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Abstract 

The purpose of this study was to propose and test a research model by adapting 

technology acceptance model, trust, perceived enjoyment, and sport identification to 

understand why and how sport consumers purchase sport products online. To achieve the 

purpose of the study, an online survey was conducted with a total of 527 undergraduate and 

graduate students from 14 universities in the U.S. using stratified purposeful sampling and 

respondent driven sampling methods.  

Through structural equation modeling, the model was tested to advance the 

understanding of online sport consumer behavior. The results from the study suggest the 

research model was relatively appropriate to explain the online sport consumer behavior 

(x2/df = 3.679, p < .001; CFI = .901; NFI = .869; TLI = .882; RMSEA = .071). The findings 

provide evidence that sport consumers are unique as hedonic and intrinsic rather than 

utilitarian in terms of online shopping of sport products.  Additionally, trust was most 

influential as a motivator for using the Internet for purchasing sport products. However, 

utilitarian and extrinsic factors were not important contributors to the research model, as 

motivators from the original TAM, such as perceived ease of use, perceived usefulness, and 

attitude, did not influence online purchase intentions of sport products.  

Through a regression analysis, the moderating effect of sport identification was 

examined (β = .59, t (524) = 16.73, p < .001), suggesting that sport identification was a 

significant moderator when explaining online sport consumer behavior as consumers showed 

different consumption patterns depending on their level of sport identification. The study is 

one of the first to test the adapted TAM to examine the actual purchases of sport products 

online, and provide theoretical and practical implications. 
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Chapter One: Introduction 

The Internet has provided sport businesses with opportunities to increase revenue 

and reach more consumers (Hur, Ko, & Valacich, 2007). According to eMarketer (2013), 

global business-to-consumer (B2C) e-commerce sales increased by 21.1% to one trillion 

dollars in 2012 compared to 2011, and estimated to grow 18.3% to $1.3 trillion in 2013. 

Also, e-commerce, doing business electronically (Molla & Licker, 2001), of sporting 

goods accounted for 68.6% of total sales, $4.82 billion out of $7.03 billion in 2009 up 

19.2% compared to the previous year (U.S. Census Bureau, 2012). In fact, e-commerce 

of sporting goods was the second largest increasing area followed by computer software 

in terms of change of sales volume. As a result of the growth of e-commerce, major 

professional teams have enabled online transactions for fans via their websites (O’Cass & 

Carlson, 2010). For example, the Minnesota Twins sell tickets and merchandise, and also 

provide auction services through their website (Minnesota Twins, n.d.).  

The proliferation of e-commerce has stimulated researchers and practitioners to 

make efforts to understand factors influencing online consumer behavior (e.g., Gefen & 

Straub, 2004; Kim, Ferrin, & Rao, 2008; Palvia, 2009; Zhang & Won, 2009). Particularly 

researchers have addressed online consumer behavior by focusing on behavioral 

intentions and/or actual behavior (Kim et al., 2008; Pavlou & Fygenson, 2006; Schlosser, 

White, & Lloyd, 2006). To understand online consumer behavior, the technology 

acceptance model (TAM) (Davis, 1986, 1989; Davis, Bagozzi, & Warshaw, 1989) has 

been broadly used.  

 The TAM was originally developed to understand why individuals accept or 

reject a computer-based information system (Davis, 1989; Davis et al., 1989). According 
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to the TAM, two beliefs such as perceived usefulness and perceived ease of use are 

primarily relevant for one's behavioral intentions to use a technology, which is linked to 

subsequent actual behavior (Teo, Lim, & Lai, 1999; Venkatesh, 2000). A large number of 

researchers have demonstrated that the TAM is robust and parsimonious (Adams, Nelson, 

& Todd, 1992; Davis, 1993; Mathieson, 1991). However, some researchers argued that 

the TAM's parsimony can be considered a major limitation (Ha & Stoel, 2009; Venkatesh, 

2000; Vijayasarathy, 2004). More specifically, the TAM provides very general 

information on users' opinions about a system (Mathieson, 1991). Therefore, the variables 

in the TAM may be more appropriate to explain a few technology use choices than to 

understand situations where user's voluntary choices are needed such as online shopping 

(Ha & Stoel, 2009; Vijayasarathy, 2004). As such, the TAM should be revised or 

extended to fully understand online consumer behavior. 

In addition to the theoretical shortcomings, a practical issue has provided a 

rationale for developing a theoretical framework to explain online consumer behavior. 

When examining the buying process through the Internet, many customers visit as many 

websites as they can to search products and price, and select only one site among them to 

buy a product or decide to buy offline (McKnight & Chervany, 2002). Therefore, most 

online customers remain merely website visitors, not actual buyers (Yoon, 2002). 

Furthermore, many people abandon their shopping carts when they reach the checkout 

process (Lim, Sia, Lee, & Benbasat, 2006). Because of this type of search behavior, many 

online retailers are struggling to find a way to convert these visitors to actual buyers 

(Donthu & Garcia, 1999; Schlosser et al., 2006).  

Researchers have attributed this issue to the consumer perceptions of uncertainty 
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and risk in online transactions that may be reduced by trust development (Everard & 

Galletta, 2006; Kim et al., 2008; McKnight, Choudhury, & Kacmar, 2002). It is harder for 

the online retailers to build trust with consumers than for the offline retailers (Everard & 

Galletta, 2006). Contrary to traditional transactions involving brick-and-mortar stores 

where trust tends to be focused on face-to-face personal relationships (Kim et al., 2008), 

online transactions involve both depending on an unseen and unknown vendor and 

transacting on the website with inherent fiduciary, security, and privacy risks (Everard & 

Galletta, 2006; Shiau & Lou, 2012; Teo & Liu, 2007; Yoon, 2002).  

To overcome these theoretical and practical limitations, researchers have 

extended the TAM by adding constructs such as trust (Gefen, 2004; Gefen, Karahanna, & 

Straub, 2003; Ha & Stoel, 2009; Palvia, 2009) and applying social exchange theory (Blau, 

1964; Emerson, 1962; Homans, 1958). Researchers have also paid attention to perceived 

enjoyment as an internal motivation of using a system (Brunner & Kumar, 2005; Davis, 

Bagozzi, & Warshaw, 1992; Igbaria, Iivary, & Maragahh, 1995; Igbaria, Parasuraman, & 

Baroudi, 1996; Venkatesh, 2000; Van der Heijden, 2003) because the use of a system or 

online shopping may not be considered to be performance-oriented as in a workplace 

setting (Bruner & Kumar, 2005). The extended TAM has proven to be robust and 

parsimonious in previous research among several contexts including Internet use (Bruner 

& Kumar, 2005; Lin & Lu, 2000; Van der Heijden, 2003), mobile commerce (Wu & 

Wang, 2005), e-commerce with non-sport products (Childers, Carr, Peck, & Carson, 2001; 

Koufaris, 2002), and online learning (Lee, 2010; Saadé & Bahli, 2005). 

Despite the phenomenal growth of the Internet, little empirical research has been 

conducted to explain factors that influence the purchases of sport consumers in online 
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settings. Most sport consumer behavior research has been based on the marketing and 

sports theories that were developed to explain consumer behaviors in the traditional 

transaction context (Zhang & Won, 2010). Recently, researchers have begun to recognize 

the importance of the Internet as a non-traditional distribution channel (Hur et al., 2007; 

Zhang & Won, 2009, 2010). However, little research has applied theoretically sound 

frameworks that can be specifically used to explain online sport consumer behavior. For 

example, previous research has focused on sport organizations' websites as 

communication tools (Filo & Funk, 2005), motivations of using the websites of sport 

organizations (Seo & Green, 2008), motivations and concerns related to online sport 

product purchases (Hur et al., 2007), and online licensed-sport merchandise purchases 

(Zhang & Won, 2009, 2010).  

Need for the Study 

As the Internet has been used broadly and grown quickly, researchers have paid 

attention to its role as an information system, a communication tool, and a distribution 

channel (O’Cass & Carlson, 2010). Sport organizations have developed their websites by 

focusing on those features, and researchers have investigated online sport consumer 

behavior in the sport organizations' websites (e.g., Filo & Funk, 2005; Seo & Green, 

2008). That is, research has primarily examined the role of the websites as a 

communication tool or information source. However, it is assumed that how online sport 

consumers utilize the website is different between information seekers and sport product 

buyers. According to Shank (2002), decision-making process consists of five steps 

including problem recognition, information search, evaluations of alternatives, 

purchasing, and post-purchasing evaluation. Given that the information search is 
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performed prior to actual purchase, a study involving the actual purchase is needed to 

address further analysis. However, only a few scholars have examined the online 

consumption of sport product including monetary transactions (e.g., Hur et al., 2007; 

Zhang & Won, 2009, 2010). 

Understanding online consumer behavior in the sport context, as opposed to the 

general consumer setting, is important and timely. Given that the sport consumers are 

distinguished from other types of consumers due to the unique nature of sport products, 

their online purchase behavior can be different. According to Mullin, Hardy, and Sutton 

(2007), the sport product provides the consumer some basic needs such as health, 

entertainment, sociability, and achievement through the distinctive nature of the sport 

product. The qualities of a sport product can be described as intangible and experiential, 

and thus, each sport consumer considers the sport product subjectively (Mullin et al., 

2007). Furthermore, a sport fan is often considered a member of a special group, 

sometimes as a member of a sport organization, rather than just a consumer of a product 

(Heere & James, 2007). This suggests that the sport product is also dependent on social 

facilitation (Mullin et al., 2007). This evidence suggests that sport consumers may show 

different behavioral patterns in the online context under the social influence from 

consumers in other product categories. 

Sport consumers are psychologically attached to team, sport, or university 

(Kwon, Trail, & Anderson, 2005; Robinson & Trail, 2005; Trail, Robinson, Dick, & 

Gillentine, 2003; Woo, Trail, Kwon, & Anderson, 2009), and psychological attachment to 

the team is one of the key determinants of sport consumption behavior (Cialdini, Borden, 

Thorne, Walker, Freeman, & Sloan, 1976; Sloan, 1989; Funk & James, 2001; Wann & 
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Branscombe, 1993). Furthermore, Heere, James, Yoshida, and Scremin (2011) 

emphasized the importance of identification in the field of sport management by 

suggesting a central role of identification within the marketing strategy of a sport 

organization due to its correlation with loyalty and consumer behavior patterns. Highly 

identified sport consumers also display attitudinal loyalty by resisting changes in 

response to conflicting information or experience, persisting their attitude over time, and 

processing their biased cognition about their favorite sports or teams (Funk & James, 

2001, 2004). As such, sport identification should be taken into consideration to 

understand online sport consumer behavior.  

