to satisfy their 

gratifications and meet their needs (Katz et al., 1974).   In other words, the uses and 

gratifications theory identifies how consumers use media to fulfill their desires and their 
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motives for doing so.  According to Hambrick, Simmons, Greenhalgh, and Greenwall 

(2010), “These motives help articulate what users stand to gain from their participation or 

conversely what they may lose or miss by opting out” (p. 457).  In the instance of iFans, 

the consumption of new media has the potential to provide a connection to their favorite 

team, while opting out may lead to disconnect.  

Research in the sport setting that has utilized the uses and gratification theory as a 

theoretical framework to guide the research process has emphasized the motives for 

online sport consumption.  The following motives have been identified for online use 

from a sports perspective: information and technical knowledge, entertainment and 

diversion, and communicating with like-minded users (Hur, Ko, & Valacich, 2007; Seo 

& Green, 2008).  In a later study that also employed the uses and gratification theory, it 

was found that individuals were motivated to follow professional athletes on social media 

because of the perception of athletes as experts in their sports (Clavio and Kian, 2010).  

The uses and gratification theory was also used in the sport research setting by Hambrick 

et al. (2010), who examined athletes’ motives for social media use.   Through a content 

analysis, the authors identified the following six uses for athletes’ social media: 

interactivity, diversion, information sharing, content sharing, promotional, and fanship.  

Each of these studies successfully examined consumer use of online sport media outlets 

through the implementation of the uses and gratification theory.  Consistent with the 

theory, the studies examined how users engaged in different activities and their motives 

for doing so (Ruggiero, 2000).  Similarly, the participants of each of these sport-specific 

studies were responsible for choosing outlets that satisfied their desired uses and met 

their needs.    
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With the emergence of the Internet, the structural relations of traditional media 

are joined with defining technologies to provide users with alternative means to consumer 

media (Carey, 1998).  The prolific nature of the Internet has provided overwhelming 

changes in media users’ personal and social roles (Ruggiero, 2000).  Due to the 

interactive nature of the Internet, individuals can control the degree to which they 

participate in the communication process, as well as the roles in which they play a part 

(Williams, Rice, & Rogers, 1988).  The interactive nature of new technology correlates 

directly to the uses and gratification theory, as consumers are able to choose the media 

outlets to satisfy their wants and needs.  With the uses and gratifications theory as a 

framework, Ruggiero (2000) identified three key benefits of online use.  The first benefit, 

interactivity, refers to users having the ability to correspond with other users, share 

information, and form personal relationships through the Internet.  iFans have the ability 

to interact with other iFans, as well as the sport organization to which they connect, 

through the use of new media.  The second benefit of Internet use recognized by 

Ruggiero (2000), demassification, involves the picking and choosing of activities that 

directly interest users, as well as the selection of individuals with whom they interact.  

This benefit involves the separation of what users want and what they do not want, 

custom fitting their individual needs.  Demassificiation goes hand-in-hand with the uses 

and gratifications theory, and can be applied to iFans who may choose different outlets of 

new media, such as blogs opposed to social media, and further segmenting it down to 

particular blogs based on their preferences of authors and others who interact on the 

blogs.  The final benefit of online use, asynchroneity, provides flexibility to 

communication on the Internet (Ruggiero, 2000).  There is no timeline to which one must 
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abide in the process of reading or responding to messages, rather he or she can respond 

when it is most convenient on an individual basis.  This is particularly beneficial to iFans 

who because of their global nature may be in different time zones on different schedules.  

However, the convenience and flexibility of the Internet make it possible for these fans to 

remain connected to their favorite teams and similar fans. 

New technology has made it less expensive than ever for distant individuals to 

stay connected with their hometowns and favorite teams (Clark et al., 2007).  The 

theoretical framework of the uses and gratifications theory, in combination with the 

benefits of online use provided by Ruggiero (2000) provide a basis of understanding why 

consumers may choose one form of new technology over another.  As Flew (2008) 

suggested, advances in technology have made it possible individuals to consume new 

media through one or more of the following avenues: team websites, social media, blogs, 

and mobile applications.  Because each form of new media can be used to build online 

communities around the sport brand (Waters et al., 2010), it is necessary to examine the 

components of every type separately.  

 Destination websites. 

Destination websites have the ability to maintain team identification through the 

providing of information, products, and services (Van den Poel & Leunis, 1999).  

Furthermore, destination websites are oftentimes employed as tools for the effective 

marketing communication of sport organizations (Filo, 2012), as previous research has 

indicated that sports fans frequently visit their favorite teams' websites (Woo, An, & Cho, 

2008).  One reason for the frequent visits to team websites was found by Phua (2010), 

who asserted that fans view the mainstream-media-generated content on team websites as 
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more reliable and credible than user-generated content oftentimes found on other 

communication channels (Phua, 2010).  Existing research on online sports business has 

found that the Internet creates new business opportunities for market expansion to be help 

organizations stay competitive in the global sport marketplace (Baskey & Delpy, 1999; 

Kitchin, 2006).  Such opportunities are particularly relevant with respect to the websites 

of sport organizations, as technological advances have made them an essential marketing 

activity for many organizations involves the building of a strong web community (Ward, 

1999).  Many organizations attempt to encourage group cultures through the inclusion of 

discussion boards directly on destination websites (Catterall & Maclaran, 2001).  

Destination websites have also been called fan sites, which have generally been 

dedicated to collegiate and professional sport teams (Butler & Sagas, 2007).  According 

to Butler and Sagas (2007), fan sites can vary in size and support, while providing a 

forum for fans to meet and socialize.  Fernback (2007) suggested that these websites 

provide virtual locations in which social interaction can take place.  The success of fan 

sites has been attributed to the hostile-media effect, which is the tendency of highly 

identified consumers to perceive media reports as biased against them (Arpan & Raney, 

2003; Choi, Watt, & Lynch, 2006).  When considering the hostile-media effect, it is 

reasonable to assume that highly identified sport consumers would prefer to consume 

information regarding their team from fan sites in which their team will be portrayed in a 

favorable light, as opposed to general media sources that could perhaps present the 

material in a prejudicial manner.  Additionally, information presented to consumers can 

be influenced by levels of identification, as those who are highly identified with a team 

and are exposed to a positive message will report favorable feelings about the source, 
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while considering it reliable and trustworthy, but when exposed to a negative message 

about their team, they will find ways to resist the message (Kwak, Kim, & Zimmerman, 

2010).  

 Social media. 

 Williams and Chinn (2010) defined social media “as the tools, platforms, and 

applications that enable consumers to connect, communicate, and collaborate with 

others” (p. 422).  The magnitude of social media is supported by the fact that the number 

of people who choose to communicate through social networks sites has surpassed those 

who choose to communicate through email (Nielsen Media, 2009).  Previous research has 

indicated that online social networks can benefit users by creating social connections 

through the sharing of information, which in turn leads to increased self-esteem (Ellison, 

Steinfield, & Lampe, 2007; Raacke & Bonds-Raacke, 2008).  Research has also 

suggested that social media is being used more frequently as a tool to communicate with 

fans by sports organizations and athletes (Pedersen, Parks, Quarterman, & Thibault, 

2010).  Through the use of these tools, fans can communicate with athletes and 

organizations by offering advice, displaying gratitude, or providing consolation (Kassing 

& Sanderson, 2010).  For instance, if a fan believes that an organization should provide a 

service that is not currently offered, such as post-game autograph sessions, that opinion 

could be voiced to the organization through social media.  Likewise, if an athlete has a 

poor performance, fans can provide support and encouragement through the use of social 

media.  Public relations practice has been shifting to social media to develop and 

maintain relationships with organizational stakeholders (Li & Bernoff, 2008; Solis & 

Breakenridge, 2009).  Consequently, social media technology has essentially globalized 
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the sport industry by connecting fans through popular platforms such as Twitter and 

Facebook (Filo, 2012).   

Facebook was introduced to consumers in 2004, and has expanded its 

membership base from 100 million global users in 2008 to 700 million active users as of 

June 2011 (Plunkett Research, Inc., 2011).  Filo (2012) emphasized the magnitude of 

Facebook by noting that over 100 million users logon to Facebook on an average day.  

While the amount of time spent on the social networking site varies from user to user, the 

typical user spends over 55 minutes per day on the website (Facebook.com, 2011). The 

content on Facebook is user-generated, as it is uploaded and shared, and then can be 

reviewed by others in the network (Schultz & Sheffer, 2010).  Walker, Kent, and Vincent 

(2011) suggested that the popularity of Facebook use by sport marketers can be attributed 

to minimal costs associated with the use of the social networking site, the ability to target 

specific fan groups, the convenience of distributing product and service information, and 

the ability to use information over extended periods of time through easily posted and 

stored content. 

Facebook is used by sport managers to provide information to consumers, post 

pictures and videos, and to promote upcoming events (Witkemper, Lim, & Waldburger, 

2012).  Filo (2012) also identified the main techniques utilized by sport managers on 

Facebook: group pages and fan pages.  Group pages are considered the most appropriate 

means of rallying support for a cause, raising awareness, or promoting a one-time event.  

Fan pages, on the other hand are developed to encourage interaction between sport 

entities and consumers, while highlighting promotions and deals, and encouraging 

interactivity through fan polls, voting, and discussion.  Regardless of which type is used, 
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each of these techniques allows fans to directly interact with the organization, as well as 

other fans of the organization.  While there are readily apparent benefits associated with 

the use of Facebook by sport organizations, research has found that many teams have not 

fully utilized the capabilities of all possible Facebook applications (Pronschinkse, Groza, 

& Walker, 2012).  Pronschinske et al. (2012) also found that consumers viewed 

authenticity and engagement as the most important variables to Facebook use.  Despite 

the inability of all organizations to utilize each of the applications of Facebook, it is 

important that they recognize what the fans desire to get out of an online social network.  

A better understanding is warranted, as the ability to communicate with an organization 

has the potential to increase an individual’s level of fanship, while fandom may also 

increase through the process of communicating with other fans of the organization. 

 Another popular social media outlet commonly used in the sport industry is 

Twitter, which is defined as “a free social networking and microblogging platform that 

allows users to send and read short messages, referred to as tweets” (Filo, 2012, p. 446).  

It was estimated that there were 14 million global Twitter users in 2008, but the number 

of users grew to over 200 million in 2011 (Plunkett Research, Inc., 2011).  Twitter was 

created in 2006, and because of the exponential growth in users since 2008, it has become 

a popular online social network for professional sport teams and athletes to connect with 

fans (Fisher, 2009).  Previous research has attributed the popularity of Twitter to its 

ability to be a quick source of information that does not require too much effort from 

users (Witkemper et al., 2012).  Hambrick (2012) asserted that Twitter has been used to 

share information and promote the products of sport industry groups including athletes, 

teams, and leagues.  Furthermore, the utilization of Twitter allows sport organizations to 



 

57 

 

take advantage of the social networking site’s ability to keep consumers aware and 

connected to the sport brand (Witkemper et al., 2012).  Twitter has been examined 

through a theoretical lens supported by parasocial interaction (PSI), which conceptualizes 

the nature of interaction occurring on Twitter between athletes and fans (Kassing & 

Sanderson, 2010).  Horton and Wohl (1956) elaborated on PSI by stating that continued 

viewing over time leads viewers to develop bonds with those who they are following.   

Twitter provides twenty-four-seven access to the thoughts and actions of 

individual athletes or teams that fans revere (McCoy, 2011).  Furthermore, Twitter allows 

content to be delivered to a large audience, those who are following the tweets, in a 

competitively crowded media field (Sheffer & Schultz, 2010).  The access provided by 

Twitter at the organizational level is possible, as Twitter acts as a platform to provide 

fans access to the athlete-fan relationship, while also providing an outlet for breaking 

sports news (Kassing & Sanderson, 2010).  Breaking sport news can include information 

on game updates or injury alerts, but can also include information on upcoming 

promotions or other marketing ventures.  In addition to the benefit of constant contact, 

Twitter directly connects fans to athletes and teams without first being filtered through 

public relations departments into mainstream-media outlets (Hambrick, et al., 2010).  

Since the content is not filtered, an array of topics can be presented to followers, ranging 

from game-related subjects, to more personal matters, such as what movie athletes 

recently saw and what they ate for dinner.  By providing such unrestricted access into the 

lives of athletes, stronger connections can be made with fans, as they begin to feel like 

they know athletes on more of a personal basis.  It is through the convenience and 

accessibility of Twitter that highly identified fans can engage in loyal behaviors toward 
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sport organizations, leading to favorable outcomes (Hambrick et al., 2010).  In addition to 

providing a platform through which fans can stay connected to their favorite athletes and 

teams, Twitter also provides an interactive environment through which fans can connect 

and socialize with other fans as they read and discuss the tweets of their favorite teams 

and athletes (Hambrick et al., 2010).  Consequently, Twitter acts as a medium through 

which organizations can develop strong relationships with young adults, inevitably 

increasing brand strength (Waldburger, 2012).  The interactive nature of the social 

medium forum aids in the globalization of sport, as fans who share common interests but 

not common locations are able to communicate with one another (Wilson, 2007).  Given 

the apparent value associated with the use of social media, it has become the norm for 

existing marketing strategies to be reworked to include social networking sites into 

marketing, communications, and brand-management practices (Wallace, Wilson, & 

Miloch, 2011). 

 Blogs. 

A blog is a personal website, in which a series of chronological entries by an 

author is present (Filo, 2012).  Herring, Scheidt, Wright, and Bonus (2005) elaborated on 

this definition by suggesting that blogs are frequently edited webpages with the main 

purpose of recording individual articles and displaying them in chronological order.  

Technorati (2011) illustrated the magnitude of blogs with an estimated 21 million U.S. 

adults having created a blog, while a projected 67 million U.S adults read a blog 

regularly.  Filo (2012) distinguished blogs from traditional news and content by 

identifying the following features of blogs: blogrolls, trackbacks, and comments sections.  

A blogroll is present alongside a blog entry and includes a collection of links to other 
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related blogs.  According to Filo (2012), “Trackbacks are a list of entries in other blog 

postings that refer to a blog on the first blog” (p. 449).  The most distinguishing feature of 

blogs, the comments section, appears below blog entries, and allows reader to post 

comments with respect to their opinions and views on what is presented within the blog, 

and that the author and other readers can respond to in an interactive nature. 

Blogs have been impactful in the sport industry by giving a voice and platform to 

fans wishing to express their opinions about their favorite sports, teams, or players (Filo, 

2012).  For instance, athlete blogs have provided fans with the ability to get to know 

athletes outside of the stadium or arena, as fans can learn game day regimens and 

routines, as well as what music the athlete currently enjoys (Hambrick et al., 2010). Filo 

(2012) further elaborated that blogs have also been used in the sport industry to 

complement mainstream reporting, as sport news outlets such as ESPN, Yahoo!, Sports 

Illustrated, and Fanhouse supplement their traditional news with more opinionated pieces 

from on-staff bloggers.  Furthermore, previous research has found that “Blogs are 

uniquely effective in fostering a ‘we-ness’ among brand followers, as they allow for 

expressions of both legitimacy of cause and oppositional brand loyalty” (Devasagayam & 

VanDen Heuvel, 2004, p. 6). For instance, in the case of a sports team fan base, blogs 

could serve as a medium for venting frustrations on a team’s performance or for voicing 

opposition to rivals.  Blogs have established a new paradigm of interactivity that is 

different from the unidirectional flow of information that is characteristic of traditional 

media sources; and research has found that the greater the interactivity of the blog, the 

stronger the impression left on blog consumers (Chiang & Hsieh, 2011).  Consequently, 

many blogs tend to disseminate information, while simultaneously providing commentary 
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from the author and encouraging, and oftentimes facilitating, discussion from those 

reading the blogs (Saxton, 2008).  

Mobile applications. 

 Advances in mobile technology allow sport fans to interact in a variety of ways, 

regardless of geographic location (Jacobson, 2011).  For instance, fans who watch games 

from the comfort of their own homes do not necessarily feel like a part of the game, and 

prior to the introduction of mobile technology were considered to have the advantage of 

accessing different services, seeing alternate camera angles, or even catching up on other 

games.  This advantage has since been eliminated, as advances in mobile technology 

have evened out the playing field as individuals can now have constant, live access to 

information at their fingertips through the use of mobile applications.  As mobile 

technology continues to develop, the number of users also continues to increase.  

According to Morrison (2011), nearly one in four online American adults (23%) said that 

they would be using some form of social media to follow the men’s NCAA Tournament 

in March.  Of the adults that plan to use social media to stay connected to March 

Madness, 27% planned to use a mobile application to do so, while the other 73% would 

use desktop or laptop computers (Morrison, 2011).  Business analysts have predicted that 

the impact of mobile technology on the number of mobile Internet users will surpass the 

number of individuals that connect to the Internet via desktop or laptop computer by 2014 

(Halliday, 2010).   

 With continued growth in mobile technology, the implications for sport managers 

are endless.  Given that the industry leading wireless companies, such as AT&T, T-

Mobile, Sprint, and Verizon each sponsor various professional sports leagues, influence 
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can be seen directly from the mobile industry on strategies for sports content (Jacobson, 

2011).  For instance, the MLB At Bat application offers a variety of services, such as 

audio from teams for every game, a live telecast of at least one game a day, and a pitch 

track system.  According to the Nielson Company (2012), the most popular mobile sport 

sites include ESPN with an average of 8.78 million unique users a week, Yahoo Sports! 

with an average of 2.83 million unique users a week, and MLB.com with an average of 

2.69 million unique users a week.  In addition to acting as a source of information from 

which fans can stay connected to their sports and teams, mobile applications also provide 

opportunities for sport managers and sponsors to push promotions.  For example, many 

sport organizations are using mobile technology to provide access to promotions for fans 

in attendance through means such as, giving stadium fans concourse discounts, offering 

customized packages on next week’s tickets, offering discounts or giveaways for sponsor 

products, and by providing interactivity through means such as in-game trivia contests 

(Morrison, 2011). 

 Summary. 

 Continued advancements in technology have led to the use of a variety of new 

media outlets by sport organizations.  Within this study, emphasis will be placed on the 

four forms discussed here: destination websites, social media, blogs, and mobile 

applications.  The literature reviewed illustrates that there are clear benefits associated 

with each of these forms of new media including, but not limited to, convenience, 

interactivity, product information dissemination, marketing, and relationship building.  

While the benefits and opportunities associated with the implementation of new media 

marketing by sport organizations are rather obvious, identifying and fully comprehending 
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the impact that new media has on iFans warrants extensive attention.  For this reason, the 

iFan model was created to better understand the impact that the consumption of new 

media has on the attitudes of iFans. 

Proposed Model 

Within this study, the newly proposed Interactive Fan Attitude Network (iFan) 

model (see Figure 2.1.) was employed to empirically test the attitudes of iFans with 

respect to the consumption of new media in online sport brand communities.  The iFan 

model was created through the modifying and narrowing of Funk and James’ (2004) 

FAN model.  The model begins with interactivity, as new media consumption is the focal 

point.  Within this step of the model, the new media consumption habits of iFans were 

measured in two ways: the functional use of new media and the affective use of new 

media.  The functional use questions focus on what consumers are using new media for, 

while the affective use questions refer to the feelings and emotions that result from the 

use of new media.  The proposed iFan model includes four different forms of new media: 

team websites, social media (e.g., Facebook, Twitter), blogs, and mobile applications 

(e.g., phones, tablets); however, can be modified to include those of interest to future 

researchers. These four types of new media were chosen, as two are generally user-

generated forms of new media (e.g., social media, blogs), and the other two are 

organization-generated (e.g., websites and mobile applications).  The use of new media 

was chosen to be used as the first component of the iFan model because of its ability to 

act as a vehicle to develop and foster relationships with key stakeholders (Li & Bernoff, 

2008).  The ability of new media to create a sense of connectedness and aid in the 

establishment of a sport identity through the creation of relationships leads to the next 
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component of the iFan model, the team identification attitude.   It is posited that a 

positive significant relationship will exist between new media use and the team 

identification attitude.  

 

Figure 2.1. The iFan Model.  

 

The second component of the iFan model is the team identification of iFans.  As 

previously noted, team identification is a psychological attachment that provides fans 

with a sense of belonging to a larger social structure (Wann & Branscombe, 1991).  Team 

identification was included in the iFan model because of its predictive nature on 

consumption, as highly identified fans are more likely than those with low levels of 

identification to consume the products of the team with whom they identify (Trail et al., 

2003).  For this reason, it is postulated that there will be a significant positive relationship 

between team identification and attitude importance, and team identification and each of 

the consequences of attitude.   

The third element of the iFan model is attitude importance, which was included to 

measure the strength of the team identification attitude.  The importance of an attitude 

refers to a person’s perception of the amount of personal importance he or she attaches to 

an attitude (Boninger et al., 1995).  Within the iFan model, importance will be measured 

with respect to the significance of being identified with a particular sport team.  

According to Boninger et al. (1995), attitude importance is generally measured using self-

reports of concern or caring about an attitude object rather than the importance of the 
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attitude itself.  For this reason, the iFan model uses self-reporting techniques to gauge an 

individual’s concern or caring about a sport team, the attitude object, to measure the 

importance of the attitude of team identification. 

The final component of the iFan model includes the consequences of attitude, 

including persistence, resistance, cognitive thinking, and behavioral outcomes.  These 

four consequences of attitude were chosen to be included in the iFan model, as they have 

been identified as the defining features of attitude strength, as attitude strength is the 

degree to which an attitude possesses these features (Krosnick & Petty, 1995).  Within 

the iFan model, persistence refers to the stability or endurance of an attitude to remain 

unchanged over time regardless of geographic distance or other barriers that may 

challenge or inhibit team identification.  Resistance, on the other hand, refers to the 

ability of a fan to withstand a counter persuasive attack, which will be identified by the 

difficulty of changing the attitudes, beliefs, and allegiance to team identification under a 

variety of conditions.  The third attitude consequence in the iFan model, influence on 

cognition, refers to the potential of attitudes to fluctuate depending on the type of 

cognitive thoughts produced at a given moment (Erber, Hodges, & Wilson, 1995).  In an 

effort to assess the influence of team identification on cognition, the iFan model proposes 

the measurement of the usefulness, worthwhileness, and importance of the cognitive 

information discovered with respect to the team with whom participants identify.  Finally, 

the fourth consequence of attitude present within the iFan model, a guide for behavior, 

refers to the ability of attitudes to influence the actions of individuals. Given the 

predictive nature of team identification on fan consumption behavior (Trail et al., 2003), 

the behavioral outcomes measured as a consequence of attitude include the likelihood of 
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attending games, purchasing licensed team merchandise, watching games on television, 

and discussing the team with family and friends.  Within this study, the iFan model will 

be employed to examine whether or not the consequences of attitude importance, as 

depicted in the model, have the potential to produce loyalty amongst those who identify 

as iFans.  The implementation of the iFan model to examine the internalization of sport 

teams by fans has the ability to expand on current sport consumer behavior literature by 

providing a psychological perspective on being an iFan or distant sport fan.   

Summary  

The purpose of this study was to examine the effectiveness of consumer use of 

new media in maintaining the team identification of iFans.  This purpose was fulfilled 

through the use of quantitative instruments that employed the components of the iFan 

model, beginning first by identifying the functional and affective use of new media, as 

motivational tools aiding in the development of psychological connections with sport 

objects.  The study continued with an examination of the team identification of iFans, 

which was measured in order to understand where participants are located on a 

continuum classified at the lowest level by minimum involvement with the team, and 

extending to the highest level of involvement with complete internalization of the team.  

The second part of the quantitative instrument first focused on attitude importance with 

respect to the attitude object of the sport team.  The four consequences of attitude, 

persistence, resistance, cognitive thinking, and behavioral outcomes, were also used to 

examine the strength of team identification as a result of the use of new media. Through 

the theoretical framework provided by social identity theory and the uses and 
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gratification theory, practical information was produced to address the gap in the sport 

management literature with respect to iFans. 
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Chapter Three 

Methodology 

The purpose of this study was to examine the effectiveness of consumer use of 

new media in maintaining the team identification of interactive fans.  This purpose was 

fulfilled through the use of a quantitative instrument that measured new media use, team 

identification, attitude importance, and the consequences of attitude, including 

persistence, resistance, cognitive thinking, and behavioral outcomes.  The intent of this 

study was to identify whether or not new media acts as an appropriate vehicle for sport 

organizations to maintain relationships with distant or interactive fans.   Additionally, the 

possibility of maintaining or further developing team identification through the use of 

new media was also explored.  To examine the relationships amongst the different 

variables, the iFan model was proposed and tested.  This chapter will discuss the research 

design, sample, procedures, instrument, data analysis, and ethical considerations for both 

the pilot study and actual study 

Research Design 

This study employed a quantitative survey approach in which the proposed iFan 

model was used as a framework to examine the relationship among the measured 

variables including participants’ new media use, team identification, attitude importance, 

and consequences of attitude.  There are a number of reasons as to why quantitative 

research was the most appropriate method for this particular study.  First, Creswell 

(2009) asserted that quantitative research utilizes statistical techniques to test objective 

theories by examining the relationship among variables.  Given that this study 

incorporated variables to measure the relationships between the different components of 
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the proposed iFan model, quantitative research was a practical method to address the 

purpose of this study.  

Additional support for the use of a quantitative design is found in the 

postpositivist worldview, through which knowledge is based on careful observation and 

measurement of the objective reality that exists (Creswell, 2009).  This worldview also 

involves the development of numeric measures to study the behaviors of individuals, 

while testing the laws or theories that govern the world.  Given that this study involves 

knowledge acquisition, empirical measurement, and theory verification on the never 

before empirically tested iFan model, the postpositivist worldview is the most appropriate 

lens from which to view the research. Further support for this worldview is provided by 

the fact that postpositivists seek to develop relevant, true statements to explain the 

situation of concern or describe the relationships of interest (Creswell, 2009).  Within this 

study, the situation of concern involves the ability of organizations to have relationships 

with interactive consumers, while the relationships of interest are those amongst each of 

the variables within the iFan model. Creswell (2009) further asserted that the assumptions 

commonly associated with the postpositivist worldview are more likely proven true in 

quantitative studies, providing additional support for the proposed design.  

An online survey instrument was employed within this study to understand the 

role of new media in maintaining the team identification of iFans.  By utilizing this 

quantitative method, additional benefits of quantitative research including the precise 

measurement of variables, and the statistical testing of research questions and hypotheses 

also applied to this study (Andrew et al., 2011).  Additionally, the use of the self-

administered questionnaire offered the benefit of addressing the purpose of the study, 
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while simultaneously being economical.  Finally, given that the quantitative research was 

cross-sectional, as all data was collected at the same time, there was a shorter data 

collection time period, which expedited the research process.   

Pilot Study Procedures 

Sample. 

Nonprobability sampling was utilized through respondent driven sampling, which 

has been proven to be an effective strategy in recruiting participants from populations 

that are not easily accessible (Salganik & Heckathorn, 2004).  In this particular study, a 

respondent driven sample was acceptable as those participants recruited were from 10 

different populations that were not easily obtainable and are likely significant consumers 

of sport. Within the study, the following five professional sport leagues were chosen for 

inclusion: Major League Baseball (MLB), Major League Soccer (MLS), the National 

Basketball Association (NBA), the National Football League (NFL), and the National 

Hockey League (NHL).  The NFL currently has 32 teams, while MLB has 29 and MLS 

has 19.  The NBA and NHL both presently have 30 teams. For the purpose of the pilot 

study, two teams from each of the five leagues were randomly selected through a blind 

drawing to test the questionnaire.  The chosen teams from the MLB included the Boston 

Red Sox and the San Francisco Giants.  The Los Angeles Galaxy and Seattle Sounders 

were chosen from MLS, while the Miami Heat and New York Nets were selected from 

the NBA.  The Buffalo Bills and the Green Bay Packers represented the NFL, and the 

Ottawa Senators and Vancouver Canucks were chosen from the NHL.      

 In order to address the purpose of this study, access to iFans of each of the 

randomly selected teams was required, as they were the target population.  The sampling 
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method employed within the pilot study was a respondent driven sample, as the primary 

investigator reached out to fans of each of the teams through email, social media, and 

posting on team message boards.  Fans were not only encouraged to participate in the 

survey, but to also share the survey with other fans.  This sampling method provided 

acceptable access to an appropriate sample size given the purpose of the study and the 

desired sample size associated with the study questionnaire.  While anyone who saw one 

of the ten links could take the survey, only those that were iFans of the teams in question 

were included in the data analysis.  The inclusion and exclusion criteria were measured 

through the first item on the questionnaire, which asked respondents to identify whether 

or not they are a fan of the team.  The survey ended right away for those who answered 

that they were not a fan of the team.  Participants were also asked whether or not they 

have ever lived in the city in which the team plays before.   

As the population of iFans was not known, the sample size was determined by the 

number of items on the questionnaire.  According to Rummel (1970), a one-to-four ratio 

should be utilized as baseline because researchers should look to obtain the highest 

possible number of cases-per-variable. For the pilot study, the quantitative instrument 

(see Appendix C) had a total of 70 questions, suggesting a minimum sample size of 280.   

The pilot study concluded with 369 respondents.  After data cleaning, however, it 

was found that 68 people indicated that they were not a fan of the team in the first 

question, which immediately concluded their survey.  Furthermore, an additional 32 

people did not complete a majority of the survey instrument, and were removed before 

data analysis.  For these reasons, there were a total of 269 usable surveys from the pilot 

study.  The obtained sample size was slightly lower than the recommendations of 
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Rummel (1970).   However, with a usable survey rate of 72.8%, the pilot study illustrated 

the necessity of collecting more data than desired in the final study.  Additionally, 

although the pilot study sample size was 11 short of the desired sample size, it was 

deemed appropriate in an attempt to validate the survey instrument and identify which 

items to remove from the survey instrument to shorten it, with full recognition that the 

highest possible number of cases-per-variable would be obtained in the final data 

collection processes .  The sample was predominately white (90%) and female (64.2%).  

A majority of respondents (70.1%) had never lived in the city of the team in which they 

identified themselves as a fan of, which increased the probability that they followed the 

teams through interactive outlets. 

Data collection. 

 The data collection processes involved the primary investigator contacting fans of 

each of the ten teams through email, social media, and posting survey links on team 

message boards.  Respondent driven sampling was employed, as fans were not only 

encouraged to participate in the survey, but to also share the survey instrument with other 

fans.  Those who were contacted were informed of the purpose of the study and told that 

their participation was completely voluntary.  Those respondents who the primary 

investigator did not make direct contact with were informed of the purpose of the study, 

its lack of risks, and the absence of incentives for participation through the informed 

consent letter explaining the research at the beginning of each survey (see Appendix B).  

The survey took approximately 10 minutes to complete.  Those who participated in data 

collection were thanked for their time at the conclusion of the survey. 
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Instrument. 

The quantitative instrument (see Appendix C) for the pilot study was comprised 

of 70 questions. The instrument began with qualifying questions to establish whether or 

not the participant was a fan of the team and if the participant has ever lived in or near the 

city in which the team is located.  This was accomplished through the answering of three 

questions.  The first question required participants to identify whether or not they were a 

fan of the team in question.  The second question asked the participants whether they 

have ever lived in or near the city in which the team plays, while the third question asked 

participants to list the zip code of the town or city in which they lived at the time of data 

collection.  Given that this study is concerned with the iFans of the team, those that do 

not meet the inclusion criteria of being a fan of the team, as measured in the first question 

of the survey instrument, were not included in the later analysis of the data.   

Following the initial demographic questions, the instrument continued with 50 

newly developed questions regarding the use of new media by participants.  There were 

10 questions for each of the following four types of new media being measured: team 

websites, social media (e.g., Facebook, Twitter), blogs, and mobile applications (e.g., 

phones, tablets).  Four of the new media questions measured the affective responses to 

new media consumption by consumers.  For example, participants were asked to rate the 

following question on a seven-point likert scale, “I would feel disconnected if I were not 

able to go to the team website to find information about the team name.”  An additional 

four questions also used a seven-point likert scale to measure the functional use of each 

type of new media in an effort to better understand what consumers get out of the 

consumption of new media.  For instance, respondents were asked to rate the following 
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statement, “I go to the team website to find information about the team name.”  The final 

questions regarding new media use measured the frequency of new media usage.  

Frequency of use was measured through open-ended questions by asking respondents to 

indicate the average amount of hours spent on each of the four new media types 

throughout the course of a week.  The frequency of use questions concluded the questions 

for the new media consumption component of the proposed iFan model. 

The next component of the iFan model that was measured, team identification, 

was assessed using four items from James and Ross’(2002) Psychological Connection to 

Team (PCT) scale. Their findings illustrated that the loadings for the four items were 

valid and reliable, and have been utilized in a number of other research studies.  Attitude 

importance, the third component of the iFan model, was measured through four items 

developed for the purpose of this study to identify the importance participants place on 

the attitudes measured.  For instance, participants were asked to rate the following 

statement on a seven-point likert scale, “I would say that I consider the team name sport 

team to be personally important.”   Three similar statements were also used to address 

attitude importance.   

With respect to the consequences of attitude, the final component of the iFan 

model, four items were used to measure persistence, resistance, and behavioral outcomes, 

while three items were employed to measure influence on cognition.  The items used to 

measure persistence were created to reflect the stability of the attitude of being a fan of 

the team over an extended period of time.  For example, participants were asked to rate 

the following statement on a seven-point likert scale, “No matter how far away from the 

team name I may be, I will always be loyal to the team.”  The resistance items were 
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created to measure the ability of the attitude of being a fan to withstand a counter 

persuasive attack.  For instance, participants were asked to rate the difficulty of changing 

their attitudes, beliefs, and allegiance to the team in question under a variety of 

conditions.  The items used to measure behavior outcomes included the influence of the 

attitude on purchasing licensed team merchandise, attending games, watching games on 

television, and talking about the team with family and friends.  The three cognitive 

outcome questions were created to measure the importance of attaining cognitive 

information from the consumption of new media, as well as the usefulness and 

worthwhileness of the information obtained.  In addition to the demographic questions at 

the beginning of the questionnaire, the instrument concluded with eight demographic 

questions that measured the age, gender, ethnicity, income, education, employment, 

marital status, and number of children of participants.   

Data analysis. 

The data was entered into SPSS 20.0 for analysis.  Descriptive statistics were first 

utilized to summarize the data collected and develop a profile of the respondents.  Next 

internal reliability was calculated.  Internal consistency reflects the extent to which each 

item in a scale measures the same dependent variable (Utts & Heckard, 2006).  

According to Devillis (1991), items with a strong relationship to the dependent variable 

being measured will have a strong relationship with one another.  In this study, internal 

consistency reliability was calculated using Cronbach’s alpha to measure the 

homogeneity of the items on each of the 14 subscales.  A minimum acceptable level of 

.70 for the Cronbach’s alpha was utilized per the suggestion of previous researchers to 

ensure that the instrument was reliable (Nunnally & Berstein, 1994).  Within this portion 
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of the study, the reliability for each of the eight new media constructs: the functional use 

of the team website, social media, blogs, and mobile applications and the affective use of 

the team website, social media, blogs, and mobile applications, was calculated using 

Cronbach’s alpha.  Cronbach’s alpha was also calculated for the six remaining constructs: 

team identification, attitude importance, persistence, resistance, cognitive thinking, and 

behavioral outcomes.   

As illustrated in Table 3.1, each of the constructs demonstrated sufficient 

Cronbach’s alpha levels above the minimum acceptable level of .70 except for the 

affective use of new media constructs.  The affective website use construct ( = .61), 

affective social media use construct ( = .59), affective blog use construct ( = .56), and 

affective mobile application use construct ( = .61) all had insufficient Cronbach’s alpha 

levels, suggesting that the items within the constructs were not internally consistent.  As 

the purpose of the pilot study was to test the reliability of the items in the survey 

instrument, no additional data analysis was executed during the pilot study stage of the 

research. 
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Table 3.1. 

 

Reliability Tests for the Pilot Study Factors: Cronbach’s Alpha (), Means (µ), 

Variances ( s²), and  Standard Deviations (SD) 

Factors and Items  µ s² SD 

Functional Blog Use .83 3.67 .489  

If I need information about the team name I read blogs  3.19 3.25 1.83 

I read blogs to find information about the team name  3.45 4.06 2.02 

I read blogs to learn about current issues with the team name  3.34 3.63 1.91 

Blogs are not a good place to find information about the team name  4.71 3.22 1.80 

     
Affective Blog Use .56 2.61 .808  

I would feel disconnected if I were not able to read blogs about the 

team name 

 3.48 3.81 1.96 

If blogs were not available, I would still support the team name  1.76 2.11 1.47 

I would lose interest in the team name if I were not able to read blogs  1.92 2.08 1.39 

It is important for me to read blogs to find information about the team 

name 

 3.28 3.71 1.93 

     
Functional Website Use .77 4.64 .488  

I go to the team website to find information about the team name  4.24 4.20 2.05 

If I need information about the team name I log onto the team website  4.49 3.67 1.91 

I visit the team name website to learn about current issues with the 

team 

 4.24 3.90 1.97 

The team name website is not a good place to find out team information   5.68 2.86 1.69 

     Affective Website Use .61 2.80 1.13  

If the team name website was unavailable, I would still support the 

team 

 1.69 1.56 1.27 

I would feel disconnected if I were not able to go to the team website  3.50 3.24 1.80 

It is important for me to log onto the team website to find information  3.91 3.21 1.79 

I would lose interest in the team name if I were not able to go to the 

website 

 2.09 2.39 1.55 

     
Functional Social Media Use .74 4.56 .099  

Social media is not a good place to find out information about the team 

name 

 4.89 3.61 1.93 

I use social media to find information about the team name  4.77 3.63 1.93 

I use social media to learn about current issues with the team name  4.54 3.23 1.80 

If I need information about the team name I log onto social media  4.13 3.41 1.85 

     
Affective Social Media Use .59 2.89 1.11  

It is important for me to use social media to find information about the 

team name 

 4.22 3.22 1.79 

If social media was unavailable, I would still support the team name  1.87 2.39 1.61 

I would lose interest in the team name if I were not able to use social 

media 

 2.21 2.53 1.60 

I would feel disconnected if I were not able to use team name social 

media  

 3.17 3.58 1.88 

     
Functional Mobile Applications Use .82 4.42 .261  

If I need information about the team name I use mobile applications  4.19 3.82 1.95 

I use mobile applications to find information about the team name  4.24 3.86 1.96 

Mobile applications are not a good place to find information about the 

team 

 5.17 3.23 1.80 

I use mobile applications to learn about current issues with the team 

name 

 4.07 3.61 1.90 
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Table 3.1. Continued 

 

 

 

 

    

     

Reliability Tests for the Pilot Study Factors 

 

    

Factors and Items  µ s² SD 

Affective Mobile Applications Use .53 2.76 .847  

If mobile applications were not available, I would still support the team 

name 

 1.97 2.79 1.71 

It is important to use mobile applications to find information on the 

team 

 3.98 3.99 2.00 

I would feel disconnected if I were not able to use mobile applications   2.94 2.94 1.79 

I would lose interest in the team if I were not able to use mobile 

applications 

 2.09 2.09 1.56 

     

Team Identification .93 5.67 .118  

The team name are my team  6.01 1.83 1.31 

I want others to know that the team name are my team  5.23 2.69 1.64 

I consider myself a loyal fan of the team name  5.84 2.21 1.46 

Supporting the team name is very important to me  5.55 2.36 1.54 

     

Attitude Importance .93 5.54 .019  

I would say that I consider the team name to be personally important  5.52 2.19 1.48 

Compared to how I feel about other teams, I care much more about the 

team 

 5.44 3.15 1.78 

I care a great deal about the team name  5.74 2.15 1.47 

I personally care about the team name  5.48 2.55 1.60 

     

Cognitive Outcomes .85 5.33 .050  

Finding information about the team name is important to me  5.07 2.14 1.45 

The information that I find about the team name is useful to me  5.50 1.81 1.35 

The information that I find about team name is worthwhile to me  5.39 1.89 1.36 

     

Attitude Persistence .82 6.06 .013  

I will still be a team name fan regardless of how far I live from the team  6.20 1.58 1.26 

Regardless of where I live, I will always be a team name fan  6.08 1.85 1.32 

No matter how far away from the team name I may be, I will always be 

loyal 

 5.98 1.91 1.38 

I will stop being a fan of the team name if I move farther away from the 

team 

 5.95 2.73 1.65 

     

Attitude Resistance .86 5.83 .003  

I could easily be persuaded to change my favorite league team 

preference 

 5.91 2.56 1.60 

It would be unlikely for me to change my allegiance from the team   5.76 2.85 1.66 

It would be difficult to change my beliefs in the team name sport team  5.80 2.05 1.41 

Regardless of what happens, I will always be a team name fan  5.79 2.53 1.58 

     

Behavioral Outcomes .84 5.76 .197  

I am likely to purchase licensed team name merchandise  5.27 2.59 1.61 

I am likely to attend a team name game  5.60 2.96 1.71 

I am likely to talk about the team name with my friends and family  5.75 2.16 1.45 

I am likely to watch team name games on television   6.35 1.13 1.06 
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Revisions to instrument. 

Given the deficiencies in the affective use constructs, a panel of seven experts 

with terminal degrees from the field of sport management, who have years of education 

and experience in the field, was assembled to discuss the results and determine how to 

proceed.  Reasons for the lack of internal consistency amongst the items within the 

constructs were discussed.  One potential explanation for the low Cronbach’s alpha levels 

was the idea that the affective use questions are somewhat similar to the team 

identification questions.  This is problematic, as it was possible that we were potentially 

tapping into the same dimension and double dipping, negatively impacting the results.  

Additionally some of the affective use questions were worded in a way in which 

respondents had to choose between either one (i.e., new media use) or the other (i.e., 

team identification).  For instance, respondents were asked whether or not they would 

lose interest in the team if they were not able read blogs.  This question could potentially 

be interpreted in a way that suggests that fans would no longer be fans were it not for 

blogs.  Given these reasons, it was determined that the items needed to be changed before 

moving forward with further data collection for the research study. 

Further discussion with the expert panel yielded affective use questions from the 

communications field.  The Facebook intensity scale created by Ellison et al. (2007) 

contains items that were deemed appropriate for the purpose of this study.  The scale was 

created to determine the extent to which participants were emotionally connected to 

Facebook.  The final three items of the scale were thought to be suitable to gauge the 

affective use of new media and were reworded in a way to include each of the four types 

of new media used within the study.  
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Table 3.2. 

 

Cronbach’s Alpha () for the Constructs Before and After Item Deletion 

Construct Item Removed α before 

deletion 

α after 

deletion 

Functional Website  The team website is not a good place to find information about the 

team name 

.77 .87 

Functional Social Media Social media is not a good place to find information about the 

team name 

.74 .93 

Functional Blog Blogs are not a good place to find information about the team 

name 

.83 .92 

Functional Mobile Applications Mobile applications are not a good place to find information about 

the team name 

.82 .94 

Attitude Importance Compared to how I feel about other professional sport teams, I 

care much more about the team name 

.93 .93 

Attitude Persistence I will still be a team name fan regardless of how far I live from the 

team 

.82 .72 

Attitude Resistance  It would be unlikely for me to change my allegiance from the team 

name to another league team 

.86 .84 
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The three items that were modified for use within the study included: (1) I feel out 

of touch when I haven’t logged onto Facebook in a while; (2) I feel I am part of the 

Facebook community; And (3) I would be sorry if Facebook shut down.  Each of the 

three items was modified to include websites, social media, blogs, and mobile 

applications.  For example, the adapted affective use of mobile applications were now as 

follows: (1) I feel out of touch when I haven’t viewed the team name’s mobile 

applications in a while; (2) I feel I am a part of the team name’s mobile applications 

community; And (3) I would be sorry if the team name’s mobile applications shut down.   

In addition to changing the affective use items on the survey instrument, the 

instrument was shortened by the eliminating of items from other scales.  The elimination 

of some of the other items was intended from the onset of the pilot study, as decreasing 

the amount of time necessary to complete the instrument was a goal.  In the pilot study, 

only 269 of the 369 responses were usable after data cleaning.  As such, it was believed 

that eliminating some of the items would increase the number of respondents who 

completed the survey instrument in its entirety.   

The number of affective use questions went from 16 to 12, with the use of the 

new items from the Facebook intensity scale.  Additionally, the functional new media use 

item that asked participants to rate the following statement on a seven point likert-scale 

was also eliminated: “New media type is/are not a good place to find information about 

the team.”  This item was chosen to be deleted because the Cronbach’s alpha score for 

each scale increased with its removal (see Table 3.2).  Additionally, the panel of experts 

believed that the remaining three items appropriately answered the function and purpose 

of new media use in the lives respondents.  With this item being deleted from the scales, 
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the functional website use scale increased from α = .77 to α = .87, while the functional 

social media use scale increased from α = .74 to α = .93.  Furthermore, the functional 

blog use scale increased from α = .83 to α = .92, while the functional mobile applications 

use scale increased from α = .82 to α = .94 with the deletion of this item.  For the attitude 

importance construct, the item which asked respondents to compare the importance of 

their feelings on the team in question against the importance of their feelings about other 

teams in the league was also removed, slightly increasing the Cronbach’s alpha of the 

scale from α = .932 to α = .934.   

Another two items were removed from the pilot study instrument, one from the 

attitude persistence construct and one from the attitude resistance construct.  When 

looking at the Cronbach’s alpha if items were deleted numbers for each of these scales, it 

appeared as though both persistence and resistance would increase the most if the 

reverse-coded items were removed from the instrument.  However, rather than deleting 

these items, they were kept in the survey instrument to balance the item wording.  Instead 

of deleting the persistence reverse-coded item, the following statement was removed, “I 

will still be a team name fan regardless of how far I live from the team.”  The attitude 

resistance item that was removed was the following statement, “It would be unlikely for 

me to change my allegiance from the team name to another league team.”  Both the 

attitude persistence (α = .72) and attitude resistance (α = .84) constructs were still 

internally consistent with the removal of these items. While this differed from the manner 

in which the new media item scales were shortened, the panel of experts thought that it 

would be beneficial to have some reverse-coded items to ensure that respondents were 

actually reading the items instead of losing motivation and quickly selecting similar 
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responses throughout its entireness. Similarly to the new media questions, the panel of 

experts believed that the removal of the chosen items allowed for the shortening of the 

survey time for respondents, while still successfully addressing the purpose of the study 

through the remaining items.  Finally, the frequency of use questions were changed as it 

was determined that it was too difficult for respondents to estimate the average time spent 

on each new media outlet in hours, which was depicted by the low response rate on the 

question by individuals who either answered zero or did not answer at all (39.9%).  For 

this reason, the frequency of use questions were changed from open-ended items to 

multiple choice questions, asking respondents to answer how much time in a typical week 

they spend on each of the four new media outlets of the team in question.  The new 

choices include: a great deal, a lot, a moderate amount, a little, and none at all.  With each 

of these changes, the survey instrument went from 70 questions to 56 questions. 