To fully utilize the business opportunities of the Internet, sport marketers need to 

develop a better understanding of online sport consumers and their behavior using a 

theoretically sound framework. In particular, sport marketers need to understand factors 

influencing the online sport consumer behavior and explain how sport consumers make 

decisions to buy sport products online.  

Purpose of the Study 

The purpose of the present research is to propose and test a conceptual model to 

explain how sport consumers purchase sport products online. Specifically, this study 

extends the TAM by including trust, perceived enjoyment, and sport identification in 

order to propose an adaptive model pertaining to the sport context. This study includes 

the following eight variables: perceived ease of use, perceived usefulness, trust, perceived 

enjoyment, attitude, online purchase intentions, online purchase, and sport identification. 

Of these constructs, sport identification is included as a moderator of the research model. 

First, the model proposes the positive influences of perceived ease of use on 
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endogenous variables, such as perceived usefulness, trust, perceived enjoyment, attitude, 

and online purchase intentions. Second, the research model includes the positive effects 

of perceived usefulness on endogenous factors, including attitude and online purchase 

intentions. Third, the model proposes the positive influences of trust on perceived 

usefulness, attitude, and online purchase intentions. Fourth, the model includes the 

positive effects of perceived enjoyment on endogenous variables, including attitude and 

online purchase intentions. Fifth, the research model also includes the positive influences 

of attitude on online purchase intentions. Sixth, the model proposes the positive effects of 

online purchase intentions on online purchase. Lastly, the level of sport identification was 

measured to test its moderating effect on the proposed model.  

This study will provide further understanding of consumer behaviors in the online 

environment for researchers and practitioners who are interested in factors that influence 

the online purchases of sport products. In addition, the application of such a model to a 

variety of online sport consumption outlets in future contexts may contribute to the 

advancement of a body of knowledge in the field of sport management. 

Theoretical Rationale for the Study 

The present study examines and tests a proposed model of website acceptance for 

purchasing sport products. In order to test the proposed model, several theories provide a 

foundation: theory of reasoned action (TRA) (Ajzen & Fishbein, 1980; Fishbein & Ajzen, 

1975), expectancy theory (Vroom, 1964), self-efficacy theory (Bandura, 1977, 1982), the 

TAM, social exchange theory (Blau, 1964, Homans, 1961; Kelley, 1982; Kelley & 

Thibaut, 1978; Thibaut & Kelley, 1959), motivation theory (Atkinson, 1964; Calder & 

Staw, 1975; Hunt, 1965; Koch, 1956; Young, 1961), and social identity theory (Tajfel, 
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1978, 1982; Tajfel & Turner, 1979).  

Of these theories the TAM provides the basic framework for this study because it 

is considered to be useful to understand, specifically, why and how online sport 

consumers accept the Internet both as a store and as a system (Ha & Stoel, 2009). The 

TAM consists of external variables, perceived usefulness, perceived ease of use, attitudes, 

and intentions. The TAM was developed based on the TRA, expectancy theory, and self-

efficacy theory. The TAM postulates that behavioral intentions are primarily relevant to 

two information system use-related factors such as perceived usefulness and perceived 

ease of use (Davis et al., 1989). That is, the more the system is perceived useful and easy 

to use, the stronger intentions for using the system.  

Although the TRA provided theoretical framework for the TAM, it may not be 

appropriate to explain online consumer behavior because it has been used to explain 

behavioral intentions and/or behavior across a broad number of human behaviors rather 

than a specific behavior (Davis et al., 1989; Fishbein & Ajzen, 1975; Madden, Ellen, & 

Ajzen, 1992; Hansen, Jensen, & Solgaard, 2004). Therefore, it may not be applied to a 

certain circumstance such as online consumption of the sport products.  

In addition to the TAM, social exchange theory also provides the theoretical 

rationale for online consumer behavior. According to social exchange theory, trust is 

essential in a social exchange and determines people's expectations from the relationship 

because rewards cannot be guaranteed in a social exchange (Blau, 1964; Konovsky & 

Pugh, 1994; Lewis & Weigert, 1985; Luhmann, 1979). As consumers transact with 

amorphous retailers via the Internet, they are more likely to perceive risks regarding 

transactions.  
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As mentioned above, the TRA, the TAM, social exchange theory, motivation 

theory, and social identity theory provide theoretical foundations for the research model. 

However, with the exception of social identity theory, those theories have not been fully 

examined in the context of sport. Furthermore, considering the uniqueness of sport 

consumers, it is critical to integrate and apply those theories to a research model and test 

the model in the sport setting. As such, this study will provide advance understanding of 

online sport consumer behavior. 

Previous Research and Hypotheses Development 

This section provides review of research suggesting the relationships among the 

constructs of the proposed research model. The process of research hypothesis 

development utilizing previous literature is detailed below. The hypotheses include the 

relationships among the constructs such as perceived ease of use, perceived usefulness, 

trust, perceived enjoyment, attitude, online purchase intentions, and online purchase. 

Additionally, a hypothesis involves a moderating effect of sport identification on the 

research model. As such, a total number of 15 hypotheses were developed based on the 

extensive review of literature.  

Perceived Ease of Use and Perceived Usefulness 

According to the TAM, there is a positive relationship between perceived 

usefulness and perceived ease of use (Van der Heijden, 2003). Specifically, the influence 

of perceived ease of use on perceived usefulness and attitude was found in several studies 

(Davis, 1989, 1993; Ha & Stoel, 2009; Mathieson, 1991; Saadé & Bahli, 2005; Van der 

Heijden, 2003; Yang & Yoo, 2004) given that the system is developed and enhanced by 

making it easier to use (Venkatesh & Davis, 2000). This suggests that if a sport consumer 
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believes that the website selling the sport product is easy to learn or use, he or she will 

tend to consider these systems to be more useful compared to their competitors (Bruner & 

Kumar, 2005; Wu & Wang, 2005). This process therefore helps the consumer to have an 

intention to buy the sport product in the website. As such the following is offered:  

H1: A sport consumer’s perceived ease of use of a website for sport products will 

positively influence perceived usefulness of the website. 

Perceived Ease of Use and Trust 

Gefen et al. (2003) posited the effect of perceived ease of use on trust based on 

the role of trust in offline business interactions. Kumar (1996) argued that well explained 

and easy to understand processes are a necessity for creating trust in business transactions. 

For example, if an online retailer made great effort in configuring the website so that it is 

usable and easy to navigate, users will conclude not only that it is easy to use but also that 

the online retailer is investing in the relationship, and thus trustworthy (Gefen et al., 

2003). Therefore, it is posited that:  

H2: A sport consumer's perceived ease of use of a website for sport products will 

positively influence trust toward the website. 

Perceived Ease of Use and Perceived Enjoyment 

Researchers have demonstrated the effect of perceived ease of use on perceived 

enjoyment in workplace settings (e.g. Davis et al., 1992; Igbaria et al., 1995) and in 

Internet or website use contexts (Brunner & Kumar, 2005; Moon & Kim, 2001; Teo et al., 

1999; Turel, Serenko, & Giles, 2011). Moon and Kim (2001) used perceived playfulness 

as a similar concept of perceived enjoyment. They argued that information technology 

that is easier to use is likely to be less threatening and more playful to the users. Igbaria et 
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al. (1995) suggested that perceived ease of use of a website has a strong impact on its 

perceived enjoyment. Therefore, perceived ease of use is considered an important 

determinant of perceived enjoyment when using the website. Based on the review of 

literature, it is postulated that: 

H3: A sport consumer's perceived ease of use of a website for sport products will 

positively influence perceived enjoyment when using the website. 

Perceived Ease of Use and Attitude 

Like perceived usefulness, perceived ease of use is also a belief that influences 

consumer’s attitude toward using the technology (Davis et al., 1989; Mathieson, 1991; 

Porter & Donthu, 2006; Van der Heijden, 2003; Yang & Yoo, 2004). When sport 

consumers believe that a website is easy to use, learn, or navigate, they are more likely to 

have a positive attitude toward using the website. Although both perceived usefulness and 

perceived ease of use have positive effects on attitude, the effect of ease of use on attitude 

is debated (Ha & Stoel, 2009). For example, compared to perceived usefulness, perceived 

ease of use has a weaker direct effect on attitudes (Davis, 1989; Porter & Donthu, 2006). 

On the other hand, Van der Heijden (2003) suggested that perceived ease of use 

influences attitude at almost the same level as perceived usefulness. Therefore, an effect 

of perceived ease of use on attitude should be examined in order to understand the 

relationship between perceived ease of use and attitude. Therefore, it is posited that:  

H4: A sport consumer’s perceived ease of use of a website for sport products will 

positively influence attitude toward buying sport products on the website.  

Perceived Ease of Use and Online Purchase Intentions 

In the online consumer behavior, a web interface that is perceived as easy to 
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operate tends to be more accepted by consumers (Pavlou, 2003). Many researchers found 

that perceived ease of use has a direct effect on various behavioral intentions such as 

intentions to return to an e-vendor, intentions to use the communication technology, 

intentions to transact online, and intentions to use the information technology (Gefen et 

al., 2003; Im, Kim, & Han, 2008; Pavlou, 2003; Venkatesh, 2000; Venkatesh & Davis, 

2000). In the sport context, Hur, Ko, and Claussen (2011) proposed that a sports fan’s 

perceived ease of use of a sports website will positively influence intention to use the 

website. Therefore, it is posited that: 

H5: A sport consumer’s perceived ease of use of a website for sport products will 

positively influence the intentions to buy a sport product online. 

Perceived Usefulness and Attitude 

Individuals form positive or negative feelings about performing the target 

behavior based on certain beliefs (Davis et al., 1989; Fishbein & Ajzen, 1975). Yang and 

Yoo (2004) suggested that perceived usefulness positively influences both affective and 

cognitive attitudes toward a website. Therefore, how useful a website can be an important 

factor for consumers when developing an attitude toward using the website (Davis et al., 

1989; Porter & Donthu, 2006). Researchers have also suggested the effect of perceived 

usefulness on attitude toward using the website for shopping (Brunner & Kumar, 2006; 

Ha & Stoel, 2009; Kim, Kim, & Shin, 2009; Palvia, 2009). Furthermore, many 

researchers have found that attitude mediates perceived usefulness and behavioral 

intention. For example, Davis et al. (1989) and Van der Heijden (2003) found that attitude 

is a mediator between perceived usefulness and behavioral intention. That is, if sport 

consumers believe that the website is useful, they will have a positive attitude toward the 
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website, and then they have intentions to buy sport products from the website. This leads 

to the following hypothesis posited:  

H6: A sport consumer’s perception of usefulness of a website for sport products 

will positively influence attitude toward buying sport products from the website. 

Perceived Usefulness and Online Purchase Intentions 

Perceived usefulness has been demonstrated to be a strong determinant of usage 

intentions in both with-attitude and without-attitude models (Venkatesh & Davis, 2000). 

Venkatesh and Bala (2008) found that perceived usefulness is the strongest predictor of 

behavioral intentions among perceived ease of use, subjective norm, experience, and 

voluntariness. Several researchers suggested the positive effect of perceived usefulness 

on online purchase intentions (Chiu, Lin, Sun, & Hsu, 2009; Gefen et al., 2003; Ha & 

Stoel, 2009; Kim et al., 2009; Palvia, 2009). In the sport context, Hur et al. (2011) 

suggested that a sports fan’s perception of the usefulness of a sports website will 

positively influence intentions to use the website. This leads to the following hypothesis 

to be proposed:  

H7: A sport consumer’s perception of the usefulness of a website for sport 

products will positively influence the intentions to buy a sport product online. 

Trust and Perceived Usefulness 

In addition to the original TAM constructs, trust has been included in the TAM to 

explain the online consumer behavior in the online shopping setting. Several researchers 

suggested a significant influence of trust on TAM constructs such as perceived usefulness 

(Gefen et al., 2003; Ha & Stoel, 2009; Pavlou, 2003) and attitude (Ha & Stoel, 2009; Kim 

et al., 2009; Palvia, 2009). Trust toward a website enables individuals to have subjective 



 

14 

guarantee that the online retailer will make good on its side of the transaction and behave 

as promised so that individuals can gain the expected benefits from the interaction (Gefen 

et al., 2003). Gefen (2004) found that when clients have trust toward the online retailer, 

they perceive usefulness of the website in the enterprise resource planning customization 

context. Furthermore, Palvou (2003) argued that if the trust toward an online retailer is 

low, customers should pay special attention to all aspects of the transaction process while 

increasing the time and effort required. Therefore, the following hypothesis is suggested:  

H8: A sport consumer’s trust toward a website for sport products will positively 

influence perceived usefulness of the website. 

Trust and Attitude 

Researchers have also suggested a significant influence of trust on attitude, one 

of the TAM constructs (Ha & Stoel, 2009; Kim et al., 2009; Palvia. 2009). Website trust 

is highly correlated with satisfaction, and online consumer’s satisfaction and/or 

dissatisfaction can be also viewed as an attitude toward online consumption (Yoon, 2002). 

Therefore, trust toward the web vendor has a positive influence on attitude for the 

website vendor (Ha & Stoel, 2009; Palvia, 2009). Teo and Liu (2007) examined the 

antecedents and consequences of consumer trust, and found that consumers’ trust toward 

the e-vendor has a positive effect on attitude. Suh and Han (2003) found that trust is one 

of the most important beliefs in explaining a consumer's attitudes towards using Internet 

banking. Lim et al. (2006) also suggested an indirect relationship between trust and 

online purchase intentions through attitude toward online shopping. Therefore, following 

hypothesis is suggested:  

H9: A sport consumer’s trust toward a website for sport product will positively 
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influence attitude toward buying sport products from the website. 

Trust and Online Purchase Intentions 

Trust plays a critical role in consumer’s adoption of online shopping (Ha & Stoel, 

2009), and Yoon (2002) found that web-site trust positively influences online purchase 

intentions. Beliefs in integrity, competence, and benevolence of a website positively 

influence consumer’s trust in the website (Palvia, 2009). In addition, the consumers who 

trust the website are more likely to transact online. There was a direct and indirect 

positive relationship between trust and online purchase intentions (Lim et al., 2006; 

Pavlou, 2003). Jarvenpaa, Tractinsky, and Vitale (1999) found that trust influences the 

consumer’s attitude and risk perceptions, and in turn it influences the willingness to buy 

online.  

Further research by Bart, Shankar, Sultan, and Urban (2005) examined the 

relationships among website and personal characteristics, online trust, and behavioral 

intentions. They found that online trust partially mediates the relationships between 

website characteristics and behavioral intent. They categorized the website characteristics 

such as privacy, security, navigation and presentation, brand strength, advice, order 

fulfillment, community features, and absence of errors. Specifically, privacy, navigation, 

advice, order fulfillment, and absence of errors were found to be important for building 

trust in retail websites. Additionally, this mediating effect was found to be strong for sites 

with infrequently purchased and high-involvement items, but weak for the websites with 

frequent transactions. Pavlou (2003) found that trust affects perceived risk, perceived 

usefulness, and perceived ease of use, and in turn, purchase intention. Given this 

extensive research, it is posited that: 
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H10: A sport consumer’s trust toward a website for sport products will positively 

influence the intentions to buy a sport product from the website. 

Perceived Enjoyment and Attitude 

Perceived enjoyment has also been considered a determinant of the TAM 

constructs. Researchers suggested that perceived enjoyment influences attitude in either 

the Internet use context (Brunner & Kumar, 2005; Moon & Kim 2001; Van der Heijden, 

2003) or the online shopping setting (Childers et al., 2001). Specifically, researchers 

found that perceived enjoyment plays an important role to form positive attitude toward 

using the Internet (e.g., Brunner & Kumar, 2005; Moon & Kim, 2001; Van der Heijden, 

2003). Moon and Kim (2001) argued that the influence of perceived playfulness is 

especially stronger when individuals use the Internet with the entertainment purpose. It 

was found that perceived enjoyment positively influences attitude toward shopping online 

as well (Childers et al., 2001; Ha & Stoel, 2009). Specifically, Childers et al. (2001) 

argued that perceived enjoyment is a strong predictor of attitude in the hedonic 

environment of online transactions. Given this extensive research, it is posited that: 

H11: A sport consumer’s perceived enjoyment toward a website for sport 

products will positively influence attitude toward buying sport products from the website. 

Perceived Enjoyment and Online Purchase Intentions 

Davis et al. (1992) found that individuals' intentions to use computers in the 

workplace are influenced by the degree of enjoyment they experience in using the 

computer in itself. They argued that if the enjoyment of using a system is enhanced, a 

productive system would be more likely to be adopted by users. Additionally, the 

influence of perceived enjoyment on intentions was reported in the Internet use context 
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(Hur, 2007; Moon & Kim, 2001; Van der Heijden, 2003) and the online shopping setting 

(Koufaris, 2002). Van der Heijden (2003) emphasized a strong influence of perceived 

enjoyment on intentions to use a portal website that has both entertainment and 

enjoyment functionality. Hur (2007) found that among the beliefs such as perceived 

usefulness, perceived ease of use, perceived enjoyment, and perceived trustworthiness, 

perceived enjoyment is the most important determinant of intentions to use sport-related 

websites. Therefore, it is posited that:  

H12: A sport consumer’s perceived enjoyment toward a website for sport 

products will positively influence the intentions to buy sport products from the website. 

Attitude and Online Purchase Intentions 

According to the TRA, behavioral intentions are directly influenced by attitude 

(Fishbein & Ajzen, 1975). Researchers also confirmed this relationship in the TAM, 

specifically, in the context of online shopping (Ha & Stoel, 2009; Kim et al., 2009; Palvia, 

2009). Attitude toward online purchase is a critical variable to differentiate between sport 

product online buyers and sports website browsers (Zhang & Won, 2010). Lim et al. 

(2006) suggested that attitudes toward online shopping have a positive effect on 

willingness to buy online. In the original TAM, attitude was included as a mediator 

between perceived usefulness, perceived ease of use, and behavioral intentions. 

Researchers (Bruner & Kumar, 2005; Ha & Stoel, 2009; Lin & Lu, 2000) have examined 

the mediating role of attitude in the process of online buying behavior. However, there is 

a lack of consensus regarding this mediating role of attitude (Davis et al., 1989; Gefen et 

al., 2003; Pavlou, 2003; Venkatesh, 2000; Venkatesh & Davis, 2000) as it partially 

mediates perceived usefulness and behavioral intentions (Venkatesh, 2000). That is, 
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although perceived usefulness has a weak effect on attitude, perceived usefulness still has 

a strong effect on behavioral intentions (Venkatesh, 2000). However, Van der Heijden 

(2003) argued that attitude plays a powerful role as a mediator between beliefs and the 

intention to use. Therefore, it is suggested that attitude should be included in the proposed 

model, and the following hypothesis was generated:  

H13: A sport consumer’s attitude toward buying sport products on a website will 

positively influence the intentions to buy a sport product from the website.  

Online Purchase Intentions and Online Purchase 

According to the TRA, a behavioral intention is a salient predictor of the actual 

behavior (Fishbein & Ajzen, 1975), and several researchers have included both 

behavioral intentions and behavior in the TAM and proved the positive relationship 

between them (Davis et al., 1989; Pavlou, 2003; Suh & Han, 2002; Van der Heijden, 

2003; Venkatesh & Bala, 2008; Venkatesh & Davis, 1996, 2000; Wu & Wang, 2005). 

That is, the stronger the behavioral intention, the more likely the user is to fulfill the 

actual behavior. Lim et al. (2006) suggested that greater willingness to buy from the 

online store leads to more actual buying from that store. Therefore, it is posited that:  

Hypothesis 14: A sport consumer’s level of intentions to buy sport product from 

the website will positively influence actual purchase. 

Moderating Effect of Sport Identification  

In the current study, sport identification is included as a moderator of the research 

model. Researchers have found that sport consumers have different patterns of product 

consumption depending on their levels of sport identification. That is, highly identified 

fans are more likely to have purchase intentions in comparison to the fans who have 
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lower level of team identification (Madrigal, 2000, 2001; Walker & Kent, 2009), that is 

similar to the concept of sport identification. More specifically, Terry and Hogg (1996) 

argued that a type of depersonalization occurs for high identifiers such that their 

behavioral intentions are guided more by a group prototype or norm than by personal 

factors. Madrigal (2001) found that the critical personal determinant of intentions is the 

favorability of the person's attitude toward the behavior for the low identifiers. Madrigal 

(2001) also found the moderating effect of team identification on the relationship 

between attitudes toward purchasing products from a corporate sponsor and purchase 

intentions for the sponsor's products. It was argued that highly identified individuals are 

more likely to develop behavioral intentions that are in accordance with the goals and 

objectives of the team than they are with personal factors such as an attitude toward the 

behavior. It was also suggested that high identifiers are more likely to base their 

behavioral intentions on what is perceived as being good for the team rather than on a 

personal assessment of the behavior itself (Madrigal, 2001). Walker and Kent (2009) 

suggested that the influence of professional football teams' corporate social responsibility 

(CSR) increased patronage dimensions (i.e., repeat purchase, word of mouth, 

merchandise consumption, media consumption) significantly as the level of team 

identification increased. As such, the moderating role of sport identification is suggested 

in the proposed model. 