Final Data Collection Procedures 

Sample. 

For data collection, nonprobability sampling was again utilized through 

respondent driven sampling, as each participant involved was asked to refer other 

individuals in their social network who met the eligibility criteria for the study (Salganik 

& Heckathorn, 2004).  The same five professional leagues were used in the final data 

collection stage as were used during the pilot study: MLB, MLS, NBA, NFL, and NHL.  

In an effort to decide which teams would be included during the final data collection 

procedures, each team within the five leagues was placed in alphabetical order by city for 

each league.  Beginning with the first team in each league, a systematic stratified sample 

was then used in which every sixth team was chosen for inclusion.  The chosen teams 



 

83 

 

from the MLB included the Chicago White Sox, Kansas City Royals, New York Mets, 

and San Francisco Giants.  The teams selected from the MLS included FC Dallas, the 

Philadelphia Union, and the Toronto FC.  The Cleveland Cavaliers, Indiana Pacers, 

Minnesota Timberwolves, Phoenix Suns, and Washington Wizards were chosen from the 

NBA, while the Chicago Bears, Green Bay Packers, Minnesota Vikings, and Philadelphia 

Eagles were chosen from the NFL.  Finally, the Chicago Blackhawks, Florida Panthers, 

New York Islanders, San Jose Sharks, and Winnipeg Jets were chosen from the NHL. 

In order to address the purpose of this study, access to iFans of each of the 

randomly selected teams was required, as they were the target population.  Much like the 

pilot study, the sampling method employed within the final data collection was a 

respondent driven sample, as the primary investigator reached out to fans of each of the 

teams through email, social media, and posting on team message boards.  True to the 

techniques employed within respondent driven sampling, fans were asked to complete the 

survey, and share the provided link with other fans. This sampling method provided 

acceptable access to an appropriate sample size given the purpose of the study and the 

desired sample size associated with the study questionnaire.    

Due to the use of the respondent driven sample, anyone who came across the 

survey links had the ability to take the surveys.  For this reason, it was necessary to have 

inclusion and exclusion criteria present in the survey to ensure that only those who were 

fans of the teams were included in final data analysis.  This task was accomplished 

through the first question of the survey instrument which asked respondents to identify 

whether or not they were a fan of the team in question on the particular survey.  For those 
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that answered affirmatively, the survey continued.  For those that indicated they were not 

fans, the survey concluded ensuring that they were not included in final data analysis.   

As the population of iFans was not known, the sample size was determined by the 

number of questions on the survey instrument.  Rummel (1970) suggested a one-to-four 

item-to-respondent ratio be utilized as a baseline, while encouraging the obtaining of the 

highest possible number of cases per variable. For the final data collection, the 

quantitative instrument (see Appendix D) had a total of 56 questions, suggesting a 

minimum sample size of 224.  However, the desire to decrease the possibility of type 1 or 

type 2 errors by increasing the sample size was also taken into consideration, so a sample 

size of even higher than the minimum of 224 was wanted (Utts & Heckard, 2006). 

The final study concluded with a total of 527 respondents from the 22 survey 

instruments.  The number of individuals that participated in the study varied greatly from 

one team to the next.  Before data cleaning, the teams with the fewest responses had 4 

participants (Phoenix Suns, and Toronto FC Washington Wizards), while the teams with 

the greatest number of respondents had 89 (Minnesota Vikings) and 84 (Minnesota 

Timberwolves) participants.  After data cleaning, however, it was found that 28 people 

indicated that they were not a fan of the team being examined in the first question, which 

immediately concluded their survey.  Furthermore, an additional 50 people did not 

complete a majority of the survey instrument, and were removed before data analysis.  

After addressing the missing data assumption, another 22 respondents were eliminated 

from further data analysis.  For these reasons, there were a total of 427 usable surveys 

from the data collection.  Following data cleaning, the teams with the fewest responses 

had 3 participants (Phoenix Suns, Washington Wizards, and Winnipeg Jets), while the 
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teams with the greatest number of respondents had 75 (Minnesota Vikings) and 66 

(Minnesota Timberwolves) participants.  Table 3.3 illustrates the total number of 

responses per team before and after data collection.  Other teams with larger sample sizes 

included the Green Bay Packers (n = 63), Chicago Bears (n = 44), Chicago Blackhawks 

(n = 39), Seattle Seahawks (n = 27), Chicago White Sox (n = 25), and Indiana Pacers (n = 

16).  The primary investigator has significant ties to each of these cities, having lived 

there herself and having family and friends who live there.  This accelerated the process 

of the respondent driven sampling as family and friends were contacted to take and share 

the respective surveys.  This connection between each of these communities and the 

primary investigator of this study explains the higher number of responses for teams 

within these cities.   

The 427 usable surveys greatly exceeded the desired minimum sample size of 

224.  The demographic characteristics of the sample are illustrated in Table 3.4.  The 

sample was predominately white (85.4%) and male (54.2%).  With 45.8% of the sample 

consisting of women, exploration into the industry averages of the gender split between 

male and female users of sport new media amongst the five leagues examined within this 

study took place.  According to Sport Business Research Network (2012), the gender 

split of those who used a computer for online access to sports-related content through 

means such as blogs, social media, and team websites is 57.5% male and 42.5% female.  

Sport Business Research Network (2012) also found that those who use mobile 

applications for any sports-related purpose in the five examined leagues are 

predominately male (58.4%).  These industry averages are fairly consistent with the 

gender split of the sample, indicating that in terms of gender the sample is fairly 
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representative of what is actually occurring in the industry with respect to the 

consumption of sport new media.  A majority of the sample was 18 to 24 years old 

(52.5%) with 25 to 34 year olds making up the next largest segment (27.6%).  The 

sample was highly educated with 48.6% of respondents already having a four-year 

college degree and another 38.5% having f-year degrees or currently in college.  

Additionally, 77.9% of respondents are employed, with 42.5% of respondents working 40 

or more hours each week. 

Data collection. 

Just as in the pilot study, the final data collection processes involved the primary 

investigator contacting fans of each of the 22 teams through email, posting survey links 

on team message boards, and social media.  Message board administrators and fan club 

presidents from each team were contacted through email, informed of the purpose of the 

study, and asked to share the survey links with their email databases.  Additionally, the 

primary investigator shared survey links with friends, family, and colleagues that are fans 

of the chosen teams through email.  Furthermore, the links for each team were posted on 

their respective team official Facebook pages encouraging fans of the teams to complete 

the survey instrument.  Finally, the links were “tweeted” to fans of each of the teams 

through Twitter.  Given that the links were the same for each of the distribution methods, 

it is unknown which method was the most successful in gaining respondents and which 

was least successful.   

Respondent driven sampling was once again employed, as fans were not only 

encouraged to participate in the survey, but to also share the survey with other fans.  

Respondent driven sampling was deemed appropriate for the validation of the iFan model 
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within this study, as it provides access to hard-to-reach groups, and is appropriate in 

situations in which no exhaustive list of population members is available (Heckathorn, 

1997).  Within this study the population of iFans is unknown, and access to fans of all 22 

teams selected through the systematic stratified sample validated the use of the 

respondent driven sample.   

Those who were contacted directly by the primary investigator were informed of 

the purpose of the study, its lack of risks, voluntary nature, and the exclusion of benefits.  

For those who the primary investigator did not have direct contact with, the purpose of 

the study was explained through the informed consent letter at the beginning of each 

survey instrument.  In addition to explaining the purpose of the study, the informed 

consent letter also explained that participation was completely voluntary, no risks were 

present, and that there would not be any incentives for completing the survey.  The 

survey took approximately 5-7 minutes for participants to complete. The online survey 

instrument concluded by thanking participants for the time and effort necessary to 

complete the survey.   

Ethical considerations. 

 The principal investigator of this study has completed multiple research method 

courses in which ethical considerations were discussed.  Additionally , the principal 

investigator completed the Collaborative Institutional Training Initiative (CITI), which 

covered additional moral considerations in research involving human subjects.  Prior to 

beginning data collection, the primary investigator received approval from the 

Institutional Review Board (IRB).  The approval letter from the IRB is included in 

Appendix A.  An informed consent form (see Appendix B) was issued to participants, 
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which acknowledged that their rights would be respected and protected during data 

collection (Creswell, 2009).  When analyzing and interpreting the data, the anonymity of 

individuals was protected, as no personal identification identifiers were included on the 

questionnaire or were solicited from the respondents.   

Instrument. 

Following the pilot study, changes were made to the survey instrument.  As such, 

the quantitative instrument (see Appendix D) for the final data collection was comprised 

of 56 questions. The modified instrument began in the same manner as the pilot study 

instrument with qualifying questions to establish whether or not the participant was a fan 

of the team and if the participant has ever lived in or near the city in which the team is 

located.  This was accomplished through the answering of three questions.  The first 

question required participants to identify whether or not they were a fan of the team being 

examined.  Those who did not identify as fans of the team were directed to the end of the 

survey thanking them for their time.  It was not necessary to continue data collection with 

those who did not identify as fans of the team being examined within the study, as the 

study was only concerned with those who identified themselves as fans.  Those who said 

they were fans of the team were directed to the second and third questions of the 

instruments.  The second question asked the participants whether they have ever lived in 

or near the city in which the team plays, while the third question asked participants to list 

the zip code of the town or city in which they lived at the time of data collection.   

Following the initial demographic questions, the instrument continued with 24 

questions regarding the use of new media by participants.  There were six questions for 

each of the following four types of new media being measured: team websites, social 



 

89 

 

media (e.g., Facebook, Twitter), blogs, and mobile applications (e.g., phones, tablets).  

Three of the questions for each type of new media examined the affective responses to 

new media consumption, and were concerned with the feelings and emotions that resulted 

from new media use.  An additional three questions measured the functional use of each 

type of new media examined, emphasizing what consumers are utilizing new media 

outlets for. The final questions regarding new media use measured the frequency of new 

media consumption.  Frequency of use was measured through a multiple choice question 

for each of the four types of new media that asked participants to estimate how much 

time they spend using each of type of new media for the team in a week.  Participants 

were asked to select one of the following choices: a great amount, a lot, a moderate 

amount, a little, or not at all.  The frequency of use questions concluded the questions for 

the new media consumption component of the proposed iFan model. 

The next component of the iFan model that was measured, team identification, 

remained unchanged from the pilot study to the final data collection.  Team identification 

was assessed using four items from James and Ross’(2002) Psychological Connection to 

Team (PCT) scale. Attitude importance, the third component of the iFan model, was 

measured through three items developed for the purpose of this study to identify the 

importance participants place on the attitudes measured.  With respect to the 

consequences of attitude, the final component of the iFan models, three items were used 

to measure persistence, resistance, cognitive outcomes, and behavioral outcomes.  The 

persistence items were slightly altered from the pilot study instrument as the following 

item was deleted from the scale: “I will still be a team name fan regardless of how far I 

live from the team.”  The panel of experts determined that even with the deletion of this 
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item, the scale still successfully reflected the stability of the attitude of being a fan of the 

team over an extended period of time.  Additionally, the Cronbach’s alpha score still 

indicated appropriate scale reliability with the deletion of this attitude persistence item. 

Similarly, the resistance items were also modified with the deletion of the following item: 

“It would be unlikely for me to change my allegiance from the team name to another 

league team.”  As with the deleted attitude persistence item, the Cronbach’s alpha score 

was still above the .70 threshold and the panel of experts believed that the scale still 

sufficiently measured the ability of the attitude of being a fan to withstand a counter 

persuasive attack.  The items used to measure behavior outcomes were unchanged from 

the pilot study and included the influence of the attitude on purchasing licensed team 

merchandise, attending games, watching games on television, and talking about the team 

with family and friends.  Finally, the three cognitive outcome questions were also 

unchanged and measured the importance of attaining cognitive information from the 

consumption of new media, as well as the usefulness and worthwhileness of the 

information obtained.  In addition to the demographic questions at the beginning of the 

questionnaire, the instrument concluded with five demographic questions that measured 

the age, gender, ethnicity, education, and employment of participants.  While there were 

eight demographic questions that were measured through the survey instrument, they 

were not included in later data analysis.  The decision to not include these items when 

analyzing the data was made based on the purpose of validating the proposed model 

within this study.  Following the validation of the proposed model, these demographic 

items could be utilized to further segment the new media consumption and attitudes of 

iFans. 
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Table 3.3.  

Number (n) of Responses per Team, Before and After Data Cleaning 

League Team n before data cleaning n after data cleaning 

MLB Chicago White Sox 46 25 

MLB Kansas City Royals 10 8 

MLB New York Mets 6 6 

MLB San Francisco Giants 6 5 

    

MLS FC Dallas 10 8 

MLS Philadelphia Union 8 8 

MLS Toronto FC 4 4 

    

NBA Cleveland Cavaliers 7 4 

NBA Indiana Pacers 22 16 

NBA Minnesota Timberwolves 84 66 

NBA Phoenix Suns 4 3 

NBA Washington Wizards 4 3 

    

NFL Chicago Bears 54 44 

NFL Green Bay Packers 71 63 

NFL Minnesota Vikings 89 75 

NFL Philadelphia Eagles 5 5 

NFL Seattle Seahawks 37 27 

    

NHL Chicago Blackhawks 40 39 

NHL Florida Panthers 5 5 

NHL  New York Islanders 5 5 

NHL San Jose Sharks 5 5 

NHL Winnipeg Jets 5 3 

 

  



 

92 

 

 Table 3.4. 

 

Demographic Characteristics of the Final Sample; Frequency (F) and Percentage (%) 

Demographic F % 

Age   

     18 to 24 234 52.5 

     25 to 34 123 27.6 

     35 to 44 30 6.7 

     45 to 54 41 9.2 

     55 to 64 14 3.1 

     65 to 74 3 0.7 

     75 or older 1 0.2 

   

Gender   

     Female 203 45.8 

     Male 240 54.2 

   

Race   

     White 381 85.4 

     Black or African American 19 4.3 

     Asian 28 6.3 

     Native Hawaiian or Other Pacific Islander 5 1.1 

     American Indian or Alaska Native 1 0.2 

     Other 12 2.7 

   

Education    

     8
th

 grade or less 1 0.2 

     Some high school, but did not graduate 2 0.5 

     High school graduate or GED 54 12.2 

     Some college or 2-year degree 171 38.5 

     4-year college graduate 216 48.1 

   

Employment   

     Employed, working 1-39 hours per week 159 35.4 

     Employed, working 40 or more hours per week 191 42.5 

     Not employed, looking for work 58 12.9 

     Not employed, NOT looking for work 32 7.1 

     Retired 4 0.9 

     Disabled, not able to work 2 0.4 
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Data analysis. 

Assessment of instrument reliability.  The quantitative data was first entered into 

SPSS 20.0 for analysis.  Descriptive statistics were utilized to summarize the data 

collected and develop a profile of the respondents.  Next internal reliability consistency 

reliability was examined.  Internal consistency reliability identifies the extent to which 

each question consistently measures the same variable, and assumes that items in a scale 

are consistent with one another and represent only one dimension (Andrew et al., 2011). 

Devillis (1991) asserted that if the items within a scale have a strong relationship to the 

dependent variable being measured, they will also have a strong relationship to one 

another.   

While there are a number of ways in which reliability may be calculated by 

researchers, the most commonly accepted measure involves the calculating of internal 

consistency reliability through the use of Cronbach’s alpha (Devillis, 1991).  According 

to Nunnally and Bernstein (1994), Cronbach’s alpha scores are obtained by squaring the 

coefficients of items.  Given this method of obtaining the scores, the researchers 

recommend that a minimum acceptable level for Cronbach’s alpha is .70, which would 

indicate a modest agreement of just under 50%.  Fornell and Larcker (1981) suggested 

that researchers also calculate the average variance extracted (AVE) when addressing the 

reliability of an instrument as Cronbach’s alpha does not measure the amount of variance 

explained by the construct relative to the amount of variance that may be attributed to 

measurement error.  It is recommended that AVE values exceed .50. 

In this study, reliability was first calculated through internal consistency 

reliability using Cronbach’s alpha to measure the homogeneity of the items on each of the 
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14 subscales.  A minimum acceptable level of .70 for the Cronbach’s alpha was utilized 

per the suggestion of previous researchers to ensure that the instrument was reliable 

(Nunnally & Berstein, 1994).  Within this portion of the study, the reliability for each of 

the eight new media constructs: the functional use of the team website, social media, 

blogs, and mobile applications and the affective use of the team website, social media, 

blogs, and mobile applications, was calculated using Cronbach’s alpha.  Cronbach’s 

alpha was also calculated for the six remaining constructs: team identification, attitude 

importance, persistence, resistance, cognitive thinking, and behavioral outcomes. Each of 

the constructs had a Cronbach’s alpha level of higher than the desired .70.  In addition to 

Cronbach’s alpha, reliability was examined through the AVE of each scale.  AVE was 

calculated by first adding each of the squared standardized factor loadings, and then 

dividing by the number of items in the scale (Fornell & Larcker 1981).  Each of the 

constructs had an AVE value greater than the desired level of .50.   

Assessment of instrument validity.  In addition to reliability, researchers must 

also address the validity of their instruments.  It is important to speak to both the 

reliability and validity of an instrument when discussing a study, as an instrument can be 

both, neither, or one but not another (Andrew et al., 2011).  Studies that fail to address 

both the reliability and validity of the instruments utilized should be interpreted with 

caution.  Validity is the extent to which an instrument addresses its intended purpose and 

accurately measures what it was designed to measure (Andrew et al., 2011).  The 

assessment of validity is more subjective and less precise than reliability (Ross, James, & 

Vargas, 2006). Much like reliability, there are different approaches to establishing the 
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validity of an instrument, with content-related and face validity, criterion-related, and 

construct-related validity being the primarily employed types (Tyler & Walsh, 1979).   

Content and face validity.  Content validity addresses whether or not the 

instrument appears to measure what it was designed to measure from another person’s 

point of view (Andrews et al., 2011).    Content validity is a subjective assessment, as it 

typically involves a systematic examination of the instrument content by a panel of 

experts to determine if the test represents the construct being studied (Ross et al., 2006).  

Additionally, content validity can be established through a pilot study through which the 

perspective of study participants is gauged to ensure that the instrument is 

comprehensible to the target audience (Andrew et al., 2011).  Face validity is present 

when the items in a scale appear to be what about is being measured (Ross et al., 2006).  

Face validity, on the other hand, pertains to the appropriateness and relevance of the 

items of the test (Tyler & Walsh, 1979).    Within this study, content and face validity 

were first assessed through a pilot study in which a sample comprised of members of the 

target population completed the survey instrument.  In addition to establishing the 

reliability of the survey instrument, the pilot study encouraged participants to provide 

feedback through the final thoughts open-ended question at the conclusion of the study.  

Content and face validity were also established through the use of a panel of experts.  The 

panel of experts made suggestions regarding the phrasing of specific items, as well as 

which items to remove when shortening the survey instrument.  Through their input, 

changes were made to the survey instrument to ensure that content and face validity were 

present. 
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Criterion-validity.  According to Ross et al. (2006) criterion validity addresses the 

question: What is the relationship between scores on the instrument and some external 

criterion that provides a more direct measure of the targeted characteristic? It is measured 

by comparing the instrument with current or future criteria by comparing performances 

on a test or scale with some criterion (Loewenthal, 1996).  Criterion-related validity is 

traditionally examined through concurrent and predictive validity (Andrews et al., 2011).   

Concurrent validity utilizes a comparison between scores on an instrument with 

previously established instruments in the chosen area of research (Andrews et al., 2011).  

Kline (2011) suggested that the measurement of concurrent validity involves the 

correlation of that test with other tests.  Devillis (1991) asserted that without benchmark 

measures, the possibility of establishing concurrent validity is weak and subjective.  

While Kline (2011) further emphasized that if a benchmark measure is currently 

established, there may not even be a need to create a new measure.   

The second form of criterion-related validity, predictive validity, is said to be 

present if a test is able to predict some appropriate criterion (Kline, 2011).  Predictive 

validity involves a comparison between the instrument and some later behavior that it 

predicts, as it is concerned with predicting future outcomes (Andrew et al., 2011).  

Nunnally and Bernstein (1994) suggested that predictive validity is typically determined 

by correlating test scores with criterion scores obtained after the respondents have had a 

chance to perform what is predicted on the test. However, predictive validity is only 

effective in situations in which clear criteria can be established (Kline, 2011).  In this 

particular study, the measurement of criterion-related validity was not warranted, as the 
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instrument was created for the purpose of the study and benchmark measures for the 

variables do not exist.   

 Construct validity. According to Andrew et al. (2011), “Construct validity refers 

to whether a scale measures or correlates with a theorized psychological construct” (p. 

52).  As such, this type of validity is concerned with the association between test scores 

and theoretical  prediction (Ross et al., 2006).  The two most commonly used methods of 

establishing construct validity include convergent validity and discriminant validity 

(Campbell & Fiske, 1959).   

 Convergent validity shows evidence of similarity between measures of 

theoretically related constructs through correlation scores (Ross et al., 2006).  An 

instrument that has high convergent validity correlates highly with other variables with 

which it should theoretically correlate (Andrews et al., 2011).  Anderson and Gerbing 

(1988) argued that convergent validity may be proven through each indicator’s loading 

on its hypothesized underlying construct if is greater than twice its standard error.  In 

proving construct validity, researchers must illustrate that a test meets theoretical 

expectations and is appropriately associated with variables with which it should be 

correlated (Ross et al., 2006).   

 Discriminant validity, on the other hand, is concerned with the extent to which a 

construct is correlated with another construct from which it should differ (Andrew et al., 

2011).  Ross et al. (2006) suggested that discriminant validity is evident when there is not 

a correlation between measures of unrelated constructs.  As such, an instrument with high 

discriminant validity does not correlate significantly with variables from which it should 

differ (Andrew et al., 2011).  In addition to examining correlation scores, discriminant 
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validity can be assessed through the AVE, as the AVE for each construct should be 

greater than the squared correlation between the construct and any other (Fornell & 

Larker, 1981).  If this discriminant validity test is not passed, the variance accounted for 

by a construct is said to explain less variance than what is explained by the construct’s 

correlation with another, indicating a lack of discrimination (Ross et al., 2006). 

 Within this study, construct validity was examined through both convergent and 

discriminant validity checks.  Convergent validity was assessed through the 

recommendations of Anderson and Gerbing (1988) by examination into each item’s 

loading on the construct on which it loaded, and the standard error for which it was 

associated.  Discriminant validity, on the other hand, was assessed through both the 

examination of the correlations between constructs and the evaluation of the AVE 

(Anderson & Gerbing, 1988; Fornell & Larker, 1981).   

 Statistical assumptions.  Following the internal reliability and validity analyses, 

confirmatory factor analysis (CFA) and structural equation modeling (SEM) were used.  

CFA and SEM are statistical analysis techniques in which researchers can reduce the 

number of observed variables into a smaller number of latent variables, or unobserved 

variables, through the examination of the covariation among the observed variables 

(Schreiber, Nora, Stage, Barlow, & King, 2006).  Given that this study aimed to examine 

the relationships amongst the measured variables in the iFan model, SEM was the 

appropriate statistical analysis technique to employ.  When utilizing SEM, it is important 

to recognize the critical role of assumptions in the analysis and interpretation of results 

(Kline, 2011).  If a researcher fails to provide verification of assumptions, the results of 

statistical tests and interpretations should be interpreted with caution (MacCallum & 
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Austin, 2000).  Kline (2011) further asserted that if researchers are not vigilant about 

assumptions and are lackadaisical in their addressing of required assumptions concerning 

the model, inferences about the directionality of effects, the data, and the results from 

studies using SEM may have little interpretive value.  According to Kaplan (2001) there 

are four major assumptions associated with structural equation modeling: (a) sufficiently 

large sample size; (b) multivariate normality; (c) no systematic missing data; and (d) 

correct model specification. 