Hypothesis 15: The level of sport identification will moderate the purchase of 

sport products online. 

A Proposed Model 

Based on the extensive review of literature, a total number of 15 hypotheses were 
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suggested. The research hypotheses suggest the relationships between the variables, such 

as perceived ease of use, perceived usefulness, trust, perceived enjoyment, attitude, 

online purchase intentions, and online purchase. The proposed research model is 

presented in Figure 1.1. 

 

 

Figure 1. 1. Proposed Research Model for Online Purchase of Sport Products 
 

 

The relationships between the variables include the influence of perceived ease of 

use on perceived usefulness (H1), trust (H2), perceived enjoyment (H3), attitude (H4), 

and online purchase intentions (H5); the influence of perceived usefulness on attitude (H6) 

and online purchase intentions (H7); the influence of trust on perceived usefulness (H8), 

attitude (H9), and online purchase intentions(H10); the influence of perceived enjoyment 

on attitude (H11) and online purchase intentions (H12); the influence of attitude on online 

purchase intentions (H13); and the influence of online purchase intentions on online 

purchase (H14), respectively. Furthermore, a moderating effect of sport identification 

(H15) is included in the research model.  
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Significance of the Study 

Most sport consumer behavior research has been based on marketing and sport 

theories that were developed to explain consumer behaviors in traditional brick-and-

mortar commerce format (Zhang & Won, 2010). However, researchers have begun to 

make efforts to highlight the importance of the Internet as a communication tool for sport 

organizations (Filo & Funk, 2005; Seo & Green, 2008) or a non-traditional distribution 

channel (Hur et al., 2007; Zhang & Won, 2009, 2010). Previous research that tried to 

explain the online sport consumer behavior has focused on sport organizations' websites 

as a communication tool (Filo & Funk, 2005), motivations of consumers to use the 

websites of sport organizations (Seo & Green, 2008), motivations and concerns related to 

online sport product purchase (Hur et al., 2007), and online licensed-sport merchandise 

purchase (Zhang & Won, 2009, 2010). However, only a few researchers have applied 

sound theoretical models to explain the online sport consumer behavior. For instance, Hur 

(2007) proposed and tested a conceptual model to explain the online consumer behavior 

by incorporating sport-specific variables (e.g., commitment and involvement) and trust 

into the TAM, but the model focused on sport-related information seeking. In addition, 

little empirical research has been conducted to extensively explain factors influencing 

sport consumers' acceptance of websites for buying sport products. 

For these reasons, this study will focus on explaining the process of how sport 

consumers accept websites using the TAM constructs, trust, perceived enjoyment, and 

sport identification. This study will contribute to the understanding of how sport 

consumers accept the websites and whether information technology-based models can be 

applied to the sport context. This study will also provide a theoretical model to explain 
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the online sport consumer behavior. Therefore, this study will provide additional 

understandings of consumer behaviors in the online environment for researchers and 

practitioners who are interested in factors that influence online purchases of sport 

products. Furthermore, the application of such a model to a variety of online sports 

consumption experiences in future contexts may contribute to the advancement of a body 

of knowledge in the field of sport management. 

In addition to the theoretical implications, this study will provide managerial 

direction for sports marketers. After empirical validation of the model, results will 

provide information about the important factors to attract sport consumers who want to 

buy sport products using the Internet. It is also important to know that the usage of the 

Internet by sports fans for purchasing sport products may be different depending on their 

level of identification to a sport. With this gathered information, sport marketers can 

segment their customers in a more sophisticated manner and can subsequently adjust their 

websites to retain existing customers and attract new customers. Overall, sport marketers 

will be able to plan and implement a better strategy for successful online business. This 

study will also facilitate further studies that integrate other factors within the proposed 

model that might influence online purchases in the sport context. 

Definition of Terms 

The terms used in the present study are defined as follows: 

Online sport consumer: a consumer who uses a website for purchasing a sport-related 

product (Hur, 2007). 

Sport products: any good, service, person, place, or idea with tangible or intangible 

attributes that satisfies the consumer's need or desire for sport related products 
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(Pitts & Stotlar, 2013).  

Perceived ease of use: the extent to which an online sport consumer believes that using a 

website would be free of effort (Davis, 1989). 

Perceived usefulness: the degree to which an online sport consumer believes that using a 

website would enhance online purchase (Davis, 1989). 

Trust: a set of specific beliefs including integrity, benevolence, ability, and predictability 

(Gefen et al., 2003). 

Perceived enjoyment: the extent to which the activity of using a website is perceived to be 

enjoyable in its own right, apart from any performance consequences that may be 

anticipated (Davis et al., 1992).  

Attitude: online sport consumers' degree of evaluative affect toward online purchase of 

sport products (Davis et al., 1989; Fishbein & Ajzen, 1975). 

Online purchase intentions: an online sport consumer's intentions to purchase a sport 

product from a website (Fishbein & Ajzen, 1975). 

Online purchase: observable acts on a website to purchase sport products in terms of 

frequency or duration (Fishbein & Ajzen, 1975). 

Sport identification: an orientation of the self in regard to a sport that results in feelings or 

sentiments of close attachment (Trail, Anderson, & Fink, 2000). 

Limitations and Delimitations of the Study 

This study seeks to examine a proposed model to explain how sport consumers 

purchase sport products online. Additionally, this study seeks to confirm and examine 

factors influencing online purchases of sport product. While pursuing the purpose of the 

study, however, limitations and delimitations are expected in the research.  
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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.  First, the use of self-administered data is a limitation within this 

study. That is, the use of self-report scales to measure study variables suggests the 

possibility of a common method bias for some of the results. According to Andrew, 

Pedersen, and McEvoy (2011), the incidence rate of social desirability or the tendency of 

respondents to answer questions to portray themselves in a favorable manner will likely 

increase.  

Second, limitations of the study also include participation conveniently being 

restricted through respondent driven sampling and stratified purposeful sampling 

methods to undergraduate and graduate students. Accordingly, the result of this study will 

not represent the whole population of the study. Future research should be conducted with 

a sample more representative of the entire online sport product buyers. 

Third, the nature of the study is cross sectional, indicating that the data was 

collected at one point in time. Cross sectional studies usually have some limitations. For 

example, sport consumers’ online purchase patterns may vary depending on economy at 

the particular point of data collection. That is, participants may be less likely to buy sport 

products online during a recession, and thus, the recession may have influenced the 

responses of respondents. Future research can address this limitation through a 

longitudinal study in which online sport product purchase habits are measured at multiple 

points in order to reflect any change that may occur. 
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Delimitations 

Contrary to the limitations, the delimitations are in the control of researchers, 

including those characteristics that limit the scope and define the boundaries of a study 

(Simon, 2011). As with any research study, the limitations must also be acknowledged. 

First, there is a possibility of confounding variables that might influence online purchase 

behavior. Although demographic and qualification questions, including gender, household 

income, favorite sports, and sport products they purchased, were included in the survey, 

they were not included in data analysis. However, respondents may have different online 

purchasing patterns depending on those factors.  

Similar to the limitations associated with the use of a convenience sample, the 

universities selected for use within the study only come from 14 universities in the U.S. 

further limiting the generalizability of the findings of the study. Although the measures 

and the model used in the present study perform well with the selected sample, 

replication with different population samples will be necessary to examine the 

generalizability of the research model.  

Outline for Dissertation 

This dissertation consists of five chapters including introduction, literature review, 

methodology, results, and discussion and implications. This first chapter provided a brief 

overview of online sport market, the need for the study, the purpose of the study, the 

theoretical rationale for the study, previous research and hypotheses development, a 

proposed model, the significance of the study, definition of terms, and 

limitations/delimitations of the study. 

The second chapter includes the review of literature providing a historical 
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overview of the theory used in this study such as the TAM, the TRA, expectancy theory, 

self-efficacy theory, social exchange theory, and social identity theory. The second 

chapter also provides the theory and research literature specific to the TAM, trust, 

perceived enjoyment, and sport identification. 

The third chapter addresses the research procedures. These research procedures 

first include research design, online survey. Next, specific procedures to conduct the pilot 

study and the final data collection procedures were presented in terms of sampling, data 

collection, instrument, and data analysis.  

The fourth chapter includes results of the final data analyzed. More specifically, 

assessment of reliability and validity of the instrument and hypothesis test were addressed. 

For assessment of reliability, the results of internal inconsistency test were provided. For 

validity of the instrument, the results of content, face, and construct validities were 

provided. With respect to the results of hypothesis test, the findings of the causal 

relationships between the constructs and moderating effect tests were present.  

Finally, the fifth chapter presents discussion and implications. This chapter 

begins with discussion on relationships between the constructs of the proposed model and 

moderating effect of sport identification. Next, theoretical and practical implications that 

the findings of this study provided were illustrated. The fifth chapter concluded with 

recommendations for further research and conclusion.       
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Chapter Two: Literature Review 

In Chapter Two, a review about theories that provides theoretical foundation for 

this study is presented. Theories in this chapter include the TRA, expectancy theory, self-

efficacy theory, the TAM, motivation theory, social exchange theory, and social identity 

theory. Among these theories, the TAM serves as a primary theoretical framework for this 

study. The TAM is an intention-based model specifying that intentions to use a 

technology are a strong predictor of its actual usage. The TAM provides a basis for 

explaining the influence of external variables on internal beliefs, attitude, and intentions 

(Legris, Ingham, & Collerette, 2003). The TAM was developed based on the TRA, 

proposed by Fishbein and Ajzen (1975) explaining the behaviors of people in a specific 

situation. According the TAM, intentions to adopt an information system is explained by 

two important factors such as perceived ease of use and perceived usefulness. Perceived 

usefulness is, in turn, influenced by perceived ease of use. These two variables were 

derived from expectancy theory and self-efficacy theory (Davis, 1989).  

First, this chapter begins with the TRA, expectancy theory, and self-efficacy 

theory as the basic framework for the TAM which provides the basic theoretical 

foundation for this study. Second, the TAM is explained with its relevant research. Third, 

social exchange theory as the theoretical foundation of trust and research literature about 

trust in which trust has been integrated with the TAM is discussed. Fourth, motivational 

theory is provided in order to explain perceived enjoyment, and research on the TAM 

which has been extended using perceived enjoyment is elaborated. Lastly, social identity 

theory is suggested to explain sport identification with team-identification-related 

literature within the sport consumer behavior discussed.  
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Theory of Reasoned Action 

The TRA has been broadly used to explain and predict behavioral intentions 

and/or behavior across a variety of human behaviors (Davis et al., 1989; Fishbein & 

Ajzen, 1975; Madden et al., 1992; Hansen et al., 2004). Fishbein and Ajzen (1975) 

developed the TRA to explain how any specified behavior under volitional control is 

produced by beliefs, attitudes, and intentions (Hankins, French, & Horne, 2000). 

According to the TRA, human beings are rational and systematically use information 

available to them. They also suggested that “people consider the implications of their 

actions before they decide to engage or not engage in a given behavior” (Ajzen & 

Fishbein, 1980, p. 5). Therefore, the TRA explains the rational, volitional, and systematic 

behavior (Hansen et al., 2004). The TRA is presented in Figure 2.1. 

 

 

Figure 2.1. Theory of Reasoned Action (Fishbein & Ajzen, 1975) 

 

The TRA specifies how to measure the behavior-relevant components of attitudes, 

distinguishes between beliefs and attitudes, and specifies how external stimuli, such as 

the objective features of an attitude object, are causally linked to beliefs, attitudes and 

behavior (Davis, 1993). According to the TRA, a person's behavior is directly determined 

by the person's behavioral intentions, and therefore, the relationship between attitude and 

behavioral intentions is fundamental. The person's behavioral intentions, in turn, are 

determined by the function of person's attitudes and subjective norm (Fishbein & Ajzen, 
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1975).  

In order to understand what the TRA is for, terms used for the TRA should be 

clearly defined. Fishbein and Ajzen (1975) defined the constructs of the TRA in their 

study. First, as the direct determinant of behavior, a person's behavioral intentions were 

defined as "a measure of the strength of one's intention to perform a specified behavior" 

(Fishbein & Ajzen, 1975, p. 288). Attitude refers to "an individual's positive or negative 

feelings about performing the target behavior" (Fishbein & Ajzen, 1975, p. 216). Attitude 

toward a behavior is determined by its relevant beliefs, and consists of salient beliefs and 

evaluation of the consequences of performing the behavior and an implicit evaluative 

response to the consequence (Fishbein & Ajzen, 1975). Subjective norm refers to "the 

person's perception that most people who are important to her or him think she or he 

should or should not perform the behavior in question” (Fishbein & Ajzen, 1975, p. 302). 

A person’s subjective norm is determined by perceived expectation of specific significant 

others and the person’s motivation to comply with these expectations (Fishbein & Ajzen, 

1975).  

Expectancy Theory 

Expectancy theory was outlined by Vroom (1964) to specify a single individual's 

cognitive process when making a choice among alternative behaviors. In particular, 

expectancy theory of motivation addresses a cognitive aspect to understanding human 

behavior in organizations (Peters, 1977). In other words, according to expectancy theory, 

a person is an active, thinking, predicting creature in his or her environment (Burton, 

Chen, Grover, & Stewart, 1992, 1993). It was developed based on three variables (i.e., 

valence of job outcomes, performance-outcome instrumentality, and effort-performance 
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expectancy) and specifies a relationship between valence of job outcomes and expectancy 

that efforts will lead to these outcomes (Schmidt, 1973). Furthermore, expectancy theory 

postulates that behavior is based on the belief system of a person and the beliefs are 

rooted in the actual environment in which the person finds herself or himself (Peters, 

1977).  

Expectancy theory had provided the theoretical explanation with researchers for 

use of management information systems before the TAM was developed. Expectancy 

theory model has been applied to the context of information technology while suggesting 

that the use of information system can be determined by a series of decision making 

process. For example, use of information systems can be determined by the expectation 

that use of the system leads to good performance, the expectation that good performance 

will lead to desired outcomes, and the valence of available outcomes (De Sanctis, 1983). 

That is, an individual will determine how much effort he or she would like to exert to use 

a system (Burton et al., 1992, 1993).  

The expectancy theory model provided a theoretical foundation for the TAM, 

especially perceived usefulness and perceived ease of use which are the most important 

factors in explaining system uses. The TAM addresses intrinsic motivations such as 

perceived usefulness and perceived ease of use for using an information technology. 

Davis (1989) developed measurement scales for predicting perceived usefulness and 

perceived ease of use for use of the information system. In terms of perceived usefulness, 

Davis (1986, 1989) indicated that people are more likely to use (or not use) a certain 

information system to the extent they believe it will help them perform their jobs better. 

Regarding perceived ease of use, the effort of using the system will outweigh the benefits 
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of usage when potential users believe that the system is useful to achieve their 

performance but is too hard to use (Davis, 1989).  

As stated above, expectancy theory provided a theoretical background for 

perceived usefulness and perceived ease of use. More specifically, Davis (1989) adapted 

expectancy theory from previous research (e.g., Robey, 1979; Schultz & Slevin, 1975) 

and applied it to the TAM to explain these motivations. In particular, Davis (1989) 

emphasized that Robey’s (1979) expectancy model was a key theoretical foundation for 

perceived usefulness.  

Self-Efficacy Theory 

One of the major variables in the TAM, perceived ease of use, was derived from 

self-efficacy theory (Bandura, 1977, 1982). Self-efficacy theory posits that an individual 

processes, weighs, and integrates various sources of information about their capability, 

and she/he regulates her/his behavior and effort expenditure accordingly (Bandura, 1977). 

Self-efficacy is related to "judgments of how well one can execute courses of action 

required to deal with prospective situations" (Bandura, 1982, p. 122), and is considered to 

be a powerful predictor of individual's motivation, achievement, and self-regulation 

(Shunk & Pajares, 2009).  

Efficacy beliefs influence how people feel, think, motivate themselves, and 

behave through four processes: cognitive, motivational, affective, and selection processes 

(Bandura, 1992, 1993). The cognitive process is concerned with an assumption that 

human behavior is regulated by forethought incorporating cognized goals. The 

motivational process is related to an assumption that human motivation is cognitively 

generated. That is, people motivate themselves and guide their actions based on the 
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practice of forethought. The affective process addresses that people's beliefs in their 

capabilities influence how much stress and depression they experience in threatening 

situations. The selection process is concerned with that based on the cognitive, 

motivational, and affective process. People hesitate or give up activities they believe 

beyond their capabilities, whereas they attempt challenging activities and select situations 

they judge themselves capable of dealing with (Bandura, 1993).  

According to self-efficacy, judgments are different from outcome judgments. 

Bandura (1982) argued that "behavior may be best predicted by considering both self-

efficacy and outcome beliefs in any given instance" (p. 140). When a behavior is 

successfully carried out, outcome judgments are related to the extent to which the 

behavior is perceived to be associated with valued outcomes (Davis, 1989). Given the 

self-efficacy and outcome beliefs, self-efficacy theory is considered to provide a 

theoretical rationale for the relationship between perceived ease of use and perceived 

usefulness as predictors of a behavior in the TAM. 

Technology Acceptance Model 

The TAM (Davis, 1986, 1989) was developed to explain and predict why and 

how users accept or reject a computer-based information system based on the TRA, 

expectancy theory, and self-efficacy theory. Davis (1986, 1989) focused on the end-user 

systems that are directly used by organizational members voluntarily to support their 

work performance. The main purpose for the development of the TAM was to identify 

how external factors influence internal beliefs, attitudes, and intentions (Davis et al., 

1989). Davis et al. (1989) suggested that uncontrollable environmental variables (e.g., 

system design characteristics, user characteristics, and task characteristics) can be 



 

33 

considered external variables because the TRA assumes that any other factors influence 

behavior indirectly by influencing attitudes, subjective norm, or their relative weights.  

The TAM posits the relationships among the constructs derived from the TRA, 

expectancy theory, and self-efficacy theory. The TAM consists of the ability to predict 

peoples’ computer acceptance from their intentions, and the ability to explain their 

intentions in terms of their attitudes, perceived usefulness, perceived ease of use, and 

related variables (Davis, 1993). Davis (1986) considered attitude, perceived usefulness, 

and perceived ease of use to be user motivations. User motivations can be categorized by 

affective response (e.g., attitudes) and cognitive response (e.g., perceived usefulness and 

perceived ease of use) to a certain information technology (Davis, 1986). The TAM is 

presented in Figure 2.2. 

 

Figure 2.2. Technology of Acceptance Model (Davis, 1986, 1989) 

 

The TAM includes the relationships among its constructs. According to the TAM, 

a person’s computer usage is determined by behavioral intentions. Subsequently, 

behavioral intentions are determined by the person’s attitudes toward using the system 

and perceived usefulness. The attitudes are influenced by two internal beliefs, such as 

perceived usefulness and perceived ease of use, which are mainly relevant to computer 

acceptance behaviors. Perceived ease of use has a causal effect on perceived usefulness 

(Davis, 1993; Davis et al., 1989). Further, perceived usefulness and perceived ease of use 
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mediate the effects of external variables including system characteristics, development 

processes, and training on behavioral intentions (Davis, 1993; Davis et al., 1989; 

Venkatesh & Davis, 2000). The relationships among the constructs suggest that perceived 

usefulness and perceived ease of use are the most important factors in explaining the 

system use (Davis et al., 1989; Legris et al., 2003). 

As mentioned above, the TRA, expectancy theory, and self-efficacy theory 

provided the theoretical foundations for the TAM. More specifically, the direct effect of 

attitude on behavioral intention and the joint effect of perceived usefulness and perceived 

ease of use on attitude were drawn from Fishbein and Ajzen’s (1975) TRA. The direct 

and mediating effects of perceived ease of use and perceived usefulness were derived 

from expectancy theory and self-efficacy theory. In particular, the TRA primarily 

provided the theoretical rationale for the TAM. 

The relationships among the TAM constructs have suggested both theoretical and 

practical implications in the workplace. The direct effect of attitude on behavioral 

intentions was postulated to develop behavioral intentions toward using a computer 

system based on a cognitive evaluation of how individuals believe it will improve their 

job performance. The joint effect of perceived usefulness and perceived ease of use on 

attitudes posits that if people believe that using a particular system would enhance their 

job performance and the system is easy to interact with, they will have a positive attitude 

toward using the system. The direct effect of perceived ease of use and perceived 

usefulness was drawn from the notion that people believe that the system does not need 

any special challenging tasks to learn and it is easy to use. Consequently, they believe the 

system will improve their job performance (Davis et al., 1989). However, the effect of 
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perceived ease of use on perceived usefulness was not originally included in the TAM 

because perceived usefulness involves the expected overall impact of system use on job 

performance (i.e., process and outcome). Conversely, ease of use is related only to those 

performance impacts regarding the process of using the system in itself (Davis, 1993).  