The first assumption that was necessary to satisfy was that of a sufficiently large 

sample size.  Having an adequately large sample size is important because if the sample 

size is too small in a study in which SEM is implemented; estimation problems can occur 

and lead to unreliable results (Bentler, 1987).  Furthermore, sample sizes that are too 

small can also lead to convergence failures, in which the statistical software cannot reach 

a satisfactory solution, improper solutions, such as negative error variance estimates for 

measured variables, and lowered accuracy of parameter estimates and standard errors 

(Byrne, 2010).  The importance of sample size in SEM is emphasized by researchers; 

however, methodologies for assessing appropriate sample size requirements remain a 

troublesome question in SEM based studies, as specific guidelines from which scholars 

can base sample size questions do not exist (Bentler, 2010).  Despite which procedures 

scholars choose to abide by in the determination of appropriate sample size, it is 

important to determine the minimum sample size required to achieve the desired level of 

statistical power for a proposed model before data collection begins (McQuitty, 2004).    

Loehlin (1992) recommended sample sizes in SEM have at least 100 cases, but 

preferably 200.  Other scholars have also supported the notion of a critical sample size of 
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at least 200 in SEM (Hoelter, 1983; Garver & Mentzer, 1999).  Based on these 

recommendations, many have accepted 200 as a sample size in which sufficient statistical 

power is present for suitable data analysis (Hoe, 2008).  However, more detailed 

descriptions of what is acceptable have also been provided.  For instance, Stevens (1996) 

recommended that there are at least 15 cases per measured variable or indicator.  Others, 

however, have asserted that 10 participants for every free parameter is acceptable 

(Schreiber et al., 2006).  Still yet, Bentler and Chou (1987) have asserted that five cases 

per parameter is suitable.  Another rule of thumb found in the literature is that the sample 

size should be at least 50 more than 8 times the number of variables in the model 

(Iacobucci, 2009).  Within the proposed study, the iFan model contains 14 measured 

variables/indicators.  When utilizing the guidelines provided above, the range of the 

minimum acceptable sample size is from 70 to 210, with the critical sample size of 200 

also being exceeded.  Iacobucci (2009) asserted that larger samples sizes are always 

better in SEM, particularly when the anticipated effects are subtle and the measures are 

not necessarily clean or completely reliable.  Iacobucci (2009) also contended that 

researchers should go beyond minimum sample size recommendations, which will assist 

if data are skewed, kurtotoic, or incomplete.  Within this study, the sufficiently large 

sample size assumption was met, as a total of 427 usable instruments were collected, 

which is well over the different sample sizes recommended in previous research studies. 

The next assumption of SEM that was tested was that of multivariate normality.  

Kaplan (2001) asserted that a basic assumption of SEM is that observations are from a 

continuous and multivariate normal population.  This assumption is important for 

scholars to address, as data that follow multivariate normal distribution produce findings 
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that are normal, unbiased, and efficient (Kaplan, 2001).  Multivariate normal distribution 

in SEM is also important, as it influences what estimation method should be used and the 

extent to which the obtained estimates can be regarded as trustworthy (Gao, Mokhtarian, 

& Johnson, 2008).  

Within datasets of two or more dependent variables, multivariate normality 

requires that all of the variables are univariate normal, while all possible pairs of the 

variables are also normal (Burdenski, 2000).  In this study, there were multiple 

dependent, or endogenous, variables.  The consequences of attitude, including resistance, 

persistence, cognitive thinking, and behavioral outcomes were all measured.  As there 

were multiple endogenous variables within the study, the sampling distributions of the 

means of the dependent variables in each cell and the linear combinations of dependent 

variables must be normally distributed to satisfy the multivariate normality assumption 

(Burdenski, 2000).  Even if each of the individual variables is normally distributed, the 

set of variables may not necessarily be distributed as multivariate normal requiring 

further support (Farrell, Salibian-Barrera, & Naczk, 2006).  A multitude of tests have 

been introduced to establish multivariate normality within research studies.   

Although there are a variety of ways through which multivariate normality can be 

measured, two techniques were employed within this study to measure the skewness and 

kurtosis of the dataset. Skewness is the measure of the symmetry of the distribution, 

while kurtosis refers to the peakedness or flatness of the distribution (Utts & Heckard, 

2006).   Both skewness and kurtosis are appropriate indicators of normality within a 

dataset.  The first method used to examine the skewness and kurtosis within the study 

involved the creation of histograms that visually represented the distribution of responses 
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within each of the variables.  Distributions with long right tails were labeled as positively 

skewed, while distributions with long left tails were labeled as negatively skewed (Utts & 

Heckard, 2006).  Similarly, kurtosis was examined based upon the relative peakedness or 

flatness of the distributions based on where responses fell in relationship to the normal 

curve depicted in the histograms. 

As some of the histograms illustrated potential skewed and kurtotic values, further 

analysis was necessitated into the normality of the dataset.  The next step that was 

completed to address the normality assumption was the examining of the skewness and 

kurtosis values through SPSS frequency output.   With respect to skewness, Howell 

(2007) recommended the following guidelines be followed: (1) If less than -1 or greater 

than +1, the data is highly skewed; (2) If between -1 and -½ or between +½ and +1, the 

data is moderately skewed; And (3) If between -½ and +½, the data is approximately 

symmetric.  An additional method of looking at both the skewness and kurtosis values is 

to double the standard error of skewness and kurtosis and then comparing the skewness 

and kurtosis values to the doubled error.  If the values are more than twice the error, they 

are skewed and kurtotic (Howell, 2007).  The results from this analysis are presented in 

Table 3.5, and illustrate violations of the normality assumption that needed to be 

addressed before the CFA and SEM could be conducted. 

To address the skewed and kurtotic values, it was necessary to transform the data.  

The guidelines suggested by Tabachnick and Fidell (2007) and Howell (2007) were 

followed.  For the values that were positively skewed logarithmic transformations were 

conducted in which NEWX = LG10(X). For the values that were negatively skewed, the 

same logarithmic transformations were conducted, but a constant from which each score 
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was subtracted was added so that the smallest score was 1.  This number is generally 

equal to the largest score + 1.  Given that each of the scales within the study was 

conducted on a 7 point likert-scale, the highest possible score was 7.  As such, 8 was the 

constant added to the logarithmic transformation so that the following formula was used 

to transform the skewed variables: NEWX = LG10(8 – X).  Table 3.4 illustrates the 

skewness and kurtosis values following the data transformation.  With this step complete, 

the normality assumption has been fulfilled. 

The next assumption that must be satisfied when using SEM emphasizes the 

treatment of missing data.  Statistical procedures such as SEM assume that each unit of 

analysis has complete data (Kaplan, 2001).  One method that has been used to handle 

missing data in SEM based studies is pairwise deletion.  Pairwise deletion uses all 

available data, and calculates the covariance estimates from all cases with complete 

observations on both variables being computed (Carter, 2006).  This method assumes that 

data are missing completely at random (MCAR), and responses are only removed when 

they have missing data on the variables involved in that particular computation (Kline, 

2011).  However, this approach has received criticism, as it creates the possibility that 

each element of the covariance matrix could be based on a different group of subjects, as 

subjects in one element may be deleted from another element (Carter, 2006).  Another 

data estimation technique that was created in the last decade to address issues with 

incomplete data is that of is that of imputation, which involves the placement of 

estimated scores into the dataset where missing data is located (Carter, 2006).   
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Table 3.5.   

Skewness (S) and Kurtosis (K) for Pre- and Post-Data Transformation  
 Pre-Data Transformation Post-Data Transformation  

Item S K S K 

FBlog1 .146 -1.186 .155 -1.195 

FBlog2 .143 -1.178 .138 -1.165 

FBlog3 .257 -1.225 -.347 -1.339 

ABlog1 .543 -.964 -.007 -1.577 

ABlog2 .354 -1.066 -.269 -1.397 

ABlog3 .166 -1.223 .179 -1.213 

FWeb1 -.702 -.472 -.218 -1.397 

FWeb2 -.539 -.658 -.391 -.744 

FWeb3 -.495 -.719 -.441 -.622 

AWeb1 .163 -1.164 .161 -1.162 

AWeb2 -.583 -.577 -.296 -.981 

AWeb3 -.174 -1.063 -.186 -1.038 

FSoc1 -.791 -.463 -.058 -1.098 

FSoc2 -.668 -.749 -.100 -1.221 

FSoc3 -.613 -.851 -.176 -1.147 

ASoc1 -.328 -1.098 -.513 -.623 

ASoc2 -.516 -.905 -.298 -1.031 

ASoc3 -.192 -1.227 -.194 -1.230 

FMob1 -.345 -1.075 -.514 -.719 

FMob2 -.335 -.993 -.565 -.596 

FMob3 -.303 -.982 -.624 -.470 

AMob1 .313 -1.068 -.319 -1.384 

AMob2 .097 -1.198 .080 -1.192 

AMob3 -.135 -1.160 -.143 -1.148 

Id1 -1.436 1.561 .683 -.976 

Id2 -.755 .024 -.148 -1.238 

Id3 -1.395 1.561 .489 -1.041 

Id4 -1.220 1.073 .311 -1.209 

Imp1 -.870 .128 .043 -1.255 

Imp2 -.815 .052 -.059 -1.259 

Imp3 -.903 .473 -.016 -1.294 

Cog1 -.850 .350 -.230 -.941 

Cog2 -.989 1.023 -.203 -.820 

Cog3 -.986 .984 -.218 -.757 

Pers1 -1.393 1.483 .610 -1.020 

Pers2 -1.283 1.090 .481 -1.161 

Pers3 1.383 .667 .853 -.841 

Res1 1.386 .869 .731 -.909 

Res2 -1.112 .642 .203 -1.227 

Res3 -1.138 .679 .307 -1.293 

Beh1 -1.194 .912 .280 -1.166 

Beh2 -1.284 1.031 .496 -1.167 

Beh3 -1.431 1.726 .500 -1.001 

Beh4 -1.847 3.425 .969 -.355 
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In this study, the method that was chosen to address the missing data assumption 

was listwise deletion.  Within this method, any responses with missing data on one or 

more of the variables are eliminated from the analysis (Enders, 2006).  Listwise deletion 

is advantageous in its simplistic nature, as statistical packages are able to delete 

incomplete responses, allowing for a common base for calculations and comparisons 

(Little & Rubin, 2002).  However, the practice of listwise deletion produces a smaller 

dataset, as individuals who do not complete even one item are eliminated from analysis.  

Despite this limitation associated with the listwise deletion method, it was chosen for this 

study because of the study’s large sample size.  The study concluded with 527 

respondents.  After initial data cleaning in which those who did not identify themselves 

as fans of the team in question and those who did not complete a majority of the survey 

instrument were eliminated, the sample size decreased to 449.  Following the listwise 

deletion procedures in which respondents with missing data were eliminated from further 

data analysis, the sample size decreased to 427.  This sample size was still well over the 

minimum desired sample size of 224, and indicates an effective response rate of 81%.  

Through the listwise deletion processes, the missing data assumption of SEM was 

fulfilled.   

The final assumption that was addressed was that of model specification.  Model 

specification is a process by which researchers formulate a statement about a set of 

parameters in the identification of a model (Suhr, 2006).  Specification error can occur 

when researchers omit relevant variables in the SEM, potentially impacting inferences 

(Kaplan, 2001).  Kline (2011) identified the four following responsibilities of researchers 

in the specification of models: (a) describe and measure variables of interest; (b) correctly 
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partition the variables into mutually exclusive subsets of exogenous and endogenous 

variables; (c) accurately lay out patterns of presumed direct and indirect effects; and (d) 

properly specify the error covariance structure.  Additionally, scholars should also base 

their models on theory and previous research to further support their specified models 

(Kline, 2011).   

Within this study, the iFan model (see Figure 3.1) was used to examine the 

relationships between functional and affective new media use, team identification, 

attitude importance, and consequences of attitude.  The model was created through the 

theoretical frameworks of the uses and gratification theory and consumer behavior 

research.  The uses and gratifications theory contends that consumers are responsible for 

choosing media outlets to satisfy their gratifications and meet their needs (Katz et al., 

1974).   For this reason, new media use was placed at the forefront of the iFan model for 

its ability to act as an antecedent to the team identification attitude.  As such, each of the 

new media variables: team websites, social media, blogs, and mobile applications are 

exogeneous variables that exert influence on the other constructs.  The use of each of the 

exogeneous variables is purported to impact the levels of identification, which is the 

second component of the proposed model.  The examination of team identification as an 

attitude was included within the model because of its relationship to the consumption of 

sport products (Trail et al., 2003).    Previous research has illustrated that highly 

identified consumers possessing loyal attitudes toward a sport organization are more 

likely than those with less loyal attitudes to consume the products of an organization 

(Bristow & Sebastian, 2001).  For this reason, attitude importance was included in the 

model, as the research suggests that those who attach great personal importance to an 
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attitude care and are deeply concerned about it impacting their behaviors (Boninger et al., 

1995).  Consequently, attitude importance was placed in the iFan model as an 

exogeneous variable impacting attitude consequences, the endogenous or outcome 

variables in the model.  The attitude outcomes, resistance, persistence, cognitive thinking, 

and behavior, were included based on previous attitude research supporting their 

placement within the model, as  Boninger et al., (1995) found that important attitudes, 

much like strong attitudes, are persistent and resistant to change, while also impacting 

thoughts and behaviors.   

 

Figure 3.1. The iFan Model.  

 

As evidenced above, each component of the proposed model is theoretically 

supported by previous research.  The rationale for model specification was introduced in 

the review of literature, as suggested by Kline (2001).  Furthermore, the primary 

investigator recognized the critical principle in the process of model specification, which 

purports that all models in which researchers are interested in specifying and evaluating 

are wrong to some degree.  As such, although a model may be specified, model 

modification may be required based on model fit, necessitating the adjustment of the 

model through free parameters that were fixed or fixing parameters that were free (Suhr, 

2006).  This principle was addressed later in the analysis process through the 

implementation of model fit, and adjustments based on the results were made accordingly 

to satisfy the model specification assumption of SEM. 
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Model analysis. 

The efficacy of the proposed model was tested using SPSS 20.0 and AMOS 21.0.  

First, a full measurement model test was conducted including all constructs (i.e., 

functional blog use, functional mobile applications use, functional social media use, 

functional website use, affective blog use, affective mobile applications use, affective 

social media use, affective website use, team identification, attitude importance, attitude 

persistence, attitude resistance, cognitive outcomes, and behavioral outcomes).  To test 

the factor structure rigorously, a full measurement model test with a confirmatory factor 

analysis was employed.  To assess the model fit, the following model fit indices were 

used: (a) The ratio of 
2
/df should be less that the suggested threshold of 3.0 (Kline, 

2005); (b) The root mean square error of approximation (RMSEA) should be less than 

.08 to indicate an acceptable fit (Hu & Bentler, 1999); And (c) The comparative fit index 

(CFI), normed fit index (NFI), incremental fit index (IFI), and the Tucker-Lewis index 

(TLI) should be above the minimum suggested threshold of .90 (Kline, 2005).  Based on 

these model fit indices, the measurement model was then manipulated until it reached a 

level of reasonable model fit, while still supporting the theoretical rationale presented to 

create the model.   

Following the testing of the measurement model, the same sample was utilized for 

the structural model analyses.  Given the novelty of the iFan model, it was deemed 

appropriate to use the same sample for both the initial measurement model tests and 

structural model tests.  By using the same sample, it was assured that the sample data was 

treated the same from one analysis to the next.  Prior to the structural model analyses, 

discriminant validity was tested using a correlation analysis amongst all constructs.  The 
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estimated correlations between the factors were analyzed based on Kline’s (2005) 

recommendation that the correlation between two constructs should be less than .85.  

Next, to examine the hypothesized relationships between the functional and affective use 

of new media and team identification, attitude persistence, attitude resistance, cognitive 

outcomes, and behavioral outcomes, structural model analyses were employed.   

Following the structural model analyses, SEM was employed to examine the 

mediator effects of team identification amongst the functional and affective use of new 

media on the four behavioral outcome variables.   Steps were taken to mirror Baron and 

Kenny’s (1986) approach for testing mediated effects.  First, the direct-effect model 

tested the effect of the predictor variables (functional or affective use of new media) on 

the criterion variables (attitude persistence, attitude resistance, cognitive outcomes, and 

behavioral outcomes) in the absence of the mediator (team identification).  The second 

step was to test a fully-mediated structural model that linked the functional and affective 

use of new media to team identification, and team identification to each of the four 

behavioral outcomes.  The third step was to test a partially-mediated structured model in 

which a direct path from the functional and affective use of new media to each of the four 

behavioral outcomes was added.  Finally, a chi-square (
2
) difference test was computed 

between the 
2
 value of the fully-mediated model and the 

2
 value of the partially-

mediated model.   

In summary, Chapter Three has detailed the methods used in completing the 

purpose of this research.  The purpose of this study was to examine the effectiveness of 

new media in maintaining the team identification of iFans.  This purpose was fulfilled 

through the use of quantitative instruments that employed the components of the 
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developed iFan model.  The results of the statistical analyses may be found in the 

following chapter.  
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Chapter Four 

Results 

The purpose of this study was to examine the effectiveness of consumer use of 

new media in maintaining the team identification of iFans.  This purpose was fulfilled 

through the use of quantitative instruments that employed each of the components of the 

proposed iFan model.  The results are presented in eight sections in accordance with the 

steps necessitated to complete SEM.  The first section pertains to the reliability and 

validity of the instrument, while the second section involves the measurement model test 

in which CFA was employed.  The third section relates to the discriminant validity of the 

items, which was tested using a correlation analysis amongst all constructs.  The fourth 

section concerns the modifications made based on the results of the discriminant validity 

tests and the measurement model tests for the modified models.  The fifth section 

includes structural model analyses, which were used to examine the hypothesized 

relationships in the study.  The sixth section concerns the direct-effect model test to 

examine the effect of the exogeneous variables (new media use) on the endogeneous 

variables (attitude consequences) in the absence of the mediator (team identification).  

The seventh section discusses the fully-mediated structured model, linking the use of new 

media to team identification, and team identification to each of the four behavioral 

outcomes.  The eighth section includes the partially-mediated structured model in which 

a direct path from the functional and affective use of new media to each of the four 

behavioral outcomes was added.  A summary illustration for the procedures used is 

shown in Figure 4.1. 
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Figure 4.1. Summary of Steps Used in Data Analysis.  

 

•The reliability of the instrument was examined through the use of Cronbach's 
alpha and AVE. 

•The content, face, and construct validity were also examined.  

Step 1: Reliability and Validity  

•A full measurement model was conducted through CFA including all 14 
constructs. 

Step 2. Measurement Model Test  

•Discriminant validity was tested through a correlation analysis among all 
constructs, in which those constructs that illustrated a relationship of .85 or 
higher were considered highly correlated. 

Step 3. Discriminant Validity  

•Given the high correlation between team identification and attitude 
importance (.89), the two constructs were combined into one attitude 
construct. 

•The high correlation between the functional and affective use of new media 
(.88) led to the separation of the type of new media use into two separate 
models. 

•Two full measurement models (one functional and one affective) were 
conducted through CFA. 

Step 4. Measurement Model Test 

•Structural model analyses were used to examine the hypothesized 
relationships between the functional and affective use of new media and the 
team identification attitude, attitude persistence, attitude resistance, cognitive 
outcomes, and behavioral outcomes.   

Step 5. Structural Model Analyses 

•Direct-effect model tests were employed to examine the effect of the predictor 
variables on the criterion variables in the absence of the mediator. 

Step 6. Direct-Effect Model Test  

•A fully-mediated structural model that linked the functional and affective use 
of new media to team identification, and team identification to each of the four 
behavioral outcomes was tested. 

Step 7. Fully-Mediated Model Test 

•Finally, a partially-mediated structured model in which a direct path was 
added from the functional and affective use of new media to each of the four 
behavioral outcomes was conducted.  

Step 8. Partially-Mediated Model Test  
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Reliability and Validity of Instrument 

 The reliability estimates for the constructs are presented in Table 4.1.  The 

Cronbach alpha scores range from .78 to .95 for an alpha mean of .88.  All 14 of the 

factors achieved an acceptable alpha-level of .70 or above (Nunnally & Bernstein, 1994).  

Functional Blog Use (α = .95) had the highest reliability score, while Affective Website 

Use (α = .78) and Attitude Persistence (α = .78) had the lowest reliability scores. 

 Although Cronbach’s alpha coefficient provides a measure of internal 

consistency, Fornell and Larcker (1981) suggested that AVE also be examined to 

understand the amount of variance explained by the construct relative to the amount of 

variance that may be attributed to measurement error.  The results of the AVE 

calculations illustrated that each of the 14 factors were reliable, as each exceeded the 

minimum .50 value.  The AVE values depicted in Table 4.1 were calculated by averaging 

the squared multiple correlations derived from the reported standardized loadings.  The 

results of both the Cronbach’s alpha and AVE values indicate that each of the 14 

constructs is consistent and reliable. 

 The validity of the instrument was first assessed through content and face validity.  

Content and face validity were established through a pilot study and by the use of a panel 

of experts.  The pilot study was utilized to ensure that the phrasing of specific items was 

appropriate for the intended audience.  The panel of experts was utilized to establish 

content and face validity by providing input based on the phrasing of questions, as well as 

which items to remove when shortening the survey instrument.  Through both the pilot 

study and panel of experts, changes were made to the survey instrument to ensure that 

content and face validity were present.   
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Table 4.1. 