Initially, the TAM was developed to explain the adoption of technology in the 

workplace. However, the TAM has been widely used to predict the acceptance of a new 

technology beyond the workplace context. For example, the TAM has provided 

researchers a conceptual framework for explaining the online consumer behavior, such as 

online commerce and information systems (Bruner & Kumar, 2005; Gefen et al., 2003; 

Ha & Stoel, 2009; Pavlou, 2003; Porter & Donthu, 2006; Venkatesh & Davis, 2000). The 

TAM has gained the empirical support through various studies and proved robust and 

parsimonious (Hur et al., 2011; Porter & Donthu, 2006; Venkatesh & Davis, 2000). 

Reviews about research on the TAM are presented in depth below. 

Previous TAM Research 

In the early research, the TAM has been empirically tested in the use of computer 

software packages with students using a survey. Davis et al. (1989) tested the TAM for a 

word processing program with the MBA students. They proved the TAM was a powerful 

model to explain the use of information system. They conducted the study at two periods 

of time. They found that intentions to use the system were influenced by both perceived 

usefulness and perceived ease of use after the one-hour introduction to the system. 

However, after 14 weeks of experience, intentions were directly determined by perceived 

usefulness whereas indirectly influenced by perceived ease of use. They concluded that 

perceived usefulness was a major determinant of intentions to use computers and 
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perceived ease of use was a critical secondary determinant of the intentions to use 

computers. Additionally, a weak relationship between attitude and information system use 

was found because attitudes partially mediated the effects of perceived usefulness and 

perceived ease of use on intentions (Davis et al., 1989).  

Adams et al. (1992) replicated the study of Davis (1989) and tested the validity 

of the perceived usefulness and perceived ease of usage scales. They included perceived 

usefulness, perceived ease of use, and usage in the TAM. Their research consisted of two 

studies and they found the main constructs of the TAM robust across the two studies. The 

first study was conducted to examine whether perceived usefulness and perceived ease of 

use are applicable to two similar messaging technologies such as email and voice mail 

across 10 organizations. In their first study, they proved reliability and validity of the two 

constructs. They also found that only perceived usefulness influenced usage. In their 

second study, they tested the acceptance of technology using different software packages 

including word processing, spreadsheets, and graphics. They also proved reliability and 

validity of the scales. However, the results were different depending on the software 

package. For a word processing program and a graphic program, only perceived ease of 

use influenced usage. For a spreadsheet program, both perceived usefulness and 

perceived ease of use influenced usage. In addition, perceived ease of use had a negative 

impact on usage (Adams et al., 1992).  

Mathieson (1991) compared the TAM with the theory of planned behavior (TPB) 

(Ajzen, 1985, 1989) to explain an individual's intention to use an information system, the 

spreadsheet programs. The TPB addresses that behavior is determined by intention to 

perform the behavior, and the intentions are determined by attitude, subjective norms, and 
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perceived behavioral control. University students in an introductory management course 

were sampled and participated in the survey. Data were gathered using two computer 

programs. One program operated the TAM instruments and the other operated TPB 

instruments. Each computer administered one of programs. The participants were able to 

choose a computer to complete a survey. However, they did not know which program the 

computer would operate. It was suggested that although both the TAM and the TPB were 

appropriate to predict intentions, the empirical support was in favor of the TAM 

(Mathieson, 1991).  

Another study that used a computer software package to test the TAM addressed 

the distinctiveness of the attitude construct. Yang and Yoo (2004) compared the original 

TAM and the revised TAM by separating attitude into cognitive and affective attitude. 

They collected data from undergraduate students who enrolled in management 

information system courses using a survey method. The participants were asked to 

participate in surveys on spreadsheet usage on a voluntary basis. Cognitive attitude is 

concerned with an individual's specific beliefs related to the object (McGuire, 1985) 

which is also considered non-evaluative beliefs. On the other hand, affective attitude is 

related to how much the individual likes the object of thought (Bagozzi & Burnkrant, 

1979, 1985) which can be seen as evaluative beliefs. They found that the original TAM 

did not fit the data but the revised model fit the data. They also found that the cognitive 

attitude mediated between the beliefs and information system use. In addition, cognitive 

attitude to information system use had a more dominant effect on predicting information 

system use than perceived usefulness. On the other hand, affective attitude did not 

mediate the relationship between cognitive attitude and information system use. Based on 
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the results, they suggested that affective and cognitive attitudes are distinctive constructs 

in the context of technology acceptance (Yang & Yoo, 2004).  

The TAM has been also examined in the real workplace context (e.g., Venkatesh, 

2000; Venkatesh & Davis, 2000; Vehkatesh & Bala, 2008). Davis (1993) tested the TAM 

with professional and managerial employees for computer software systems such as test 

editor and electronic mail system that were widely available in their organization. Data 

were collected from the employees using a questionnaire. It was found that both 

perceived usefulness and perceived ease of use influence usage but perceived usefulness 

had a more influential effect on usage. Straub, Keil, and Brenner (1997) compared the 

TAM across Japan, Switzerland, and the U.S. in order to understand whether the TAM 

applies in other cultures. Data were collected from knowledge workers (e.g., managerial, 

professional, technical, and clerical employees) from three major companies that were 

matched by industry and size to control as a non-cultural variance. The participants were 

asked to participate in surveys on e-mail. They included perceived usefulness, perceived 

ease of use, and actual information system use for their research. They found that the 

TAM fits the U.S. and Swiss samples but not the Japanese sample.  

The TAM has been extended in the workplace settings by researchers. Venkatesh 

and Davis (2000) examined an extended TAM by adding determinants of perceived 

usefulness such as social influence processes (e.g., subjective norm, voluntariness and 

image) and cognitive influence processes (e.g., job relevance, output quality, and result 

demonstrability). They included perceived ease of use as one of cognitive influence 

processes. They conducted the study at four different organizations and at three points in 

time (i.e., pre-implementation, one month post-implementation, and three months post-
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implementation). They found that the model accounts for 40 to 60% of the variance in 

perceived usefulness and 34 to 52% of the variance in intentions. In addition, usage was 

influenced by both social influence processes and cognitive instrumental processes 

(Venkatesh & Davis, 2000).  

The application of the TAM has evolved from the workplace settings, especially 

the use of software packages to the use of the Internet for various users because the 

Internet has become the fastest growing person-to-person communication mechanism 

(Lin & Lu, 2000). Several researchers have focused on the technology acceptance 

behavior for the Internet or websites using the TAM (e.g., Lin & Lu, 2000; Porter & 

Donthu, 2006; Van der Heijden, 2003). Specifically, the Internet has been considered to 

be a communication tool, information source, and an information system at workplaces in 

previous research. 

Lin and Lu (2000) examined the TAM and the quality of information technology 

on the Internet. They measured the construct of information technology quality that 

consists of information quality, response time, and system accessibility using a survey. 

Data were collected from undergraduate students in a basic computer concepts course in 

Taiwan. They found that the relationship between perceived usefulness and intentions 

remained large whereas the relationship between perceived ease of use and intentions had 

diminished. It was found that perceived usefulness and perceived ease of use influenced 

attitude toward using the website. They also found that information quality is a 

significant factor in leading people to believe in the perceived usefulness of the website 

but not in leading people to believe in the perceived ease of use. Response time 

influenced the perceived ease of use more than perceived usefulness. System accessibility 
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influenced perceived ease of use but not on perceived usefulness. Moreover, they stated 

that response time is the most important factor for developing the users’ beliefs of a 

website (Lin & Lu, 2000).  

Porter and Donthu (2006) added perceived access barriers as an additional belief 

about a technology and demographic variables as external variables to the TAM. Using a 

convenience sample of real Internet users, they conducted a survey in a major 

Southeastern U.S. metropolitan area. They found that the extended model provided good 

explanation of attitude toward Internet usage and Internet usage. They also found 

perceived access barriers have a significant effect in the model but perceived usefulness 

and perceived ease of use have a stronger effect. They suggested the difference of beliefs 

based on demographics. That is, older and less educated people had lower perceived ease 

of use, lower income people and Blacks/Hispanics perceived the Internet more costly, and 

older people perceived more access barriers related to the Internet (Porter & Donthu, 

2006).  

Im et al. (2008) investigated moderators in the TAM such as perceived risk, 

technology type, user experience, and gender. They conducted a group task experiment 

for a period of two weeks with undergraduate and graduate students to develop 

specifications for web-based applications using either a bulletin board, both bulletin 

board or messenger program, and PDA. They measured the variables prior to and after 

the experiment. They argued that perceived ease of use should be highlighted when a 

technology with high perceived risk is used and perceived usefulness can be emphasized 

when that with low perceived risk is used (Im et al., 2008).   
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Trust 

One of the underlying constructs governing much of this study is trust. To fully 

understand the function of trust in online consumption, some brief discussion of trust in 

general is needed. Trust can be considered from different areas such as social psychology, 

sociology, economics, and marketing (Doney, Cannon, & Mullen, 1998; Van der Heijden, 

Verhagen, & Creemers, 2003). Previous research has focused on interpersonal and inter-

organizational trust. Recently, researchers began to pay attention to trust between people 

and organizations, especially in the online commerce settings (Van der Heijden et al., 

2003). 

Trust plays a critical role in economic and social interactions in which 

uncertainty, delegation of authority, and fears of opportunism are present (Pavlou, 2003). 

Consumers depend on unseen and unknown vendors when making online purchase 

transactions. Unlike traditional transactions, online purchases have a higher possibility of 

significant fiduciary, security, and privacy risk (Everard & Galletta, 2006). These possible 

risks, therefore, make trust a critical component in online transactions given the reduction 

in perceived risk among consumers (Pavlou, 2003) and researchers have focused on trust 

as a determinant of online consumer behavior (Gefen et al., 2003; Ha & Stoel, 2009; 

Pavlou, 2003; Van der Heijden et al., 2003).  

Given the significance of trust in online transactions, the inclusion of trust can be 

justified in this study in an attempt to understand the online sport consumer behavior. A 

theoretical framework for trust is presented below. Next, previous research integrating 

trust and the TAM is discussed. 

Social Exchange Theory  

Social exchange theory (Blau, 1964, Homans, 1961; Kelley, 1982; Kelley & 
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Thibaut, 1978; Thibaut & Kelley, 1959) provides the theoretical background for 

explaining the role of trust in the proposed model. Social exchange theory includes a 

series of interactions that generate obligations (Cropanzano & Mitchell, 2005; Emerson, 

1976). According to social exchange theory, these interactions are usually considered to 

be interdependent and contingent on the actions of another person. In turn, these 

interdependent transactions have the potential to generate high quality relationships (Blau, 

1964; Cropanzano & Mitchell, 2005) such as interpersonal attachment (Cropanzano & 

Mitchell, 2005; Homans, 1958), trusting, loyal, and mutual commitments (Emerson, 

1976).  

Social exchanges can be distinguished from economic exchanges. Social 

exchanges involve unspecified obligations not by requiring an exact price in terms of a 

single quantitative medium of exchange, whereas economic exchanges require specified 

obligations (Blau, 1964; Cropanzano & Mitchell, 2005). This implies that trust is 

essential and determines people’s expectations from the relationship given that rewards 

cannot be guaranteed in a social exchange (Blau, 1964; Gefen et al., 2003; Konovsky & 

Pugh, 1994; Lewis & Weigert, 1985; Luhmann, 1979). Social exchanges build enduring 

social patterns such as personal obligations, gratitude, and trust that economic exchanges 

do not generate (Blau, 1964; Cropanzano & Mitchell, 2005). 

Despite the distinction between social exchanges and economic exchanges, 

social exchanges indicate an importance of trust in the online transaction setting. 

Additionally, as the TAM has been extended and applied in the electronic commerce 

context to understand the online consumer behavior, researchers have paid attention to 

trust. For example, trust is more important in the online shopping setting than the 
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shopping in the brick-and-mortar context because online transactions involve transactions 

with an unseen and unknown vendor and with the business on the Internet that has 

inherent fiduciary, security, and privacy risks (Everard & Galletta, 2006). Due to the high 

level of risks that consumers may perceive when shopping online, many researchers 

focused on trust as a perceived risk reducer. That is, social exchange theory provides a 

theoretical rationale for including trust in the TAM. As a result, both the technology-

oriented and the trust-oriented viewpoints jointly became a mainstream in explaining the 

online consumer behavior (Van der Heijden et al., 2003) because trust is considered to be 

a short-term issue and also the most critical long-term obstacle for the consumers (Kim et 

al., 2009). Research on the integration of the TAM and trust is discussed below. 

Previous Research on the Integration of the TAM and Trust 

In addition to the original TAM constructs, Van der Heijden et al. (2003) 

included trust in online store and perceived risk as determinants of attitudes. They 

collected data from a group of undergraduate students who took an information system 

course at a Dutch academic institution. The participants were asked to examine two 

specific websites before the survey. One was the website of a CD that sells its products 

only over the Internet while the other one was the website that sells its products both 

offline and online. They used perceived usefulness, perceived ease of use, attitudes, and 

intentions as the TAM constructs. They proved that the extended model explains online 

consumer behavior. However, they found that trust, perceived usefulness, and perceived 

ease of use did not have an effect on attitude. They argued that once people have reached 

a certain evaluation level, those variables may not influence a favorable attitude whereas 

they may influence unfavorable attitude. They also argued that the contribution of the 
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trust perspective was greater than technology perspective in the research model (Van der 

Heijden et al., 2003). 

Pavlou (2003) also focused on trust and perceived risk in the electronic 

commerce context. In his study, intentions and actual transaction were used as the 

primary constructs to determine consumer acceptance of electronic commerce and 

perceived usefulness and perceived ease of use as key drivers of electronic commerce 

acceptance. Data were collected by online survey with actual e-commerce consumers. A 

total number of 2,000 participants were randomly collected from different website 

addresses using an e-mail extractor program. Only 155 responses were used for data 

analysis. It was suggested that because perceived usefulness and perceived ease of use are 

concerned with subjective assessment of the two beliefs due to lack of knowledge of the 

system, trust and perceived risk may be abstract as perceived usefulness and perceived 

ease of use are. He focused on the causal relationship between the variables rather than 

model test but argued that the proposed model had significant explanatory power and 

robust because the model explains that the variation for intentions was much higher than 

previous research (Pavlou, 2003).  

Gefen et al. (2003) used the conceptualization of trust as a set of specific beliefs 

including integrity, benevolence, ability and predictability because they focused on 

separation between trust and behavioral intentions in the ongoing economic relationship 

of customers and online retailers based on the TRA that distinguishes beliefs from 

intentions. They added trust and four antecedents of trust to the TAM constructs. The 

antecedents of trust consisted of knowledge-based familiarity, calculative-based trust, and 

institution-based (situational normality and structural assurance) trust. Knowledge-based 
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familiarity referred to familiarity with the online retailer. That is, once a customer has 

been familiar with the online retailer, she/he may develop trust due to the experience with 

the online retailer. Regarding calculative-based trust antecedents, the authors argued that 

a customer is more likely to trust an online retailer if the customer believes that the online 

retailer would lose rather than gain through cheating or would gain nothing through 

violation of trust. They also elaborated two aspects of institution-based trust: situational 

normality and structural assurances. Institution-based situational normality is concerned 

with how individuals evaluate the transaction whether it will be successful or not based 

on how normal the situation seems to be (Baier, 1986; Gefen et al., 2003; Lewis & 

Weigert, 1985). Institution-based structural assurance is related to how individuals 

evaluate transactional success because of safety mechanisms built into the website such 

as legal recourse, guarantees, and regulations that exist in a specific context (Gefen et al., 

2003; McKnight, Cummings, & Chervany, 1998; Shapiro, 1987; Zucker, 1986). In 

addition to the relationships between the TAM constructs, they posited the influence of 

trust on perceived usefulness and intentions, the influence of perceived ease of use on 

trust, and the influence of institution-based situational normality and knowledge-based 

familiarity on perceived ease of use. They developed and validated the instruments. They 

collected data with undergraduate and graduate students who experienced buying online. 

They pursued to understand reactions to "low touch" products such as books and CDs 

because little examination is typically needed before decision making. They found that 

trust and the TAM can jointly explain the purchase intentions of low-touch low-risk items 

such as CDs and books from online retailers.  

Kim et al. (2009) applied the TAM in the e-commerce settings (i.e., the airline 
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B2C e-commerce websites). Data were collected through surveys with actual customers 

who have experienced using B2C e-commerce directly from airline company websites for 

buying e-tickets or other air-related products. The survey was administered at an 

international airport. They suggested that individuals may be affected by interpersonal 

influences from family, friends, and colleagues, and also by opinions of industry experts 

in the decision making process. They argued that trust is one of the most important long-

term barriers for online shopping for both consumers and firms. Thus, they incorporated 

subjective norm and trust into the TAM as the external variables in order to enhance the 

understanding of users' adoption of technology as a means to shop. Specifically, they 

added subjective norm as a determinant of perceived usefulness, attitudes, and intentions 

and trust as a predictor of attitudes and intentions. They proved the parsimoniousness of 

the extended model.  

Palvia (2009) pointed out that previous research of e-commerce has focused on 

trust and component of e-commerce but it has not paid attention to the good relations 

with the consumer for long sustaining relationships. Therefore, he developed a unified 

model based on the TAM, theories on trust and relational dependence, and the integration 

of these through the TRA to enhance understanding of trust in the e-commerce setting to 

ensure exchange relationships with consumers. Key relational concepts such as 

satisfaction in exchange relationship, value from relationship, and customer loyalty were 

included in the extended model. In addition, beyond intentions, word of mouth 

communication was used as the consequent of the determinants in the model. In his study, 

undergraduate and graduate students at a university participated in a survey. The 

participants were who had more than two months of experience with an online vendor. 



 

47 

He found that the model provides explanatory power when including the relationship 

between trust and attitudes in the model. In addition, attitudes are influenced by 

perceived ease of use, perceived usefulness, and trust. Satisfaction in exchange 

relationship did not significantly improve the model’s performance. The author also 

argued that satisfaction may be a short-term attribute in the online commerce context 

whereas value from relationship seems to have long-term impact when considering its 

impact on customer loyalty and word of mouth (Palvia, 2009).  

Chiu et al. (2009) integrated the TAM with trust and the fairness to understand 

customers' loyalty intentions towards online transaction. They included perceived 

usefulness, perceived ease of use, and loyalty intention. Loyalty intention was used 

instead of actual behavior, by referring to "the subjective probability that a customer will 

continue purchasing products from the online store in the future" (p. 349). Fairness was 

included as an antecedent of trust and satisfaction. Fairness consisted of three dimensions: 

distributive fairness, procedural fairness, and interactional fairness. Distributive fairness 

was about "the extent to which consumers feel that their invested efforts are fair when 

compared with the final online shopping outcomes." and procedural fairness referred to 

"the perceived fairness of policies and procedures involved in the online transaction 

effort" (p. 350). Interpersonal fairness was concerned with "the extent to which 

consumers feel that they have been treated fairly by customer service representatives 

throughout the online shopping process." (p. 351). Trust and perceived usefulness were 

posited as antecedents of satisfaction and both satisfaction and perceived usefulness were 

included as those of loyalty intention. Perceived ease of use was included as a 

determinant of perceived usefulness. Data were collected from 311 customers of an 
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online store. They suggested that trust and fairness could improve understanding of 

online shopping behavior because they proved the parsimoniousness of the model that 

accounted for 74% of the variance of loyalty intention. They argued that building 

consumers' perceptions of distributive fairness and interactional fairness is as critical as 

developing perceived usefulness and perceived ease of use. They also argued that 

developing individuals' perceptions of distributive fairness and interactional fairness is a 

key way to enhance consumers' loyalty intentions (Chiu et al., 2009).  

The TAM was also applied to the sport context by Hur (2007) to understand how 

sport consumers adopt a sports website. He suggested a theoretical framework to explain 

how sport consumers perceive and accept sports websites, and how their involvement 

level in sport and commitment to a team influence their intention to use those websites 

and their actual use. He proposed the SWAM by including sport-specific constructs that 

assist in explaining sport consumer behavior (e.g., sport involvement and psychological 

commitment to a team) to the TAM. The SWAM consists of three parts: beliefs about 

sport websites, involvement and commitment, and intention and behavior in general. 

Both beliefs about sport websites and involvement and commitment were included as 

antecedents of intention and behavior. Beliefs about sport websites included perceived 

usefulness, perceived ease of use, perceived enjoyment, and perceived trustworthiness. 