Reliability Tests for the Final Study Factors: Cronbach’s Alpha (), Average Variance 

Extracted (AVE), Means (µ), Variances (s²), and Standard Deviations (SD) 

Factors and Items  AVE µ s² SD 

Functional Blog Use .95 .86 3.41 .003  

If I need information about the team name I read blogs   3.45 3.53 1.88 

I read blogs to find information about the team name   3.42 3.50 1.87 

I read blogs to learn about current issues with the team name   3.35 3.78 1.94 

      
Affective Blog Use .89 .75 3.16 .090  

I feel I am part of the team name blogging community   2.87 3.38 1.84 

I feel out of touch when I haven’t viewed the team name blogs 

for a while 

  3.15 3.39 1.84 

I would be sorry if the team name blogs shut down   3.47 3.83 1.95 

      
Functional Website Use .90 .75 4.64 .023  

If I need information about the team name I log onto the team 

website 

  4.60 3.32 1.82 

I go to the team website to find information about the team 

name 

  4.81 3.28 1.81 

I visit the team name website to learn about current issues with 

the team 

  4.52 3.31 1.82 

      
Affective Website Use .78 .53 4.06 .489  

I feel I am part of the team name website community   3.98 3.48 1.86 

I feel out of touch when I haven’t viewed the team name 

website for a while 

  3.40 3.34 1.83 

I would be sorry if the team name website shut down   4.79 3.22 1.86 

      
Functional Social Media Use .94 .85 4.84 .016  

If I need information about the team name I log onto social 

media 

  4.71 3.99 2.00 

I use social media to find information about the team name   4.96 3.57 1.89 

I use social media to learn about current issues with the team 

name 

  4.85 3.88 1.97 

      
Affective Social Media Use .86 .63 4.24 .106  

I feel I am part of the team name social media community   4.18 3.91 1.98 

I feel out of touch when I haven’t viewed the team name social 

media 

  3.95 3.86 1.97 

I would be sorry if the team name social media shut down    4.59 3.84 1.96 

      

Functional Mobile Applications Use .92 .79 4.26 .000  

If I need information about the team name I use mobile 

applications 

  4.23 3.69 1.92 

I use mobile applications to find information about the team 

name 

  4.27 4.00 2.00 

I use mobile applications to learn about current issues with the 

team name 

  4.26 3.77 1.94 

      
Affective Mobile Applications Use .85 .68 3.55 .123  

I feel I am part of the team name mobile applications 

community 

  3.53 3.84 1.96 

I feel out of touch when I haven’t viewed the team name mobile 

applications 

  3.22 3.52 1.87 

I would be sorry if the team name mobile applications shut 

down 

  3.91 3.80 1.95 
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Table 4.1. Continued 

    

Reliability Tests for the Final Study Factors: Cronbach’s Alpha (), Average Variance 

Extracted (AVE), Means (µ),Variances ( s²), and  Standard Deviations (SD) 

Factors and Items  AVE µ s² SD 

Team Identification .92 .72 5.70 .096  

The team name are my team   5.98 2.03 1.42 

I want others to know that the team name are my team   5.26 2.49 1.58 

I consider myself a loyal fan of the team name   5.81 2.19 1.48 

Supporting the team name is very important to me   5.71 2.21 1.49 

      
Attitude Importance .91 .77 5.49 .006  

I would say that I consider the team name to be personally 

important 

  5.52 2.12 1.46 

I care a great deal about the team name   5.40 2.29 1.51 

I personally care about the team name   5.54 2.03 1.42 

      
Cognitive Outcomes .91 .76 5.30 .016  

Finding information about the team name is important to me   5.15 2.51 1.59 

The information that I find about the team name is useful to me   5.39 1.90 1.38 

The information that I find about team name is worthwhile to 

me 

  5.34 1.96 1.40 

      
Attitude Persistence .78 .65 5.87 .008  

Regardless of where I live, I will always be a team name fan   5.97 1.87 1.36 

No matter how far away from the team name I may be, I will 

always be loyal 

  5.81 2.22 1.49 

I will stop being a fan of the team name if I move farther away 

from the team 

  5.83 3.09 1.76 

      
Attitude Resistance .79 .60 5.68 .013  

I could easily be persuaded to change my favorite league team 

preference 

  5.80 2.84 1.69 

It would be difficult to change my beliefs in the team name 

sport team 

  5.58 2.42 1.56 

Regardless of what happens, I will always be a team name fan   5.66 2.43 1.56 

      
Behavioral Outcomes .85 .60 5.89 .066  

I am likely to purchase licensed team name merchandise   5.61 2.39 1.55 

I am likely to attend a team name game   5.80 2.29 1.52 

I am likely to talk about the team name with my friends and 

family 

  5.89 1.93 1.39 

I am likely to watch team name games on television    6.23 1.44 1.20 
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Next, construct validity was assessed.  Within this study, construct validity was 

examined through both convergent and discriminant validity checks.  Convergent validity 

was assessed through the recommendations of Anderson and Gerbing (1988) through 

examination into each item’s loading on the construct on which it loaded, and the 

standard error for which it was associated. Specifically, each factor loading was squared 

and then compared with the standard error.  The results of this study indicated that each 

of the 44 items, except for one met this criterion.  Per3 had a factor loading of -.49 and a 

standard error of .33.  As such, it did not meet the requirements of convergent validity.  

The factor loadings and standard errors for each item are illustrated in Table 4.2.  

Discriminant validity was assessed through both the examination of the 

correlations between constructs and the evaluation of the AVE (Anderson & Gerbing, 

1988; Fornell & Larker, 1981).  The correlation between any two constructs should not 

be within two standard errors of unity (Anderson & Gerbing, 1988).  The correlations 

among constructs and their standard errors are shown in Table 4.4.  While some of the 

correlations between the constructs were high, none failed the initial test of discriminant 

validity. 

Fornell and Larker’s (1981) suggestion that each construct should be greater than 

the squared correlation between that construct and any other was used to provide a more 

rigorous test of discriminant validity.  Ross et al. (2006) suggested that failing this test 

indicates discrimination because the variance accounted for by a construct illustrates less 

variance than that explained by the construct’s correlation with another.  Results of this 

test of discriminant validity are illustrated in Table 4.3.  As shown in Table 4.3, only two 

issues became apparent as a result of this test of discriminant validity.  The first was 
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between the team identification construct and attitude importance, and the second was 

between attitude persistence and attitude resistance.  These results suggest that the 

variance accounted for by these factors explains less variance than the factors with which 

they correlate.   

Table 4.2. 

 

Item Loadings for Final Study Factors: Item, Loading on Designated Factor (β), 

Standard Error (S.E.), and Critical Ratio (C.R.)  

Item β S.E. C.R. Item β S.E. C.R. Item Β S.E. C.R. 

FBlog1 .88 .19 30.1 ASoc1 -.82 .01 -21.4 Imp1 .82 - - 

FBlog2 .96 .16 38.9 ASoc2 -.68 .01 -16.0 Imp2 .90 .05 23.9 

FBlog3 .94 - - ASoc3 .87 - - Imp3 .89 .05 23.8 

ABlog1 .84 .01 20.5 FMob1 .89 .05 23.2 Cog1 .82 - - 

ABlog2 .92 .01 22.8 FMob2 .94 .05 24.6 Cog2 .90 .04 23.2 

ABlog3 .82 - - FMob3 .83 - - Cog3 .89 .04 22.8 

FWeb1 .85 .04 22.5 AMob1 .80 .01 17.2 Per1 .92 - - 

FWeb2 .86 .04 22.9 AMob2 .89 .06 19.4 Per2 .93 .03 34.1 

FWeb3 .89 - - AMob3 .77 - - Per3 -.49 .33 -10.9 

AWeb1 .76 .05 17.3 Id1 .86 - - Res1 .59 - - 

AWeb2 -.56 .01 -11.9 Id2 .78 .05 20.3 Res2 -.84 .02 -13.5 

AWeb3 .84 - - Id3 .88 .04 25.5 Res3 -.87 .02 -13.8 

FSoc1 .92 .03 31.2 Id4 .87 .04 25.1 Beh1 .77 - - 

FSoc2 .93 .03 31.8     Beh2 .68 .06 14.4 

FSoc3 .91 - -     Beh3 .85 .06 18.7 

        Beh4 .79 .05 17.1 
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Table 4.3. 

     

Discriminant Validity Analysis for Final Data AVE’s 

Factor Non-Discriminating Factors 

Team Identification Attitude Importance 

Attitude Persistence Attitude Resistance  

 

Table 4.4.     

Correlations and Standard Errors (in parentheses) between Constructs 

 Functional 

Use 

Affective 

Use 

Team 

Identification 

Attitude 

Importance 

Cognitive 

Outcomes 

Attitude 

Persistence 

Attitude 

Resistance 

Behavioral 

Outcomes 

Functional Use - 

 

       

Affective Use .88 

(.022) 

-       

Team 

Identification 

.40 

(.002) 

.36 

(.018) 

-      

Attitude 

Importance 

.41 

(.002) 

.38 

(.018) 

.89 

(.004) 

-     

Cognitive 

Outcomes 

.48 

(.002) 

.49 

(.019) 

.79 

(.003) 

.83 

(.004) 

-    

Attitude 

Persistence 

.28 

(.002) 

.19 

(.019) 

.79 

(.004) 

.73 

(.020) 

.62 

(.003) 

-   

Attitude 

Resistance 

.31 

(.009) 

.23 

(.083) 

.83 

(.022) 

.74 

(.004) 

.67 

(.018) 

.84 

(.023) 

-  

Behavioral 

Outcomes 

.39 

(.002) 

.30 

(.018) 

.84 

(.004) 

.79 

(.004) 

.77 

(.003) 

.72 

(.004) 

.75 

(.019) 

- 
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Measurement Model Test 

To rigorously test the factor structure, a full measurement model test was 

conducted through CFA.  Each of the 14 constructs (i.e., affective blog use, affective 

mobile use, affective website use, affective social media use, functional blog use, 

functional mobile use, functional website use, functional social media use, team 

identification, attitude importance, behavioral outcomes, cognitive outcomes, attitude 

persistence, and attitude resistance) was included in the original CFA.  Figure 4.2 

provides a visual representation of the initial CFA, including all constructs.  The results 

of the measurement model indicated that the model failed to meet the minimum 

requirements to be considered a reasonable model fit.  The value of χ²/df ratio (4.17 = 

3614.04/866) was higher than the suggested threshold of less than 3.0 (Kline, 2005).  The 

root mean square error of approximation (RMSEA) was higher than the desired level of 

.08 for a reasonable fit at .086 (Hu & Bentler, 1999).  Additionally, the comparative fit 

index (CFI; .85), the normed fit index (NFI; .82), the incremental fit index (IFI; .86), and 

the Tucker-Lewis index (TLI; .84) were all below the suggested minimum threshold of 

.90 (Kline, 2005).  Although each of the goodness-of-fit indexes was slightly insufficient   

The goodness-of-fit indexes for the measurement model are presented in Table 4.8. The 

item loadings of the scale ranged from -.82 to .92 for affective new media, .76 to .96 for 

functional new media, .78 to .88 for team identification, .82 to .90 for attitude 

importance, .68 to .85 for behavioral outcomes, .82 to .90 for cognitive outcomes, -.49 to 

.93 for attitude persistence, and -.87 to .59 for attitude resistance.  Table 4.5 presents the 

results of the measurement model, including the means, standardized factor loadings, 

critical ratios, standard errors, and average variance extracted for each construct.    
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Figure 4.2. Initial CFA.
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Table 4.5.     

Initial Measurement Model Cronbach’s Alpha (α), Means (µ), Critical Ratio (C.R.), Standard Error (S.E.), and Average 

Variance Extracted (AVE) 

Factor (α) Items µ β C.R. S.E. AVE 

Functional Blog Use  FBlog1. If I need information about the team I read blogs 3.45 .88 30.1 .19  

(α =.95) FBlog2. I read blogs to find information about the team  3.42 .96 38.9 .16  

 FBlog3. I read blogs to learn about current issues with the team  3.35 .94 - - .86 
       

Affective Blog Use  ABlog1. I feel I am part of the team blogging community 2.87 .84 20.5 .01  

(α = .89) ABlog2. I feel out of touch when I haven’t viewed the team blogs for a 

while 

3.15 .92 22.8 .01  

 ABlog3. I would be sorry if the team blogs shut down 3.47 .82 - - .75 
       

Functional Website  FWeb1. I go to the team website to find information about the team  4.81 .85 22.5 .04  

Use (α = .90) FWeb2. If I need information about the team I log onto the team website 4.60 .86 22.9 .04  

 FWeb3. I visit the team website to learn about current issues with the team 4.52 .89 - -  
       

Affective Website  

Use (α = .78) 

AWeb1. I feel out of touch when I haven’t viewed the team website for a 

while 

3.40 .76 17.3 .05  

 AWeb2. I would be sorry if the team website shut down 4.79 -.56 -11.9 .01  

 AWeb3. I feel I am part of the team website community 3.98 .84 - - .53 
       

Functional Social  FSoc1. I use social media to find information about the team  4.96 .92 31.2 .03  

Media Use (α = .94) FSoc2. I use social media to learn about current issues with the team  4.85 .93 31.8 .03  

 FSoc3. If I need information about the team I log onto social media 4.71 .91 - - .85 
       

Affective Social  ASoc1. I feel I am part of the team social media community 4.18 -.82 -21.4 .01  

Media Use (α = .86) ASoc2. I would be sorry if the team social media shut down 4.59 -.68 -16.0 .01  

 ASoc3. I feel out of touch when I haven’t viewed the team social media 3.95 .87 - - .63 
       

Functional Mobile  FunMob1. I use mobile applications to find information about the team  4.27 .89 23.2 .05  

Use (α = .92) FunMob2. I use mobile applications to learn about current issues with the 

team  

4.26 .94 24.6 

 

.05  

 FunMob3. If I need information about the team I use mobile applications 4.23 .83 - - .79 
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Table 4.5. Continued     

Initial Measurement Model Cronbach’s Alpha (α), Means (µ), Critical Ratio (C.R.), Standard Error (S.E.), and Average 

Variance Extracted (AVE) 

Factor (α) Items µ β C.R. S.E. AVE 

Affective Mobile Use  AffMob1. I feel out of touch when I haven’t viewed the team mobile applications 3.22 .80 17.2 .01  

(α = .85) AffMob2. I feel I am part of the team mobile applications community 3.53 .89 19.4 .06  

 AffMob3. I would be sorry if the team mobile applications shut down 3.91 .77 - - .68 
       

Team Identification  Id1. The team are my team 5.98 .86 - - .72 

(α = .92) Id2. I want others to know that the team are my team 5.26 .78 20.3 .05  

 Id3. I consider myself a loyal fan of the team  5.81 .88 25.5 .04  

 Id4. Supporting the team is very important to me 5.71 .87 25.1 .04  
       

Attitude Importance  Imp1. I would say that I consider the team to be personally important 5.52 .82 - - .77 

(α = .91) Imp2. I care a great deal about the team  5.40 .90 23.9 .05  

 Imp3. I personally care about the team  5.54 .89 23.8 .05  
       

Cognitive Outcomes Cog1. Finding information about the team is important to me 5.15 .82 - - .76 

(α = .91) Cog2. The information that I find about the team is useful to me 5.39 .90 23.2 .04  

 Cog3. The information that I find about team is worthwhile to me 5.34 .89 22.8 .04  
       

Attitude Persistence  Per1. Regardless of where I live, I will always be a team fan 5.97 .92 - - .65 

(α = .78) Per2. No matter how far away from the team I may be, I will always be loyal 5.81 .93 34.1 .03  

 Per3. I will stop being a fan of the team if I move farther away from the team 5.83 -.49 -10.9 .33  
       

Attitude Resistance  Res1. I could easily be persuaded to change my favorite league team  5.80 .59 - - .60 

(α= .79) Res2. It would be difficult to change my beliefs in the team sport team 5.58 -.84 -13.5 .02  

 Res3. Regardless of what happens, I will always be a team fan 5.66 -.87 -13.8 .02  
       

Behavioral  Beh1. I am likely to purchase licensed team merchandise 5.61 .77 - - .60 

Outcomes (α = .85) Beh2. I am likely to attend a team game 5.80 .68 14.4 .06  

 Beh3. I am likely to talk about the team with my friends and family 5.89 .85 18.7 .06  

 Beh4. I am likely to watch team games on television  6.23 .79 17.1 .05  
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Following the initial measurement model test, discriminant validity was tested 

through a correlation analysis among all constructs (see Table 4.6).  The estimated 

correlations between the factors were not excessively high when following Kline’s 

(2005) recommendation of being less than .85.  Among the total of 28 correlations, 

however, two correlation values were greater than the suggested threshold of .85.  The 

correlation between the functional use of new media and the affective use of new media 

was .88.  Due to the high factor correlations between the functional use of new media 

construct and the affective use of new media construct, the decision was made to create 

two separate measurement models, one that solely examined the functional use of new 

media and the other that only examined the affective use of new media.  In addition to the 

two separate measurement models, the high correlation led to the necessity of separating 

the functional and affective use items throughout the remainder of the data analyses.  

Consequently, two structural models were later tested.   

Additionally, the correlation between team identification and attitude importance 

was .89.  Given the high factor correlation between the two constructs, deeper analysis 

into the items within each construct was necessary.  Upon further examination of the four 

team identification items and the three attitude importance items, it was determined that 

the manner in which team identification was measured was purely cognitive, as it did not 

include affect, which would make it attitudinal. Given the study’s emphasis on examining 

the attitudes of consumers it was necessary to factor affect into team identification to 

make it an attitudinal dimension. The latter two items in the attitude importance scale 

have the word “care” in them: (1) I care a great deal about the team name; And (2) I 

personally care about the team name. The inclusion of the word “care” in each of these 
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items represents a feeling or affect.  For these reasons, the team identification and attitude 

importance constructs were combined into one attitude construct containing seven items. 

Affective measurement model.    

To thoroughly test the factor structure, a second measurement model test was 

conducted through CFA.  Rather than including each of the 14 constructs, only 10 were 

incorporated, as none of the functional new media use constructs was included.  Figure 

4.3 provides a visual representation of the modified CFA, emphasizing the affective use 

of new media items.  The results of the measurement model (see Table 4.7) did not 

illustrate an acceptable model fit.  The value of χ²/df ratio (4.34 = 1860.94/28) was higher 

than the suggested threshold of less than 3.0.  The root mean square error of 

approximation (RMSEA) was higher than the desired level of .08 for a reasonable fit at 

.089.  Additionally, the comparative fit index (CFI; .89), the normed fit index (NFI; .86), 

the incremental fit index (IFI; .89), and the Tucker-Lewis index (TLI; .87) were all below 

the suggested minimum threshold of .90. 

Given the deficiencies in the goodness-of-fit indexes for the affective 

measurement model, further analysis was conducted into the modification indices. Upon 

examination into the modification indices, it was apparent that three of the items were 

negatively impacting the model fit.  For this reason, the first affective mobile applications 

item, first team identification item, and second affective social media use item were 

removed from the CFA.  Each of the constructs from which the items were removed still 

had an appropriate number of items to measure the construct at hand.  The CFA was then 

rerun with satisfactory results of a reasonable model fit being produced.  The value of 

χ²/df ratio (3.80 = 1294.54/341) was higher than the suggested threshold of less than 3.0.  
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The root mean square error of approximation (RMSEA) was slightly higher than the 

desired level of .08 for a reasonable fit at .081.  However, the comparative fit index (CFI; 

.91), the normed fit index (NFI; .90), the incremental fit index (IFI; .91), and the Tucker-

Lewis index (TLI; .90) were all at or above the suggested minimum threshold of .90.  The 

modified CFA for the affective use of new media is represented in Figure 4.4.   

The goodness-of-fit indexes for the measurement model are presented in Table 

4.8.  The item loadings of the scale ranged from -.80 to .92 for affective new media, .80 

to .90 for attitude, .67 to .85 for behavioral outcomes, .82 to .90 for cognitive outcomes, -

.94 to .50 for attitude persistence, and -.87 to .59 for attitude resistance.  Table 4.3 

presents the results of the measurement model, including the means, standardized factor 

loadings, critical ratios, standard errors, construct reliabilities, and average variance 

extracted for each construct. 

 

Figure 4.3. Affective CFA.  
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Table 4.6.     

Correlations between Constructs 

 Functional  Affective  Team ID Importance Cognitive  Persistence Resistance Behavioral  

Functional  -        

Affective  .88 -       

Team ID .40 .36 -      

Importance .41 .38 .89 -     

Cognitive  .48 .49 .79 .83 -    

Persistence .28 .19 .79 .73 .62 -   

Resistance .31 .23 .83 .74 .67 .84 -  

Behavioral  .39 .30 .84 .79 .77 .72 .75 -  
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Figure 4.4. Modified Affective CFA.  
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Table 4.7.     

Affective Measurement Model Cronbach’s Alpha (α), Means (µ), Critical Ratio (C.R.), Standard Error (S.E.), and Average 

Variance Extracted (AVE) 
Factor (α) Items µ β C.R. S.E. AVE 

Affective Blog Use  ABlog1. I feel I am part of the team blogging community 2.87 .85 20.5 .01  
(α = .89) ABlog2. I feel out of touch when I haven’t viewed the team blogs for a while 3.15 .92 22.6 .01  
 ABlog3. I would be sorry if the team blogs shut down 3.47 .82 - - .75 
       

Affective Website Use  AWeb1. I feel out of touch when I haven’t viewed the team website for a while 3.40 .76 17.7 .05  
(α = .78) AWeb2. I would be sorry if the team website shut down 4.79 -.54 -11.4 .01  
 AWeb3. I feel I am part of the team website community 3.98 .85 - - .53 
       

Affective Social Media  ASoc1. I feel I am part of the team social media community 4.18 -.80 -20.1 .01  
Use (α = .86) ASoc3. I feel out of touch when I haven’t viewed the team social media 3.95 .88 - - .70 
       

       

Affective Mobile Use  AffMob2. I feel I am part of the team mobile applications community 3.53 .89 - - .70 
(α = .82) AffMob3. I would be sorry if the team mobile applications shut down 3.91 .78 18.0 .05  
       

Attitude (α = .94) Id2. I want others to know that the team are my team 5.26 .80 - - .74 
 Id3. I consider myself a loyal fan of the team  5.81 .86 21.0 .05  
 Id4. Supporting the team is very important to me 5.71 .89 22.4 .05  
 Imp1. I would say that I consider the team to be personally important 5.52 .81 19.6 .05  
 Imp2. I care a great deal about the team  5.40 .90 22.7 .05  
 Imp3. I personally care about the team  5.54 .89 22.1 .05  
       

Cognitive Outcomes Cog1. Finding information about the team is important to me 5.15 .82 - - .76 
(α = .91) Cog2. The information that I find about the team is useful to me 5.39 .91 23.2 .04  
 Cog3. The information that I find about team is worthwhile to me 5.34 .89 22.7 .04  
       

Attitude Persistence  Per1. Regardless of where I live, I will always be a team fan 5.97 -.91 -11.1 .02  
(α = .78) Per2. No matter how far away from the team I may be, I will always be loyal 5.81 -.94 -11.2 .03  
 Per3. I will stop being a fan of the team if I move farther away from the team 5.83 .50 - - .60 
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Table 4.7. Continued     

Affective Measurement Model Cronbach’s Alpha (α), Means (µ), Critical Ration (C.R.), Standard Error (S.E.), and Average       

Variance Extracted (AVE) 
Factor (α) Items µ β C.R. S.E. AVE 

Attitude Resistance  Res1. I could easily be persuaded to change my favorite league team preference 5.80 .59 - - .60 

(α= .79) Res2. It would be difficult to change my beliefs in the team sport team 5.58 -.84 -13.4 .02  

 Res3. Regardless of what happens, I will always be a team fan 5.66 -.87 -13.8 .02  

       

Behavioral Outcomes  Beh1. I am likely to purchase licensed team merchandise 5.61 .76 - - .60 

(α = .85) Beh2. I am likely to attend a team game 5.80 .67 14.0 .06  

 Beh3. I am likely to talk about the team with my friends and family 5.89 .85 18.5 .06  

 Beh4. I am likely to watch team games on television  6.23 .80 17.1 .05  
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Functional measurement model.    

A third measurement model test was conducted through CFA to examine the 

structure of the functional measurement model.  Similarly to the affective use 

measurement model, only 10 constructs were incorporated into the functional use model, 

as none of the affective new media use constructs was included.  Figure 4.5 provides a 

visual representation of the measurement model using CFA, emphasizing the functional 

use of new media items.  The results of the measurement model illustrate an acceptable 

model fit.  The value of χ²/df ratio (3.10 = 1328.20/428) was slightly higher than the 

suggested threshold of less than 3.0.  The root mean square error of approximation 

(RMSEA) was lower than the desired level of .08 for a reasonable fit at .070.  

Additionally, the comparative fit index (CFI; .93), the normed fit index (NFI; .90), the 

incremental fit index (IFI; .93), and the Tucker-Lewis index (TLI; .92) were all at or 

above the suggested minimum threshold of .90.   

The goodness-of-fit indexes for the measurement model are presented in Table 

4.8.  The item loadings of the scale ranged from .84 to .97 for functional new media, .80 

to .89 for attitude, .67 to .85 for behavioral outcomes, .82 to .91 for cognitive outcomes, -

.49 to .93 for attitude persistence, and -.87 to .59 for attitude resistance.  Table 4.9 

presents the results of the measurement model, including the standardized factor 

loadings, critical ratios, standard errors, construct reliabilities, and average variance 

extracted for each construct.    
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Table 4.8.    

Goodness-of-Fit Indexes for Measurement Models 
 X² df χ²/df RMSEA CFI NFI IFI TLI 

Initial Measurement Model 3614.04 866 4.17 .086 .85 .82 .86 .84 

Affective Measurement Model 1860.94 428 4.35 .089 .89 .86 .89 .87 

Modified Affective Measurement Model 1294.54 341 3.80 .081 .91 .90 .91 .90 

Functional Measurement Model 1328.20 428 3.10 .070 .93 .90 .93 .92 

 

 
Figure 4.5. Functional CFA. 
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 Table 4.9.     

Functional Measurement Model Cronbach’s Alpha (α), Means (µ), Critical Ratio (C.R.), Standard Error (S.E.), and Average 

Variance Extracted (AVE) 
Factor (α) Items µ β C.R. S.E. AVE 

Functional Blog Use  FBlog1. If I need information about the team I read blogs 3.45 .88 29.2 .20  

(α =.95) FBlog2. I read blogs to find information about the team  3.42 .97 37.9 .17  

 FBlog3. I read blogs to learn about current issues with the team  3.35 .93 - - .85 

       

Functional Website Use  FWeb1. I go to the team website to find information about the team  4.81 .85 22.4 .04  

(α = .90) FWeb2. If I need information about the team I log onto the team website 4.60 .86 22.7 .04  

 FWeb3. I visit the team website to learn about current issues with the team 4.52 .89 - - .75 

       

Functional Social Media Use FSoc1. I use social media to find information about the team  4.96 .93 31.4 .03  

 (α = .94) FSoc2. I use social media to learn about current issues with the team  4.85 .93 31.2 .03  

 FSoc3. If I need information about the team I log onto social media 4.71 .91 - - .85 

       

Functional Mobile Use  FunMob1. I use mobile applications to find information about the team  4.27 .89 28.0 .04  

(α = .92) FunMob2. I use mobile applications to learn about current issues with the team  4.26 .94 - - .79 

 FunMob3. If I need information about the team I use mobile applications 4.23 .84 24.8 .04  

       

Attitude (α = .94) Id1. The team are my team 5.98 .84 - - .72 

 Id2. I want others to know that the team are my team 5.26 .80 20.4 .05  

 Id3. I consider myself a loyal fan of the team  5.81 .87 23.6 .04  

 Id4. Supporting the team is very important to me 5.71 .89 24.6 .04  

 Imp1. I would say that I consider the team to be personally important 5.52 .80 20.6 .05  

 Imp2. I care a great deal about the team  5.40 .89 24.4 .04  

 Imp3. I personally care about the team  5.54 .88 23.8 .04  

       

Cognitive Outcomes Cog1. Finding information about the team is important to me 5.15 .82 - - .76 

(α = .91) Cog2. The information that I find about the team is useful to me 5.39 .91 23.1 .04  

 Cog3. The information that I find about team is worthwhile to me 5.34 .89 22.4 .04  
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Table 4.8. Continued   

 

Functional Measurement Model Cronbach’s Alpha (α), Means (µ), Critical Ratio  (C.R.), Standard Error (S.E.), and Average             

Variance Extracted (AVE) 
Factor (α) Items µ β C.R. S.E. AVE 

Attitude Persistence  Per1. Regardless of where I live, I will always be a team fan 5.97 .92 - - .65 

(α = .78) Per2. No matter how far away from the team I may be, I will always be loyal 5.81 .93 33.8 .03  

 Per3. I will stop being a fan of the team if I move farther away from the team 5.83 -.49 -11.0 .33  

       

Attitude Resistance  

(α= .79) 

Res1. I could easily be persuaded to change my favorite league team preference 5.80 .59 - - .60 

 Res2. It would be difficult to change my beliefs in the team sport team 5.58 -.84 -13.5 .02  

 Res3. Regardless of what happens, I will always be a team fan 5.66 -.87 -13.8 .02  

       

Behavioral Outcomes  Beh1. I am likely to purchase licensed team merchandise 5.61 .76 - - .60 

(α = .85) Beh2. I am likely to attend a team game 5.80 .67 14.2 .06  

 Beh3. I am likely to talk about the team with my friends and family 5.89 .85 18.7 .06  

 Beh4. I am likely to watch team games on television  6.23 .79 17.0 .05  
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Structural Model Analysis 

To examine the hypothesized relationships between new media use and the 

attitude consequences, structural model tests were next employed.  The purpose of the 

structural model tests was to examine the effect of the exogeneous variables (new media 

use) on the endogeneous variables (attitude consequences) in the absence of the mediator 

(team identification).  Given the necessity of dividing the affective use of new media 

items from the functional use of new media items because of high factor correlation 

numbers, two structural model analyses were tested. 

 Affective structural model analysis. 

To examine the hypothesized relationships between the affective use of new 

media and the attitude consequences, a structural model analysis was conducted.  The 

results of the proposed structural model (see Figure 4.6; Table 4.10) test showed a model 

fit that was just below acceptable standards, with χ²/df = 4.16 , RMSEA = .086, CFI = 

.90, NFI = .87, IFI = .90, and TLI = .88.   The results from the structural model analysis 

were then used to examine the relationships between each of the variables based on the 

hypothesized relationships.  The first relationship examined was between the affective 

use of new media and team identification (β = -.97).  Next the relationships between the 

affective use of new media and attitude persistence (β = -.95), attitude resistance (β = 

.97), and cognitive outcomes (β = -.84) were assessed.  Finally, the relationship between 

the affective use of new media and behavioral outcomes (β = .92) was examined.   
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Figure 4.6. Affective New Media Structural Model Analysis. 

 

Functional structural model analysis. 

To examine the hypothesized relationships between the functional use of new 

media and the attitude consequences, another structural model analysis was conducted.  

The results of the proposed structural model (see Figure 4.7; Table 4.10) test showed a 

model fit that was an acceptable fit when using the recommendations of previous 

researchers as a baseline guide, with χ²/df = 3.45 , RMSEA = .076, CFI = .92, NFI = .89, 

IFI = .92, and TLI = .91 (Hu & Bentler, 1999; Kline, 2005).  The functional direct-effect 

hypotheses were the same as the affective ones in examining the relationship between the 

functional use of new media and team identification, and the functional use of new media 

and the consequences of attitude.  As such, the results from the structural model analysis 

were then used to examine the relationships between the functional use of new media and 
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each of the outcome variables based on the postulated relationships.  The first 

relationship examined was between the functional use of new media and team 

identification (β = .98).  Next the relationships between the functional use of new media 

and attitude persistence (β = .96), attitude resistance (β = -.98), and cognitive outcomes (β 

= .83) were assessed.  Finally, the structural model analysis was utilized to assess the 

relationship between the functional use of new media and behavioral outcomes (β = .92).   

 

Figure 4.7. Functional New Media Structural Model Analysis.  

 

Mediating Effects Model 

 Holmbeck (1997) recommended that researchers use three steps to examine 

mediated effects in SEM.  Baron and Kenny’s (1986) approach for testing mediated 

effects was employed within this study. First, the direct-effect model tested the effect of 

the predictor variables (functional or affective use of new media) on the criterion 
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variables (attitude persistence, attitude resistance, cognitive outcomes, and behavioral 

outcomes) in the absence of the mediator (attitude).  The second step was to test a fully-

mediated structural model that linked the functional and affective use of new media to 

team identification, and team identification to each of the four behavioral outcomes.  The 

third step was to test a partially-mediated structured model in which a direct path was 

added from the functional and affective use of new media to each of the four behavioral 

outcomes.  Finally, a chi-square (
2
) difference test was computed between the 

2
 value 

of the fully-mediated model and the 
2
 value of the partially-mediated model.   

 Affective mediating effects. 

 The affective direct-effect model (see Figure 4.8) tested the effect of the predictor 

(affective new media use) on the criterion variables (attitude persistence, attitude 

resistance, cognitive outcomes, and behavioral outcomes) in the absence of the mediator 

(attitude).  The results of the direct-effect model fell just below a reasonable model fit, 

with χ²/df = 4.22, RMSEA = .087, CFI = .91, NFI = .88, IFI = .91, and TLI = .89.  For the 

mediation to exist, the path coefficients from affective new media use to each of the 

attitude consequences should be significant for the next analysis.  As shown in Figure 

4.8, the path coefficients were each significant, but not all positive.  The path coefficient 

(β = -.88) between affective new media use and behavioral outcomes was significant at p 

= .002, while the path coefficient (β = -.98) between affective new media use and attitude 

persistence was significant at p = .001.  The path coefficient (β = 1.01) between affective 

new media use and attitude resistance was significant at p = .002, while the path 

coefficient (β = -.77) between affective new media use and cognitive outcomes was 

significant at p = .002.  
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Figure 4.8. Affective Structural Model Analysis.  

 

 

The second step was to test a fully-mediated structural model that linked affective 

new media use to attitude and attitude to each of the consequences of attitude (see Figure 

4.9).  When using the recommendations of previous researchers (Hu & Bentler, 1999; 

Kline, 2005) this model, much like the direct-effect model, fell just short of having a 

reasonable fit, with χ²/df = 4.23, RMSEA = .087, CFI = .89, NFI = .86, IFI = .89, and TLI 

= .88.  As shown in Figure 4.9, the path coefficients were all significant, but not all 

positive.  The path coefficient (β = -.31) between affective new media use and attitude 

was significant at p < .001.  The path coefficients between attitude and the consequences 

of attitude: behavioral outcomes (β = .91), attitude persistence (β = .93), attitude 

resistance (β = -.95), and cognitive outcomes (β = .85) were all significant at p < .001.   
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Figure 4.9. Affective Fully-Mediated Model Analysis.  

 

 

The final step was to test a partially-mediated structured model in which a direct 

path from affective new media use to each of the attitude consequences was added.  This 

model was moderately close to having a reasonable model fit, with χ²/df = 4.08, RMSEA 

= .085, CFI = .90, NFI = .87, IFI = .90, and TLI = .89.  Table 4.10 illustrates the path 

coefficients and their significance levels from the partially-mediated structural model.  

All, but one of the path coefficients (affective new media to behavior), were significant at 

p < .05.  However, not all of the path coefficients were positive.  Next, a χ² difference test 

was computed between the χ² value of the fully-mediated model and the χ² value of the 

partially-mediated model.  The chi-square test was significant (p < .05), which suggests 

that team identification does not mediate the relationship between affective new media 

use and the consequences of attitude.  As illustrated in Table 4.10, affective new media is 

significantly associated with attitude (β = -.33) and attitude is significantly associated 
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with each of the consequences of attitude: behavior outcomes (β = .94), attitude 

persistence (β = .97), attitude resistance (β = -1.01), and cognitive outcomes (β = .80). 

 

Table 4.10.      

Path Coefficients (β) and Significance Levels (p) for the Affective Partially-Mediated 

Model 

  p 

Affective New Media  Attitude -.33 < .001 

Affective New Media  Behavior Outcomes .01 .815 

Affective New Media  Attitude Persistence  .12 < .001 

Affective New Media  Attitude Resistance -.16 < .001 

Affective New Media  Cognitive Outcomes -.16 < .001 

Attitude  Behavior Outcomes .92 < .001 

Attitude  Attitude Persistence .97 < .001 

Attitude  Attitude Resistance -1.00 < .001 

Attitude  Cognitive Outcomes  .80 < .001 

Note. Findings were significant with p-value of < .05. 

 

Table 4.7.     

Affective Structural Model Analyses Goodness-of-Fit Indexes  

 X² df χ²/df RMSEA CFI NFI IFI TLI 

Direct-Effect Model 911.06 216 4.22 .087 .91 .88 .91 .89 

Fully-Mediated Model 1555.77 368 4.23 .087 .89 .86 .89 .88 

Partially-Mediated Model 1485.69 364 4.08 .085 .90 .87 .90 .89 

 

Functional mediating effects. 

The functional direct-effect model (see Figure 4.10) tested the effect of the 

predictor (functional new media use) on the criterion variables (attitude persistence, 

attitude resistance, cognitive outcomes, and behavioral outcomes) in the absence of the 

mediator (attitude).  The results of the direct-effect model showed a good model fit, with 

χ²/df = 2.98, RMSEA = .068, CFI = .94, NFI = .92, IFI = .94, and TLI = .94.  For the 

mediation to exist, the path coefficients from functional new media use to each of the 
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attitude consequences should be significant for the next analysis.  As shown in Figure 

4.10, the path coefficients were each significant, and all but one was positive.  The path 

coefficient (β = .88) between functional new media use and behavioral outcomes was 

significant at p < .001, while the path coefficient (β = .98) between functional new media 

use and attitude persistence was also significant at p < .001.  The path coefficient (β = -

1.01) between functional new media use and attitude resistance was also significant at p < 

.001, while the path coefficient (β = .77) between affective new media use and cognitive 

outcomes was significant at p < .001.   

 

Figure 4.10. Functional New Media Structural Model Analysis.  

 

The second step was to test a fully-mediated structural model that linked 

functional new media use to attitude and attitude to each of the consequences of attitude 

(see Figure 4.11).  This model test showed a reasonable model fit, with χ²/df = 3.47, 

RMSEA = .076, CFI = .91, NFI = .88, IFI = .92, and TLI = .91.  As shown in Figure 
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4.11, the path coefficients were all significant, but not all positive.  The path coefficient 

(β = .48) between functional new media use and attitude was significant at p < .001.  The 

path coefficients between attitude and the consequences of attitude: behavioral outcomes 

(β = .92), attitude persistence (β = .95), attitude resistance (β = -.96), and cognitive 

outcomes (β = .83) were all significant at p < .001.   

 

Figure 4.11. Functional Fully-Mediated Model Analysis.  

 

The final step was to test a partially-mediated structured model in which a direct 

path from functional new media to each of the attitude consequences was added.  The 

results from the model illustrated a good model fit, with χ²/df = 3.19, RMSEA = .072, 

CFI = .92, NFI = .90, IFI = .93, and TLI = .92. Table 4.8 illustrates the path coefficients 

and their significance levels from the partially-mediated structural model.  All, but one of 

the path coefficients (functional new media to behavior), were significant.  However, not 

all of the path coefficients were positive. Next, a χ² difference test was computed between 
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the χ² value of the fully-mediated model and the χ² value of the partially-mediated model.  

The chi-square test was not significant (p > .05), which suggests that the team 

identification attitude mediates the relationship between functional new media use and 

the consequences of attitude.  As shown in Table 4.12, functional new media is 

significantly associated with attitude (β = .48) and attitude is significantly associated with 

each of the consequences of attitude: behavior outcomes (β = .92), attitude persistence (β 

= .95), attitude resistance (β = -.96), and cognitive outcomes (β = .83). 

 

Table 4.12.   

   

Path Coefficients (β) and Significance Levels (p) for the Functional Partially-Mediated 

Model 

 β p 

Functional New Media  Attitude .91 < .001 

Functional New Media  Behavior Outcomes .17 .080 

Functional New Media  Attitude Persistence  -.84 .001 

Functional New Media  Attitude Resistance .70 < .001 

Functional New Media  Cognitive Outcomes .56 .001 

Attitude  Behavior Outcomes .77 < .001 

Attitude  Attitude Persistence 1.70 < .001 

Attitude  Attitude Resistance -1.59 < .001 

Attitude  Cognitive Outcomes  .36 .021 

Note. Findings were significant with p-value of < .05. 

 

 

Table 4.13.     

 

Functional Structural Model Analyses Goodness-of-Fit Indexes  

 X² df χ²/df RMSEA CFI NFI IFI TLI 

Direct-Effect Model 1417.90 445 3.19 .072 .93 .90 .93 .92 

Fully-Mediated Model 777.77 261 2.98 .068 .94 .92 .94 .94 

Partially-Mediated Model 1579.22 455 3.47 .076 .91 .88 .92 .91 

 

Summary 

Data analysis began with initial tests to examine the reliability and validity of the 

instrument employed within this study.  The tests indicated that the instrument was 
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reliable, indicating consistent results, and valid by accurately measuring what it was 

intended to measure. Following these initial tests of reliability and validity, measurement 

model testing was utilized.  Improvements were made in the model fit indices to ensure 

that that the models were a reasonable fit before additional data analyses were run.  By 

making the improvements, further analysis through structural model analyses and SEM 

was able to be conducted to ensure successful completion of the purpose of the study.  

While the results provide support for some of the hypotheses, they fail to support others 

necessitating further explanation into the findings of this chapter.  This is accomplished 

in the discussion of the following chapter where implications and suggestions for future 

research are provided. 
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Chapter Five 

Discussion and Implications 

 The current study empirically examined the theoretical relationships between each 

of the components of the proposed iFan model, beginning with the functional and 

affective use of new media, followed by the attitude of team identification and the 

importance of the team identification attitude, and concluding by measuring the 

consequences of attitude.  In the proposed model, the team identification attitude is 

influenced by the use of new media, and acts as a determinant to the consequences of 

attitude.  Within the iFan model, the processes and types of new media used by 

consumers impact their psychological connection to a team and their attitudes, which 

predict the measured outcome variables, including behavioral outcomes, attitude 

persistence, attitude resistance, and cognitive outcomes.  The theoretical and empirical 

evidence presented offer insight into the understanding of the attitude processes that 

result as a consequence of new media consumption.  The results from the current study 

point to two major conclusions. 

 First, the results provide evidence that the functional use of new media, measured 

in terms of what consumers are using new media for, is more appropriate in terms of 

model fit than the affective use of new media.  In other words, the reasons for consumer 

use of new media (i.e., knowledge attainment) are more influential on attitudes and the 

consequences of attitude than the feelings or emotions that one has towards new media 

use.  Support for this conclusion is found in the uses and gratifications theory, which 

suggests that consumers are responsible for choosing media outlets that meet their needs 

and satisfy their gratification (Katz et al., 1974).  Furthermore, the uses and gratification 
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theory is concerned with what consumers are doing with media, rather than what media 

does to consumers (Katz, 1987).  For these reasons, it seems appropriate that the results 

in the present study found that how consumers are using new media was more impactful 

than the feelings associated with new media use. 

 Second, the team identification attitude is an appropriate mediating variable 

between new media use and attitude consequences.  Support for this conclusion comes 

from previous research which found that fans with higher levels of identification are 

more likely to consume the products of sport organizations (Trail et al., 2003).  

Furthermore, Bristow and Sebastian (2001) suggested that highly identified consumers 

possessing loyal attitudes toward a sport organization are more likely than those with less 

loyal attitudes to attend games, spend money on team paraphernalia, and talk about the 

team. Each of these instances further supports the finding that the team identification 

attitude is an appropriate mediator between new media use and the consequences of 

attitude.  Additionally, when examining traditional attitude research, support for the 

findings of this study is found in the concept of attitude strength.  The strength of an 

attitude, or the extent to which attitude manifests the qualities of durability and 

impactfulness, has been associated with persistence, resistance, influence on information 

processing, and judgment and guide to behavior (Krosnick & Petty, 1995), each of which 

was measured as a consequence of the team identification attitude within this study.  

While these two major findings emerged from the study, it is necessary to examine each 

of the proposed hypotheses when discussing the findings of this study.   
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The Impact of New Media Use on the Team Identification Attitude 

The first research question of this study aimed to examine how the use of new media 

impacts the team identification attitude.  It was hypothesized that both the functional and 

the affective use of new media would have a significant positive impact on the team 

identification attitude.  The functional use of new media was found to have a positive 

significant impact on team identification, verifying H1 of the study (β = .98; p < .05).   

The functional new media use items were created to understand the use of new media as 

an information source and knowledge acquisition outlet for consumers to find 

information about the team in question.  This finding suggests that the team identification 

attitude increases by .98 standard deviations when the functional use of new media 

increases by one.  In other words, when an individual’s use of new media increases, team 

identification also increases.  For this reason, it can be concluded that the functional use 

of new media by consumers leads to increases in team identification.  This is especially 

relevant when considering the use of new media outlets as an information source through 

the theoretical perspective of the uses and gratification theory.  The uses and gratification 

theory suggests that consumers are responsible for choosing outlets that allow them to 

meet their needs (Katz, 1987).  If information attainment is the need of the consumer, the 

functional use of new media is significantly able to meet that need while simultaneously 

increasing the team identification attitude.  

The structural model for the affective use of new media, on the other hand, did not 

support this hypothesis, as β = -.97, negating H2 of the study.  This result suggests that as 

the affective use of new media increases, team identification actually decreases.  

Examples of the affective use of new media items include: (1) I feel out of touch when I 
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haven’t viewed the team website in a while; (2) I feel I am a part of the team website 

community; And (3) I would be sorry if the team website shutdown.  Each of these items 

measures the feelings and emotions that study participants have on each of the four types 

of new media examined in the study, and whether or not their fandom would continue 

without team-related new media outlets.   One potential explanation for the negative 

relationship between the affective use of new media and the team identification attitude is 

that the team identification attitude is stronger than any feelings or emotions that result 

from using the new media outlets.  This result suggests that the team identification 

attitude has the ability to withstand the absence of new media outlets. 

The Impact of the Consumption of New Media on the Consequences of Attitude 

 The next eight hypotheses (H3 – H10) encompassed the effect that the consumption 

of new media had on the team identification attitude and the consequences of attitude.  To 

examine the hypothesized relationships between the functional and affective use of new 

media on the four consequences of attitude: persistence, resistance, behavioral outcomes, 

and cognitive outcomes, structural model analyses were employed.  Of the eight 

hypotheses proposed with respect to the use of new media and the consequences of 

attitude, five were supported (H3, H6, H7, H9, and H10) and three were rejected (H4, H5, and 

H8).  All of the examined relationships were significant at p < .05; however, three 

negative standardized path coefficients made it impossible to accept all eight of the 

proposed hypotheses.  Discussion on the proposed relationships between the four 

affective new media constructs and consequences of attitude, and relationships between 

the four functional new media constructs and consequences of attitude is provided next. 
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Functional use of new media on consequences of attitude. 

 The third hypothesis of this study, H3, postulated that the functional use of new 

media would have a positive significant impact on attitude persistence.  This hypothesis 

was supported with β = .96, reinforcing the functional direct-effect hypothesis of new 

media directly impacting attitude persistence.  This finding suggests that the functional 

use of new media leads to attitudes that are firm and stable, and have the ability to remain 

unchanged over time.  Given the emphasis on creating loyal consumers in the sport 

setting, the ability to influence the persistence of attitudes through the functional new 

media is particularly important to sport managers.  Previous research has suggested that 

the creation of loyal consumers, whose attitudes are consistent and stable over long 

periods of time inevitably increases an organization’s competitive advantage within the 

marketplace (Funk & James, 2001; Bee & Kahle, 2006).  Additionally, previous research 

has shown that loyal fans are dedicated to the brand of the organization to which they 

identify with, inevitably leading to increases in consumption habits (Bristow & Sebastian, 

2001).   The affirmation of the hypothesis that the functional use of new media has a 

positive impact on new media use provides sustenance to the benefits of new media use 

by organizations. 

 The next hypothesis involving the functional use of new media, and the 

consequences of attitude, H5, posited that the functional consumption of new media would 

have a positive significant impact on attitude resistance.  Although the relationship 

between the functional use of new media and attitude resistance was significant at p < 

.05, it was not positive (β = -.98).  For this reason, this hypothesis was rejected.  Much 

like persistence, attitude resistance is desired by sport organizations because of its ability 
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to create consumer loyalty.  Attitude resistance refers to the ability of an attitude to 

remain stable when a counter persuasive attack is presented (Petty & Cacioppo, 1986).  

For sport consumers who have resistant attitudes, they remain loyal to the team regardless 

of any factors or issues that may negate the fandom of those without resistant attitudes.  

In the case of this study, the proposed direct-effect of new media on attitude resistance 

relationship was not found, indicating that the functional use of new media does not 

positively impact attitude resistance. 

 The third hypothesis regarding the functional use of new media and the 

consequences of attitude, H7, proposed that the functional consumption of new media 

would have a positive significant impact on cognitive outcomes, including the usefulness, 

worthwhileness, and importance of the cognitive information discovered from the 

functional use of new media with respect to the sport organization.  With a significance 

value of p < .05 and β = .83, this hypothesis was accepted.  These results suggest that the 

use of new media as a source of information leads to positive cognitive outcomes that are 

useful, worthwhile, and important to consumers.  Additionally, Krosnick and Petty 

(1995) suggested that the influencing ability of attitudes on information processing and 

judgments occurs when certain information comes to mind or certain decisions are made.  

An insinuation that results is that the use of new media outlets for knowledge acquisition 

and information attainment positively influences the judgments that individuals have on 

sport organizations and their affiliated entities.  Given the importance of information 

attainment in media use, this result suggests that the functional use of new media is 

significant in the development and maintenance of relationships between sport 

organizations and sport consumers. 
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 The final hypothesis that was postulated regarding the functional use of new 

media and the consequences of attitude, H9, posited that the functional consumption of 

new media would have a positive significant impact on behavioral outcomes.  The 

behavioral outcomes that were measured within this study included the likelihood of 

attending a game, purchasing licensed team merchandise, watching a game on television, 

and discussing the sport organization with family and friends.  The results of the 

structural model analyses indicated a significant relationship between the functional use 

of new media and behavioral outcomes (p < .05).  Additionally, a positive relationship (β 

= .92) was found between the two factors, providing further support for the affirmation of 

the hypothesis.  These results suggest that the behaviors of those who consume 

organizational information through new media outlets will increase.  As the goal of sports 

organizations is profitability and revenue growth through the consumption of their 

products by sport consumers (Howard & Crompton, 2004; Trail et al., 2003), it appears 

that the functional use of new media is a significant determinant in increasing behavioral 

outcomes. 

Affective use of new media on consequences of attitude.  

 The fourth hypothesis of this study, H4,  postulated that the affective use of new 

media would have a positive significant impact on attitude persistence.  This hypothesis 

was formed with the idea that the feelings and emotions that result from the consumption 

of new media would have a positive impact on attitude persistence.  Through structural 

model analyses, a significant relationship was found between the two factors (p <.05); 

however, the relationship was not positive (β = -.95).  These results suggest that as the 

affective use of new media increases, attitude persistence decreases.  Given the 
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importance of creating loyal consumers with attitudes that are persistent and stable over a 

long period of time, this finding was not desirable.  However, it could potentially be 

explained by the first affective use item, which asked if an out of touch feeling resulted 

from not using new media for an extended period of time.  Perhaps respondents had such 

strong connections to the teams that they did not feel disconnected despite not being able 

to consume organizational products through new media outlets.  Alternatively, it is 

possible that respondents consume organizational products through means beyond the 

four new media outlets measured within this study (i.e., blogs, websites, social media, 

and mobile applications).  Consequently, a direct-effect relationship between the affective 

use of new media and attitude persistence was not found, but an indirect-effect 

relationship may exist.  Future research should examine this possibility.    

 The next proposed relationship between the affective use of new media and the 

consequences of attitude hypothesized that the affective use of new media would have a 

positive significant impact on attitude resistance.  With a significant relationship (p <.05) 

and a positive relationship (β = .97), H6 was supported through the structural model 

analyses.  These results suggest that increases in the affective use of new media lead to 

increases in attitude resistance.  These results were expected because the affective use of 

new media factor included items that measured the ability of respondents to support the 

team in the absence of new media outlets, indicating resistant attitudes toward the team.   

 The third hypothesis that was formed with respect to the affective use of new 

media and the consequences of attitude, (H8), postulated that the affective consumption of 

new media would have a positive significant impact on cognitive outcomes.  This 

hypothesis was rejected, as a negative relationship (β = -.84) resulted from the structural 
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model analyses.  These results suggest that that affective use of new media actually leads 

to a decrease in the cognitive outcomes, including the usefulness, worthwhileness, and 

importance of the information obtained through new media.  A potential explanation for 

this finding is that the affective use items were more concerned with the feelings that 

result from the use, or nonuse, of new media, and failed to include the reasons for the use 

or the desired outcomes of the use (i.e., knowledge acquisition, information attainment, 

etc.).  As such, when focusing on the feelings and emotions that are present within the 

affective use items, the cognitive components are overlooked.   

The final hypothesis that was posited with respect to the affective use of new 

media and attitude consequences, H10, suggested that the affective use of new media 

would have a positive significant impact on the behavioral outcomes of attending games, 

watching games on television, purchasing licensed team merchandise, and discussing the 

team with friends and family.  The structural model analyses produced positive 

significant results (β = .92; p <.05).  These findings suggest that every time the affective 

use of new media increases by one standard deviation unit, behavioral outcomes increase 

by .92 standard deviation units.  Given the importance placed on increasing sport 

consumption by sport fans, these findings are particularly relevant to sport managers.  

These findings also suggest that the feelings and emotions that result from being 

enmeshed within an online community leads to increases in behavioral outcomes.  This is 

particularly significant when considering the impact of brand communities on sport 

consumption.  Previous research has found that the concept of community allows 

organizations to emphasize the strategic lifetime value of a customer rather than the 

transactional worth (Devasagayam & Buff, 2008).  Brand communities offer outlets to 
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enhance relationships and strengthen bonds, while simultaneously producing loyal 

consumers (McAlexander et al., 2003), who consume the products of the organization.  

For this reason, the ability to be a part of an online brand community through the 

affective consumption of new media is particularly important to consumers and sport 

managers looking to establish and maintain relationships. 

The Mediating Effect of the Team Identification Attitude 

The final research question of this study examined the impact the team identification 

attitude has on the relationship between the use of new media and the consequences of 

attitude.  This research question was accompanied by two hypotheses: (H11) Team 

identification mediates the relationship between the functional use of new media and the 

consequences of attitude; And (H12) Team identification mediates the relationship 

between the affective use of new media and the consequences of attitude.  In an effort to 

test these hypotheses, a fully-mediated model was conducted for the affective use of new 

media and the functional use of new media.  Following the fully-mediated model, a 

partially-mediated model with a direct path from new media use to each of the 

consequences of attitude was added for both affective and functional new media use.   

The examination of the functional use of new media resulted in a chi-square 

difference test between the fully- and partially-mediated models that was not significant 

(p >.05), affirming H11.  This result indicates that the team identification attitude fully 

mediates the relationship between the functional use of new media and the consequences 

of attitude.  Each of the relationships examined between the functional use of new media 

and the outcome variables was significant.  The results stemming from the statistical 

procedures employed to test a mediating effect clearly indicated that the mediating role of 
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the team identification attitude on the relationship between the functional use of new 

media and the consequences of attitude was significant.  With a good model fit, the 

proposed structural model for the functional use of new media provides a visual 

representation for sport managers to better understand how consumers are using new 

media outlets, and the consequences that result from said use.  The results imply that 

team identification is a full mediating variable when explaining the relationship between 

the functional use of new media and the consequences of attitude.  This step is critical in 

predicting the consequences of attitude for sport consumers.   

The results of the chi-square difference test between the fully- and partially-mediated 

models for the affective use of new media, on the other hand, were significant (p < .05).  

For this reason, it was determined that team identification does not fully mediate the 

relationship between the affective use of new media and the consequences of attitude.  As 

such, H12 was rejected.  Of the five hypotheses proposed with respect to the affective use 

of new media on the outcome variables, only two were accepted.  Given the discrepancies 

between the relationships amongst some of the variables in the affective use of new 

media model, the lack of mediation by the team identification attitude was not surprising.  

The negative standardized path coefficients that resulted from the direct-effect tests 

between the affective use of new media and team identification (β = -.97), attitude 

persistence (β = -.95), and cognitive outcomes (β = -.84), provide explanation for the lack 

of mediating effect by team identification.  Although the affective new media models 

illustrated good fit, they are effective in depicting positive relationships amongst the 

measured variables.  The lack of positive relationships amongst the variables may be 

attributed to the differences in the types of variables measured, as the focus of the 
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affective new media items in the present study was on the feelings and emotions that 

result from the consumption of sport products through new media outlets.  

 The results of the structural equation modeling analysis suggested that the 

functional use of new media model is psychometrically sound, while the affective use of 

new media is not.  The results indicate that what consumers are using new media for and 

how they are using team-related new media precede emotional responses (affective use of 

new media).  More specifically, the functional use of new media results indicate that the 

consequences of attitude have a clear sequential process, beginning with the use of new 

media and ending with the consequences of attitude, while being mediated by the team 

identification attitude.  The functional use of new media increases team identification; 

likewise, intensified levels of team identification improve attitude persistence, cognitive 

outcomes, and behavioral outcomes.  These findings support a large body of previous 

research.   

 For instance, the positive relationship between the functional use of new media 

and team identification was consistent with the findings of previous sport management 

studies, which found that advances in technology have led organizations to utilize new 

media tools as vehicles to develop and foster relationships with key stakeholders (Li & 

Bernoff, 2008), inevitably strengthening the bond between fans and sport organizations.  

This strengthened bond, in turn, has the potential to increase team identification, as the 

bond leads to an increased psychological connection between the individual and the team.  

The findings of this study also support the research of Van den Poel and Leunis (1999), 

who found that destination websites have the ability to influence team identification 

through the providing of information, products, and services.   
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 The results of this study are further supported by social identity theory, which is 

oftentimes used to examine the concept of team identification.  Tajfel and Turner (1986) 

explained that social identity theory suggests that individuals are driven by a need for 

high self-esteem, which can be created by being a part of a social group.  Previous 

research has indicated that online social networks can benefit users by creating social 

connections through the sharing of information, which in turn leads to increased self-

esteem (Ellison et al., 2007; Raacke & Bonds-Raacke, 2008).   In the context of this 

study, new media has the potential to benefit users by creating social connections to 

increase self-esteem, which in turn can increase team identification.  Social identity 

theory also contends that one’s social identity provides individuals with the knowledge 

that they belong to a group (Stets & Burke, 2000).  The findings of Hambrick et al. 

(2010) suggested that new media provides an interactive environment through which fans 

can connect and socialize with other fans.  Given the importance of belonging to a group 

in the examination of team identification through social identity theory, the results of the 

present study reinforce the findings of the Hambrick et al. (2010), as new media 

consumption has the potential to foster a sense of belonging to a group and inevitably 

increase team identification.  

 Second, the team identification attitude positively influenced the attitudinal 

consequences of behavioral outcomes, cognitive outcomes, and attitude persistence.  

These results also support the findings of previous studies.  For instance, Hambrick et al., 

(2010) found that highly identified fans can engage in loyal behaviors toward sport 

organizations through Twitter use, leading to favorable outcomes (Hambrick et al., 2010).  

Additionally, Boninger et al. (1995) found that important attitudes are persistent and have 
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the ability to not only impact other attitudes, but also behaviors.  Furthermore, later 

research by Funk and James (2004) suggested that the adoption and confirmation of an 

individual’s identification as a fan of a team has the potential to guide the formation and 

change of attitudes towards an athletic team ultimately influencing the attitudes and 

consumption behaviors of fans.  A multitude of studies have found a positively 

significant relationship between team identification and behavioral outcomes (Bristow & 

Sebastian, 2001; Park & Kim, 2000; Trail et al., 2003).  In the context of the present 

study, team identification had a positive significant impact on attitude persistence, 

cognitive thinking, and behavioral outcomes reinforcing the findings in each of these 

previous studies.   

Practical Implications 

 The results of this study provide sport marketers with a better understanding of 

sport consumer behavior through new media.  The necessity of understanding online 

sport consumer behavior is illustrated in the exponential growth of Internet users.  

According to Internet World Stats (2012), in 2012 there were 2.4 billion Internet users 

worldwide, which is up 566.4% from the number of Internet users in 2000.  With such a 

large percentage of the population utilizing the Internet, sport marketers must consider 

the implications of connecting with, and marketing to, interactive consumers through 

online brand communities.  Understanding sport behavior in the online context is 

necessary for sport managers in order to meet the needs of the interactive sport fan.  By 

having a better understanding of the online sport consumer, what he or she is using new 

media for, and the outcomes associated with the behaviors, relationships can be 

improved, predictably leading to the creation of loyal consumers.  This is particularly 
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important to sport managers, as the retention of current consumers and the attracting of 

new consumers through online outlets provide financial benefits to sport organizations 

(Hur et al., 2011).   

 As the results of the present study indicated, the relationships between the 

functional use of new media, the team identification attitude, and the attitudinal 

consequences (attitude persistence, behavior outcomes, and cognitive outcomes) have a 

sequential link.  As such, sport managers should develop and maintain new media outlets 

to maintain relationships with interactive sport fans in an effort to facilitate the processes 

necessary to create consumer loyalty.  The results also indicate that knowledge 

attainment is paramount in the consumption of new media, and as such quality 

information should be provided through organizational new media outlets.  For these 

reasons, to increase team identification and the consequences of attitude, it is necessary to 

ensure that new media outlets are available and provide consumers with quality 

information. Due to the immediate nature of new media, the maintenance of new media 

outlets by sport managers requires constant updates with variety in the content delivered.  

For example, those fans that solely use new media outlets for knowledge attainment may 

choose to garner information on the organization from the team’s website.  On the other 

hand, those who in addition to knowledge attainment like to interact with individuals 

within the organization and other like-minded fans may choose to utilize social media 

outlets.  Ensuring that there are multiple outlets with differing types of information will 

lead to improved relationships between consumers and organizations and increases in 

team identification. 
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It is imperative that sport managers seek innovative marketing methods to 

generate revenue.  In this digital era, sport managers can learn the best practices from one 

another to ensure that they are providing their fans with the appropriate means and latest 

technology outlets for online consumption.  If a particular method is successful for one 

organization, another organization can adopt those practices into their marketing 

practices.  Likewise, if a particular method is unsuccessful, it can be avoided. When 

considering mobile applications as a new media outlet, sport managers may choose to 

incorporate game day initiatives into their marketing plans for those that are in 

attendance.  For instance, fans may interact with the organization by placing concession 

orders from their phones in their seats, eliminating waiting in lines and missing any of the 

game.  Additionally, organizations can interact with fans through interactive polls and 

texts in which their opinion is carried out later in the game, creating an in-game 

interactive brand community.  This is essential as the results of this study illustrated the 

effectiveness of new media in building online brand communities to maintain the 

identification of iFans.  Although information attainment is a prime concern for sport 

consumers using new media outlets, sport managers must also consider the ability of new 

media to develop and foster relationships between organizations and their consumers.  

This can be attributed to the reciprocal communication mechanisms associated with some 

forms of new media outlets, unavoidably improving relationships.   

Theoretical Implications 

The results of this study provide theoretical implications that further advance the 

study of new media use in the sport setting.  Most notably, the results of this study are 

significant in the empirical validation of the newly proposed iFan model, which was 
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developed with the intention of advancing the understanding of the formation and 

maintenance of the team identification attitude and the consequences that result from the 

attitude.  The iFan model was created through the examination of literature in the always 

expanding areas of consumer behavior and sport marketing, with the uses and 

gratification theory providing an overarching theoretical framework to guide the study. 

Although the affective new media use model did not produce significant findings, the 

functional new media use model was significant.  The functional use of new media model 

provides a systematic study to identify  how new media consumption influences team 

identification, and how team identification is a mediating variable between new media 

use and the consequences of attitude, with emphasis on persistence, influence on 

cognition, and a guide to behavior.  In accordance with the uses and gratification theory, 

the results suggest that the functional use of new media in terms of information 

attainment is appropriate to satisfy the uses and needs of the online sport consumers 

within this study.  This is especially important to sport managers, as they attempt to 

establish long-term relationships with loyal consumers in an effort to maximize revenue.  

The empirical validation of the model allows for its use by sport managers and scholars 

when there is a desire to identify how the characteristics of new media, combined with 

the features of a sport identity, contribute to stable evaluations of a sport team in the ever-

evolving sport market.    

 

Figure 5.1. Final iFan Model. 
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 The analyses used within this study that focused on the affective use of new 

media produced strong negative loadings.  Theoretically, this may be attributed to the 

idea that new media creates distance, causing people to feel bad because they are 

alienated from a team.  This notion is supported by previous research by Kraut, Patterson, 

Lundmark, Kiesler, Mukopadhyay, and Scherlis (1998) who found that the use of the 

Internet resulted in declines in social interaction.  The authors found these declines within 

family, and other networks, as well as in social activities and psychological well-being.  

Later research by LaRose, Eastin, and Gregg (2001) found that the Internet can 

oftentimes lead to stressful interactions, which in turn may lead to increased depression 

and loneliness.  Within this study, the affective use items focused on the feelings and 

emotions that result from the use of new media.  The negative factor loadings that 

resulted suggest that as the feelings and emotions resulting from new media use increase, 

the attitude consequences decrease.  When examining previous research, it seems as 

though the feelings that result may actually be negative, causing individuals to feel guilt 

and loneliness, which in turn explains the strong negative factor loadings that resulted 

from the affective use of new media.   

Future Research 

 Several elements of this study necessitate the need for future research on the topic 

of new media outlets in the sport setting.  Although the functional use of new media 

model should be viewed as a continued effort in understanding sport consumer use of 

new media, future researchers should consider a number of other avenues to further 

extend this research.   While the model development was supported by the results of this 

study and created through the use of theoretical research in consumer behavior and social 
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psychology, other important dimensions may have been overlooked.  Additionally, as this 

study was the first to examine the newly developed iFan model, additional research is 

needed to replicate and validate the findings.   

 Specifically, changes could be made to the types of new media addressed on the 

survey instrument.  In the present study, two user-generated sources of new media (social 

media and blogs) and two organization-generated sources of new media (destination 

websites and mobile applications) were used.  However, there is a great array of other 

forms of new media available to sport consumers.  For instance, Pinterest, Instagram, 

online video streaming, and additional forms of social media are all used by sport 

organizations.  These are just some examples of different forms of new media that were 

not included in this study, but are used by sport consumers.  The list continues to expand 

as further technological developments take place.   Related to the types of new media 

used, future research would benefit from examining the different types of new media 

separately to examine which forms are the most influential.  By identifying the types of 

new media that are most likely to increase fan loyalty, emphasis can be placed on those 

outlets by sport managers.   

 Future research would also benefit from identifying functional uses of new media 

beyond knowledge acquisition.  By including additional options for the functional use of 

new media, such as interacting with other fans and with players or other organizational 

officials, sport managers and scholars can gain additional insight into the use of new 

media by consumers.  Given the negative results from the affective use of new media 

within this study, it would also be beneficial to do a qualitative study with sport managers 

to examine their perception in the affective use of new media by consumers.  By 
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conducting a qualitative study addressing the goals of sport managers in their use of new 

media outlets, information can be obtained on whether they are solely concerned with the 

functional use of the new media outlets or if the feelings and emotions of consumers that 

result from the affective use of new media are also of concern.   

 In addition to identifying other functional uses of new media, it would also be 

advantageous for future researchers to distinguish between those who consume the 

products of the organization through game and event attendance from those who only 

consume indirectly through new media outlets.  By segmenting fans into these different 

categories, and even creating a third category for those who consume both directly and 

indirectly, targeted marketing activities can be specifically promoted to particular groups 

of people.  Given these segmentation tactics, it is also possible for future research to 

include antecedents to new media use.  For instance, service quality and previous 

experience with the organization may impact the type of new media consumed, as well as 

the frequency of consumption.  Additionally, one’s level of team identification could 

potentially act as an outcome to previous experience, and in turn impact the consumption 

of new media.  These hypotheses would need to be tested in later studies. 

 Future research could also address each of the consequences of attitude separately 

depending on the desired organizational outcomes.  If behavioral outcomes are the sole 

focus for a particular organization, then they can be examined separately rather than all 

being included in one construct.  Within the current study, behavior was measured by the 

likelihood of attending a game, purchasing licensed team merchandise, watching a game 

on television, and talking about the organization with friends and family.  Given the 

interactive nature of iFans, they may live in an area in which they are not able to attend a 
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game, which could in turn decrease their behavioral outcome score even though they are 

highly involved in the other three outcomes.   Likewise, an individual may not have 

intentions of purchasing licensed team merchandise, but will definitely attend a game, 

watch games on television, and discuss the team with others.  As each of the examined 

behaviors is somewhat distinct from the others, it would be beneficial for future research 

to examine them separately if the organization is concerned about a particular 

consequence of attitude over the others. 

 Although this study included a random sample of teams within each of the five 

leagues, the sample size dramatically varied from one team to another because of the 

respondent driven sampling technique that was employed.  Access to fans of certain 

teams was easier to obtain than others.  For this reason, there were significantly more 

responses for some teams than others.  Future research should attempt to have an equal 

distribution of responses amongst each of the teams being examined. 

 Future research would also benefit from the examination of the differences 

between iFans of team sports and iFans of individual sports.  Each of the sports examined 

within this study is a team sport, in which there is a home base for the team.  However, in 

individual sports, such as golf, boxing, tennis, etc. there is not a home base for athletes, 

which requires all fans of those athletes to be iFans.  The same is true in travelling team 

sports, such as NASCAR, as there is not a home base from which fans can watch their 

favorite teams.  In each of these situations, fans must be interactive if they want to follow 

their favorite athletes and teams.  For this reason, it would be interesting to examine the 

differences in the use of new media by fans of teams with a home base versus those fans 

of athletes and teams without a home base.  It is possible that the affective use of new 
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media may yield more positive results for those without a home base, as the feelings and 

emotions that result from the necessity of staying connected with athletes and teams 

through new media may positively influence the results.  These suggestions would need 

to be examined in future research in which the differences between the two are 

empirically tested.  

 A final recommendation for future research is the use of multigroup analysis to 

further delve into the characteristics of fans.  By segmenting fans based on characteristics 

such as age or sex, sport managers can create better targeted marketing efforts.  More 

specifically, in the case of iFans, the use of multigroup analysis will provide scholars and 

sport managers with the ability to distinguish between iFans that live in or near the city in 

which the team plays and those that do not live near the team. There may be noticeable 

differences between the two groups and what they use new media for, which would be 

advantageous to sport managers looking to market to the different groups.  Those who 

live near the team may be presented with consumption opportunities for games and 

events that would not be feasible for those that do not live near the team.  These notions 

could be confirmed or rejected in future research that utilizes multigroup analysis to 

segment study participants.   

Conclusion 

 This dissertation set out to investigate the role that new media plays in 

maintaining the team identification of iFans.  The purpose was fulfilled through the use 

of quantitative survey instruments that were created based on the different components of 

the newly proposed iFan model.  The study allowed for the examination of the 

effectiveness of new media in producing loyal fan behavior, and maintaining the team 
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identification of interactive fans.  From the results of the study, two major findings 

emerged.   

 First, the results indicate that the iFan model is an appropriate model to 

understand how the consumption of new media impacts the team identification of iFans 

when the functional use of new media is examined.  This finding suggests that the 

reasons for consumer use of new media, such as knowledge acquisition, are more 

influential on the team identification attitude and the consequences of attitude than the 

feelings and emotions that result from new media use. Second, the team identification 

attitude was found to be an appropriate mediating variable between new media use and 

attitude consequences.  This finding implies that team identification is a full mediating 

variable when explaining the relationship between the functional use of new media and 

the consequences of attitude, which is a critical step in predicting the consequences of 

attitude for sport consumers.   

 The results are practically significant to sport managers, as insight into the online 

sport consumer is available through the implementation of the iFan model.  As 

technological developments continue to take place, the expectations of interactive 

consumers will increase with the number of new media developments.  Consequently, 

sport managers will be forced to remain active in their efforts to stay abreast of the online 

sport consumer.  This will necessitate continued research on sport consumer new media 

use over time.  However, as the sport new media landscape currently stands, the iFan 

model provides an appropriate understanding of the attitude processes of iFans.  

Beginning with the functional use of new media and transitioning to the consequences of 

attitude with team identification mediating the relationships, sport managers can identify 
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the means necessary to obtain the desired attitude consequences.  Understanding the sport 

consumer is especially important to sport managers, as they attempt to establish long-

term relationships with loyal consumers in an effort to maximize revenue.  The empirical 

validation of the model allows for its use by sport managers and scholars when there is a 

desire to identify how the characteristics of new media, combined with the features of a 

sport identity, contribute to stable evaluations of a sport team in the ever-evolving sport 

market.   
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Appendix C: Pilot Study Survey Instrument  

Section 1 

Please select the appropriate box or write in your response on the provided line. 

1. Are you a fan of the team name?          Yes        No 

 

2. Have you ever lived in or near team city?       Yes        No 

 

3. Please list the zip code of the town or city in which you currently live: 

 

Section 2 

The following statements reflect your use of team name-related new media. Please rate the extent 

to which you STRONGLY DISAGREE (1) or STRONGLY AGREE (7) with the following 

statements.  Please select the appropriate number in the scale beside each statement.   

 
                                                                 

                                                        

I go to the team website to find information about the team 

name 
1       2        3        4         5         6         7 

Social media (e.g., Facebook, Twitter) is not a good place to 

find out information about the team name 
1       2        3        4         5         6         7 

I would feel disconnected if I were not able to read blogs to 

find information about the team name 
1       2        3        4         5         6         7 

If mobile applications (e.g., phones, tablets) were not 

available, I would still support the team name 
1       2        3        4         5         6         7 

If I need information about the team name, I log onto the team 

website 
1       2        3        4         5         6         7 

It is important for me to use social media (e.g., Facebook, 

Twitter) to find information about the team name 
1       2        3        4         5         6         7 

If I need information about the team name, I read blogs 1       2        3        4         5         6         7 

If I need information about the team name, I use mobile 

applications (e.g., phones, tablets) 
1       2        3        4         5         6         7 

I use mobile applications (e.g., phones, tablets) to find 

information about the team name 
1       2        3        4         5         6         7 
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Remember, the following are statements that reflect your use of team name-related new media.  

Please rate the extent to which you STRONGLY DISAGREE (1) or STRONGLY AGREE (7) 

with each statement.  Please select the appropriate number in the scale beside each statement.   

                
                                                                                

                                                        

If the team name website was unavailable, I would still 

support the team 

1       2        3        4         5         6         7 

I use social media (e.g., Facebook, Twitter) to find 

information about the 

team name 

1       2        3        4         5         6         7 

If blogs were not available, I would still support the team 

name 

1       2        3        4         5         6         7 

It is important for me to use mobile applications (e.g., 

phones, tablets) to find information about the team name 

1       2        3        4         5         6         7 

I would feel disconnected if I were not able to go to the 

team website to find information about the team name 

1       2        3        4         5         6         7 

If social media (e.g., Facebook, Twitter) was unavailable, I     

would still support the team name 
1       2        3        4         5         6         7 

I read blogs to find information about the team name 1       2        3        4         5         6         7 

Mobile applications (e.g., phones, tablets) are not a 

good place to find out information about the team 

name 

1       2        3        4         5         6         7 

It is important for me to log onto the team website of the 

team name to find out about the basketball team 

1       2        3        4         5         6         7 

I use social media (e.g., Facebook, Twitter) to learn 

about current issues with the team name 

1       2        3        4         5         6         7 

I would lose interest in the team name if I were not able to 

read blogs 

1       2        3        4         5         6         7 

I would feel disconnected if I were not able to use mobile 

applications (e.g., phones, tablets) to find information 

about the team name 

1       2        3        4         5         6         7 

I visit the team name website to learn about current issues 

with the team 

1       2        3        4         5         6         7 

I would lose interest in the team name if I were not able 

use social media (e.g., Facebook, Twitter) 

1       2        3        4         5         6         7 
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Remember, the following are statements that reflect your use of team name-related new media.  

Please rate the extent to which you STRONGLY DISAGREE (1) or STRONGLY AGREE (7) 

with each statement.  Please select the appropriate number in the scale beside each statement.   

 
                                                               

                                                        

I read blogs to learn about current issues with the team 

name 

1       2       3        4         5         6         7 

I use mobile applications (e.g., phones, tablets) to 

learn about current issues with the team name 

1       2        3        4         5         6         7 

I would lose interest in the team name if I were not 

able to go to the team website 

1       2        3        4         5         6         7 

If I need information about the team name, I log 

onto social media (e.g., Facebook, Twitter) 

1       2        3        4         5         6         7 

Blogs are not a good place to find out information about 

the team name 

1       2        3        4         5         6         7 

I would lose interest in the team name if I were 

not able use mobile applications (e.g., phones, 

tablets) 

1       2        3        4         5         6         7 

The team name website is not a good place to find out 

team information 

1       2        3        4         5         6         7 

I would feel disconnected if I were not able to use 

social media (e.g., Facebook, Twitter) to find 

information about the team name 

1       2        3        4         5         6         7 

It is important for me to read blogs to find information 

about the team name 

1       2        3        4         5         6         7 
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Section Three 

 

The following statements represent your attitudes toward the team name. Please rate the extent to 

which you STRONGLY DISAGREE (1) or STRONGLY AGREE (7) with the following 

statements. Please select the appropriate number in the scale beside each statement. 
                                                                

                                                     

The team name are my team 1       2        3        4         5         6         7 

I would say that I consider the team name 

basketball team to be personally important 

1       2        3        4         5         6         7 

I will still be a team name fan regardless of how far I live 

from the team 

1       2        3        4         5         6         7 

I could easily be persuaded to change my favorite league 

team preference 

1       2        3        4         5         6         7 

Finding information about the team name is important to 

me 

1       2        3        4         5         6         7 

I am likely to purchase licensed team name merchandise 1       2        3        4         5         6         7 

I want others to know that the team name are my team 1       2        3        4         5         6         7 

Compared to how I feel about other professional sport 

teams, I care much more about the team name 

1       2        3        4         5         6         7 

Regardless of where I live, I will always be a team name 

fan 

1       2        3        4         5         6         7 

It would be unlikely for me to change my allegiance 

from the team name to another league team 

1       2        3        4         5         6         7 

The information that I find about the team name is useful 

to me 

1       2        3        4         5         6         7 

I am likely to attend a team name game 1       2        3        4         5         6         7 

I consider myself a loyal fan of the team name 1       2        3        4         5         6         7 

No matter how far away from the team name I may be, I 

will always be loyal to the team 

1       2        3        4         5         6         7 

It would be difficult to change my beliefs in the team 

name basketball team 

1       2        3        4         5         6         7 

I care a great deal about the team name 1       2        3        4         5         6         7 

Regardless of what happens, I will always be a team name 

fan 

1       2        3        4         5         6         7 

I will stop being a fan of the team name if I move farther 

away from the team 

1       2        3        4         5         6         7 
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Remember, the following statements represent your attitudes toward the team name. Please rate 

the extent to which you STRONGLY DISAGREE (1) or STRONGLY AGREE (7) with the 

following statements. Please select the appropriate number in the scale beside each statement. 

 

I personally care about the team name 1       2        3        4         5         6         7 

The information that I find about the team name is 

worthwhile to me 

1       2        3        4         5         6         7 

I am likely to talk about the team name with my friends 

and family 

1       2        3        4         5         6         7 

Supporting the team name is very important to me 1       2        3        4         5         6         7 

I am likely to watch team name games on television 1       2        3        4         5         6         7 

 

Section 4 

Please identify the average time in hours per week you spend on each of the following types of 

new media with respect to the team name. 

1. Team name Website _________hours/week 

2. Social Media (e.g., Facebook, Twitter) _________hours/week 

3. Blogs _________hours/week 

4. Mobile Applications (e.g. phones, tablets) _________hours/week 

 

Section 5 

Please select the appropriate response or fill in the blank for each item below. 

1. Gender:       

a. Male      

b. Female 

 

2. Age: ______________ 

 

3. Marital Status:       

 

a. Single            

b. Married  

c. Divorced           

d. Widowed  

e. Separated  

f. Never been married  

g. A member of an unmarried couple 
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4. Household Income:  

      

a. below $20,000                 

b. $20,000-$39,999      

c. $40,000-$59,999                

d. $60,000-$79,999 

e. $80,000-$99,999               

f. $100,000-$149,999      

g. $150,000-$199,999            

h. $200,000 or above 

 

5. How do you describe yourself? 

a. American Indian or Alaska Native 

b. Hawaiian or Other Pacific Islander  

c. Asian or Asian American  

d. Black or African American  

e. Hispanic or Latino 

f. Non-Hispanic White  

 

6. Are you currently:  

 

a. Employed for wages  

b. Self-employed  

c. Out of work for more than 1 year  

d. Out of work for less than 1 year  

e. A homemaker  

f. A student  

g. Retired  

h. Unable to work  

 

7. What is the highest grade or year of school you completed? 

 

a. Grades 9 through 11 (Some high school)  

b. Grade 12 or GED (High school graduate)  

c. College 1 year to 3 years (Some college of technical school  

d. College 4 years (College graduate)  

e. Graduate School(Advance Degree) 

 

8. How many children live in your household who are... 

a. Less than 5 years old?  

 

b. 5 through 12 years old? ________ 

 

c. 13 through 17 years old? ________ 

 

d. Older than 18 years old? ________ 
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Appendix D: Final Study Survey Instrument  

Section 1 

Please select the appropriate box or write in your response on the provided line. 

1. Are you a fan of the team name?          Yes        No 

 

2. Have you ever lived in or near team city?       Yes        No 

 

3. Please list the zip code of the town or city in which you currently live: 

 

Section 2 

The following statements reflect your use of team name-related new media. Please rate the 

extent to which you STRONGLY DISAGREE (1) or STRONGLY AGREE (7) with the 

following statements.  Please select the appropriate number in the scale beside each 

statement.   

If I need information about the team name I read blogs 1       2        3        4         5         6         7 

I feel I am part of the team name blogging community 1       2        3        4         5         6         7 

I feel out of touch when I haven’t viewed the team name 

website for a while 

1       2        3        4         5         6         7 

I use social media (e.g., Facebook, Twitter) to find 

information about the team name 

1       2        3        4         5         6         7 

I go to the team website to find information about the 

team name 

1       2        3        4         5         6         7 

I read blogs to find information about the team name 1       2        3        4         5         6         7 

I feel out of touch when I haven’t viewed the team name 

mobile applications for a while 

1       2        3        4         5         6         7 

I use social media (e.g., Facebook, Twitter) to learn about 

current issues with the team name 

1       2        3        4         5         6         7 

I feel I am part of the team name mobile applications 

community 

1       2        3        4         5         6         7 

 

I read blogs to learn about current issues with the team 

name 

1       2        3        4         5         6         7 

 

I use mobile applications (e.g., phones, tablets) to find 

information about the team name 

1       2        3        4         5         6         7 

 

I feel I am part of the team name social media community 1       2        3        4         5         6         7 
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Remember, the following are statements that reflect your use of team name-related new media.  

Please rate the extent to which you STRONGLY DISAGREE (1) or STRONGLY AGREE (7) 

with each statement.  Please select the appropriate number in the scale beside each statement.   

 

I use mobile applications (e.g., phones, tablets) to learn 

about current issues with the team name 

1       2        3        4         5         6         7 

I would be sorry if the team name social media shut down 1       2        3        4         5         6         7 

I feel out of touch when I haven’t viewed the team name 

blogs for a while 

1       2        3        4         5         6         7 

If I need information about the team name I log onto the 

team website 

1       2        3        4         5         6         7 

I would be sorry if the team name website shut down 1       2        3        4         5         6         7 

If I need information about the team name I log onto social 

media (e.g., Facebook, Twitter) 

1       2        3        4         5         6         7 

I would be sorry if the team name blogs shut down 1       2        3        4         5         6         7 

I visit the team name website to learn about current issues 

with the team 

1       2        3        4         5         6         7 

I would be sorry if the team name mobile applications shut 

down 

1       2        3        4         5         6         7 

 

I feel out of touch when I haven’t viewed the team name 

social media for a while 

1       2        3        4         5         6         7 

 

I feel I am part of the team name website community 1       2        3        4         5         6         7 

 

If I need information about the team name, I use mobile 

applications (e.g., phones, tablets) 

1       2        3        4         5         6         7 
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Section Three 

 

The following statements represent your attitudes toward the team name. Please rate the extent to 

which you STRONGLY DISAGREE (1) or STRONGLY AGREE (7) with the following 

statements. Please select the appropriate number in the scale beside each statement. 
                                                                   

                                                        

I would say that I consider the team name sport team to 

be personally important  

1       2        3        4         5         6         7 

Regardless of where I live, I will always be a team 

name fan 

1       2        3        4         5         6         7 

The team name are my team 1       2        3        4         5         6         7 

I could easily be persuaded to change my favorite league 

team preference 

1       2        3        4         5         6         7 

I am likely to purchase licensed team name merchandise 1       2        3        4         5         6         7 

Finding information about the team name is important to 

me 

1       2        3        4         5         6         7 

I want other to know that the team name are my team 1       2        3        4         5         6         7 

I care a great deal about the team name 1       2        3        4         5         6         7 

No matter how far away from the team name I may be, I 

will always be loyal to the team 

1       2        3        4         5         6         7 

It would be difficult to change my beliefs in the team 

name sport team 

1       2        3        4         5         6         7 

I am likely to attend a team name game 1       2        3        4         5         6         7 

I consider myself a loyal fan of the team name 1       2        3        4         5         6         7 

The information that I find about the team name is useful 

to me 

1       2        3        4         5         6         7 

I personally care about the team name 1       2        3        4         5         6         7 

I am likely to talk about team name with my friends and 

family 

1       2        3        4         5         6         7 

I will stop being a fan of the team name if I move farther 

away from the team 

1       2        3        4         5         6         7 

Regardless of what happens, I will always be a team 

name fan 

1       2        3        4         5         6         7 

The information that I find about the team name is 

worthwhile to me 

1       2        3        4         5         6         7 

I am likely to watch team name games on television 1       2        3        4         5         6         7 

Supporting the team name is very important to me 1       2        3        4         5         6         7 
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Section Four 

 

Please select the appropriate response for each item below. 

In a typical week, how much time do you spend on team name blogs? 

 

a. A great deal 

b. A lot 

c. A moderate amount 

d. A little 

e. None at all 

 

In a typical week, how much time do you spend on team name mobile applications (e.g., phones, 

tablets)? 

 

a. A great deal 

b. A lot 

c. A moderate amount 

d. A little 

e. None at all 

 

In a typical week, how much time do you spend on team name social media (e.g., Facebook, 

Twitter)? 

a. A great deal 

b. A lot 

c. A moderate amount 

d. A little 

e. None at all 

 

In a typical week, how much time do you spend on the team name website? 

a. A great deal 

b. A lot 

c. A moderate amount 

d. A little 

e. None at all 

 

What is your age? 

a. 18 to 24 

b. 25 to 34 

c. 35 to 44 

d. 45 to 54 

e. 55 to 64 

f. 65 to 74 

g. 75 or older 

 

What is your gender? 

a. Female 

b. Male 
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Remember, please select the appropriate response for each item below. 

 

What is your race?  

a. White 

b. Black or African American 

c. Asian 

d. Native Hawaiian or Other Pacific Islander 

e. American Indian or Alaska Native 

f. Other 

 

What is the highest grade or level of school that you have completed? 

a. 8
th
 grade or less 

b. Some high school, but did not graduate 

c. High school graduate or GED 

d. Some college or 2-year degree 

e. 4-year college graduate 

f. More than 4-year college degree 

 

Which of the following categories best describes your employment status? 

a. Employed, working 1-39 hours per week 

b. Employed, working 40 or more hours per week 

c. Not employed, looking for work 

d. Not employed, NOT looking for work 

e. Retired 

f. Disabled, not able to work 
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Appendix E: Questionnaire Items Used in Pilot Study 

 
Construct  Item 

Functional Website Use FBlog1 I go to the team website to find information about the team name  

 FBlog2 I visit the team name website to learn about current issues with the team  

 FBlog3 If I need information about the team name, I log onto the team website  

 FBlog4 The team name website is not a good place to find out team information* 

   

Affective Website Use ABlog1 It is important for me to log on to the team website of the Team name to find out about the sport team   

 ABlog2 I would feel disconnected if I were not able to go to the team website to find information about the team name   

 ABlog3 I would lose interest in the team name if I were not able to go to the team website 

 ABlog4 If the team name website was unavailable, I would still support the team*   

   

Functional Social Media  FSoc1 I use social media (e.g., Facebook, Twitter) to find information about the team name  

Use FSoc2 I use social media (e.g., Facebook, Twitter) to learn about current issues with the team name  

 FSoc3 If I need information about the team name, I log onto social media (e.g., Facebook, Twitter) 

 FSoc4 Social media (e.g., Facebook, Twitter) is not a good place to find out information about the team name* 

   

Affective Social Media 

Use 

ASoc1 It is important for me to use social media (e.g., Facebook, Twitter) to find information about the team name   

 ASoc2 I would feel disconnected if I were not able to use social media (e.g., Facebook, Twitter) to find information 

about the team name   

 ASoc3 I would lose interest in the team name if I were not able use social media (e.g., Facebook, Twitter) 

 ASoc4 If social media (e.g., Facebook, Twitter) was unavailable, I would still support the team name*  

   

Functional Blog Use FBlog1 I read blogs to find information about the team name  

 FBlog2 I read blogs to learn about current issues with the team name 

 FBlog3 If I need information about the team name, I read blogs  

 FBlog4  Blogs are not a good place to find out information about the team name* 

   

Affective Blog Use ABlog1 It is important for me to read blogs to find information about the team name  

 ABlog2 I would feel disconnected if I were not able to read blogs to find information about the team name 

 ABlog3 I would lose interest in the team name if I were not able read blogs  

 ABlog4 If blogs were not available, I would still support the team name* 
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Construct  Item 

Functional Mobile  FMob1 I use mobile applications (e.g., phones, tablets) to find information about the team name  

Use FMob2 I use mobile applications (e.g., phones, tablets) to learn about current issues with the team name 

 FMob3 If I need information about the team name, I use mobile applications (e.g., phones, tablets) 

 FMob4 Mobile applications (e.g., phones, tablets) are not a good place to find out information about the team name* 

   

Affective Mobile  AMob1 It is important for me to use mobile applications (e.g., phones, tablets) to find information about the team name  

Use AMob2 I would feel disconnected if I were not able to use mobile applications (e.g., phones, tablets) to find information  

 AMob3 I would lose interest in the team name if I were not able use mobile applications (e.g., phones, tablets) 

 AMob4 If mobile applications (e.g., phones, tablets) were not available, I would still support the team name* 

   

Team Identification Id1 The team name are my team  

 Id2 I consider myself a loyal fan of the team name  

 Id3 Supporting the team name is very important to me  

 Id4 I want others to know that the team name are my team 

   

Attitude Importance Imp1 I personally care about the team name sport name   

 Imp2 Compared to how I feel about other professional sport teams, I care much more about the team name   

 Imp3 I care a great deal about the team name  

 Imp4 I would say that I consider team name sport team to be personally important   

   

Attitude Persistence Per1 I will still be a team name fan regardless of how far I live from the team 

 Per2 No matter how far away from the team name I may be, I will always be loyal to the team  

 Per3 Regardless of where I live, I will always be a team name fan  

 Per4 I will stop being a fan of the team name if I move farther away from the team* 

   

Attitude Resistance Res1 It would be unlikely for me to change my allegiance from the team name to another league team  

 Res2 It would be difficult to change my beliefs in the team name sport team  

 Res3 Regardless of what happens, I will always be a team name fan 

 Res4 I could easily be persuaded to change my favorite league team preference * 

   

Note. * = reverse coded item 
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Appendix F: Questionnaire Items Used in Final Study 

Construct  Item 

Functional Website Use FWeb1 I go to the team website to find information about the team 

 FWeb2 If I need information about the team I log onto the team website  

 FWeb3 I visit the team website to learn about current issues with the team 

   

Affective Website Use AWeb1 I feel out of touch when I haven’t viewed the team website for a while 

 AWeb2 I would be sorry if the team website shut down 

 AWeb3 I feel I am part of the team website community 

   

Functional Social Media  FSoc1 I use social media to find information about the team 

Use FSoc2 I use social media to learn about current issues with the team 

 FSoc3 If I need information about the team I log onto social media  

   

Affective Social Media  ASoc1 I feel I am part of the team social media community 

Use ASoc2 I would be sorry if the team social media shut down 

 ASoc3 I feel out of touch when I haven’t viewed the team social media for a while 

   

Functional Blog Use FBlog1 If I need information about the team, I read blogs 

 FBlog2 I read blogs to find information about the team  

 FBlog3 I read blogs to learn about current issues with the team  

   

Affective Blog Use ABlog1 I feel I am part of the team blogging community 

 ABlog2 I feel out of touch when I haven’t viewed the team blogs for a while 

 ABlog3 I would be sorry if the team blogs shut down 

   

Functional Mobile Use FMob1 I use mobile applications to find information about the team  

 FMob2 I use mobile applications to learn about current issues with the team  

 FMob3 If I need information about the team, I use mobile applications  
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Construct  Item 

Affective Mobile Use AMob1 I feel out of touch when I haven’t viewed the team mobile applications for a while 

 AMob2 I feel I am part of the team mobile applications community 

 AMob3 I would be sorry if the team mobile applications shut down 

   

Team Identification Id1 The team  are my team  

 Id2 I want others to know that the team are my team 

 Id3 I consider myself a loyal fan of the team  

 Id4 Supporting the team is very important to me  

   

Attitude Importance Imp1 I would say that I consider team to be personally important   

 Imp2 I care a great deal about the team  

 Imp3 I personally care about the team 

   

Attitude Persistence Per1 Regardless of where I live, I will always be a team fan 

 Per2 No matter how far away from the team I may be, I will always be loyal to the team  

 Per3 I will stop being a fan of the team if I move farther away from the team* 

   

Attitude Resistance Res1 I could easily be persuaded to change my favorite league team preference* 

 Res2 It would be difficult to change my beliefs in the team sport team 

 Res3 Regardless of what happens, I will always be a team fan 

   

Cognitive Outcomes Cog1 Finding information about the team is important to me  

 Cog2 The information that I find about the team is useful to me  

 Cog3 The information that I find about the team is worthwhile to me 

   

Behavioral Outcomes Beh1 I am likely to purchase licensed team merchandise  

 Beh2 I am likely to attend a team game  

 Beh3 I am likely to talk about the team with my friends and family 

 Beh4 I am likely to watch team games on television 

   

       Note. * = reverse coded item 
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