Involvement and commitment included sport involvement and psychological 

commitment to a team. He posited the mediating role of psychological commitment to a 

sports team between sports involvement, intention to use and actual use of sports 

websites. Data were collected from 368 students who enrolled at a large university in the 

U.S. using surveys. Sport website use was included as the consequent of involvement, 
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commitment, and intention. The model proved parsimonious in the sport context (Hur, 

2007). 

Perceived Enjoyment 

Motivation theorists frequently distinguish between intrinsic and extrinsic 

motivation to perform an activity (e.g., Atkinson, 1964; Calder & Staw, 1975; Hunt, 1965; 

Koch, 1956; Young, 1961). Extrinsic motivation refers to the performance of an activity 

because it is perceived to be instrumental in achieving valued outcomes that are distinct 

from the activity itself (Davis et al., 1992). If a situation includes a specific goal which 

provides satisfaction irrespective of the actual activity itself, behavior is considered to be 

extrinsically motivated (Calder & Staw, 1975). On the other hand, intrinsic motivation 

refers to the performance of an activity for no apparent reinforcement other than the 

process of performing the activity itself (Davis et al., 1992). If the activity is valued for 

its own sake and appears to be self-sustained, behavior is considered to be intrinsically 

motivated (Calder & Staw, 1975). From this sense, enjoyment should be considered to be 

an intrinsic motivation.  

Shopping provides fun, entertainment, and enjoyment for the consumers in 

general. According to Hirschman and Holbrook (1982), consumers are either problem 

solvers or enjoyment seekers. Some online consumers may be shopping mainly for 

instrumental purposes by pursuing purchasing products in an efficient and timely manner 

to achieve their goals with minimum irritation. In contrast, others may be mainly 

enjoying shopping per se by using the Internet. In other words, online consumers may 

enjoy shopping due to the fun arising from the experience. Therefore, it is considered that 

consumers may not only seek for instrumental goals but also entertainment or hedonic 
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ones when shopping online (Childers et al., 2001). As such, researchers have paid 

attention to perceived enjoyment as a motivation for online shopping. 

Given that perceived enjoyment is a significant intrinsic and hedonic motivation 

for shopping, perceived enjoyment should be integrated into the TAM in order to 

understand online sport consumer behavior in depth. Therefore, research incorporating 

perceived enjoyment and the TAM is discussed below and the research also provides a 

theoretical rationale for perceived enjoyment in the present study. 

Previous Research on the Integration of the TAM and Perceived Enjoyment 

In the TAM literature, several researchers distinguished perceived enjoyment 

from perceived usefulness (i.e., extrinsic or utilitarian motivation) as an intrinsic (Davis 

et al., 1992; Fagan, Neill, & Wooldridge, 2008; Moon & Kim, 2001; Venkatesh, 2000; 

Venkatesh & Bala, 2008) or a hedonic motivation (Childers et al., 2001; Ha & Stoel, 

2009) in the workplace, the Internet use, or online shopping settings. Although findings in 

the research indicate that voluntary information system use is driven mainly by perceived 

usefulness, perceived enjoyment also explains significant variance in intentions beyond 

that accounted for by perceived usefulness alone (Davis et al., 1992). Researchers 

suggested that the extended TAM with perceived enjoyment explains the individual's 

information technology acceptance behaviors better than the original TAM (Fagan et al., 

2008; Moon & Kim, 2001; Venkatesh, Speier, & Morris, 2002). 

Davis et al. (1992) argued that perceived usefulness is an extrinsic motivation 

given that it is defined as a person's expectation that using the computer will result in 

improved job performance (Davis, 1989; Davis et al., 1989). As an intrinsic motivation, 

perceived enjoyment was defined as "the extent to which the activity of using the 
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computer is perceived to be enjoyable in its own right, apart from any performance 

consequences that may be anticipated” (Davis et al., 1992, p. 1113). Davis et al. (1992) 

compared the influence of perceived usefulness and enjoyment on intentions to use 

computers in the workplace. They conducted two studies in their research. In the first 

study, data were collected from MBA students using a survey on a word processing 

program in two public computer laboratories. In the second study, a survey was 

conducted in a two-hour laboratory session on two graphic systems. They suggested that 

extrinsic and intrinsic motivations combine additively in their effect on intentions in the 

workplace context. In addition, they suggested that perceived usefulness and enjoyment 

jointly represent a simple but powerful explanation of what influences intentions (Davis 

et al., 1992).  

Venkatesh (2000) and Venkatesh and Bala (2008) included perceived enjoyment 

in their extended TAM in the workplace contexts. Venkatesh (200) examined the model in 

three different organizations (e.g., a medium-sized e-retailer, a medium-sized real estate 

agency, a medium-sized financial services company) over a three-month period, 

including after initial training, after one month of use, and after three months of use. 

Venkatesh and Bala (2008) collected data from four organizations (e.g., a medium-sized 

manufacturing company, a large financial services company, a small accounting services, 

a small international investment-banking company) that implement new information 

technologies over a five-month period. In both studies, perceived enjoyment had positive 

effects on perceived ease of use in the second and the third trials. 

The role of perceived enjoyment in the TAM has been tested in the website use 

context as well (Brunner & Kumar, 2005; Hur, 2007; Moon & Kim, 2001; Teo et al., 
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1999; Van der Heijden, 2003). Moon and Kim (2001) collected data from actual Internet 

users for their tasks using surveys. They found that the intrinsic motivation had a more 

significant effect on intentions than the extrinsic motivation for the entertainment-

purpose group. Extrinsic motivation had a more a significant effect than intrinsic 

motivation for the work-purpose group. Additionally, they found that intrinsic motivation 

had significant effects for both entertainment-purpose and work-purpose groups but 

extrinsic motivation had a significant effect only for the work-purpose group (Moon & 

Kim 2009).  

Van der Heijden (2003) extended the TAM by including perceived attractiveness 

as a predictor of perceived usefulness, perceived ease of use, and perceived enjoyment. In 

his study, data were collected from actual users of a particular website using surveys. The 

website was a Dutch generic portal with over 300,000 users. He suggested that the TAM 

is better with inclusion of the visual attractiveness construct when the intrinsic motivation 

(i.e., perceived enjoyment) is explicitly included. Teo et al. (1999) focused on both 

perceived enjoyment and perceived usefulness for the use of the Internet. They collected 

data using an online survey with 1370 Internet users. They suggested that perceived 

usefulness and perceived enjoyment will be stronger motivators encouraging greater daily 

Internet usage as compared to perceived ease of use.  

Bruner and Kumar (2005) suggested that consumer context is distinguished from 

workplace context by a hedonic factor, the fun which is the similar concept to perceived 

enjoyment. They included the fun and external variables such as consumer visual 

orientation and the Internet devices (e.g., PC, wireless phone, and PDA) in the model. 

Data were collected from undergraduate students who were randomly assigned to one of 



 

53 

three conditions in a single-factor (i.e., device), three-level, between-subjects 

experimental design. In the wireless phone condition, participants interacted with a 

simulation, professionally developed and used in industry, running on laptop computer. 

Participants in the PDA condition used a PDA that the Internet is available and that is 

only available to government and educational researchers at the time. In the phone 

condition, the participants could use the Internet because the PDAs connected to the 

wireless Internet. They proved the TAM parsimonious. They found that the fun of using a 

device had more impact on attitude than perceived usefulness. The Internet devices 

influenced fun so they argued that it is important to increase the fun related to using a 

device by making it easy to use (Bruner & Kumar, 2005). 

As the TAM has been extended, it has been applied to the e-commerce settings 

and proved robust and parsimonious as well. Compared to the previous research in the 

workplace settings, research in the online shopping contexts has paid more attention to 

entertainment or hedonic factors for using the website. The motivation to use the new 

technology may be different in the workplace context and in the shopping context. The 

motivation in the workplace is highly related to the users' performance whereas that in 

the shopping setting may be more concerned with enjoyment and fun of the shopping 

experience (Babin, Darden, & Griffen, 1994; Childers et al., 2001). 

The significant role of perceived enjoyment in the TAM was highlighted in the 

online shopping settings as well (Childers et al., 2001; Ha & Stoel, 2009; Koufaris, 2002). 

The researchers have paid attention to hedonic reasons (i.e., perceived enjoyment) not 

only functional or utilitarian reasons (i.e., perceived usefulness) for adopting new 

technology (Childers et al, 2001). Childers et al. (2001) suggested that perceived 
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usefulness may be considered instrumental aspects of online shopping, but enjoyment 

may be considered more hedonic aspects. In addition, some people may be shopping 

mainly for hedonic reasons while others may be shopping for more instrumentally 

oriented goals (Huffman & Houston, 1993; Childers et al., 2001). Thus, they examined an 

extended TAM in both a hedonic motivation-oriented shopping setting and a utilitarian 

motivation-oriented setting. They included navigation, convenience, and sub-experience 

as antecedents of beliefs pertaining to interactive media use. They also added enjoyment 

as another belief and as an antecedent of attitudes. They collected data from students who 

enrolled in the business school of a large university. The setting for stimuli presentation 

and questionnaire completion was a teaching laboratory. After the laboratory session, the 

participants were asked to visit three specific online stores to gain exposure to the range 

of shopping environments and complete a questionnaire based on their experiences in the 

session. They found that navigation, convenience, and sub-experience influence 

perceived usefulness, perceived ease of use, and enjoyment. In addition, enjoyment, 

perceived usefulness and perceived ease of use were strong predictors of attitudes in the 

two settings. They also found that enjoyment was a stronger determinant of attitudes 

compared to perceived ease of use in a hedonic shopping environment. Although 

perceived usefulness was a stronger determinant of attitudes in a utilitarian shopping 

environment, enjoyment and perceived ease of use were equally predictive of attitudes 

(Childers et al., 2001).   

Koufaris (2002) integrated the TAM and flow theory (Csikszentmihalyi, 1975, 

1977) to explain how emotional and cognitive responses to the online shopping 

experience influence online consumer behavior such as intentions to return and 
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unplanned purchases for new customers. Perceived usefulness, perceived ease of use, and 

intentions were used as the TAM constructs. He included intrinsic enjoyment, perceived 

control, and concentration (attention) focus as flow factors and also product involvement, 

web skills, value-added search mechanism, and challenge as antecedents to those flow 

factors. Data were collected from online surveys with recruited actual online book store. 

It was found that both enjoyment and perceived usefulness are critical determinants of 

intentions. The author thus argued that online consumers have a dual identity as a 

traditional shopper and a computer user. That is, they are not only utilitarian who value 

efficiency in shopping but also hedonic who enjoy online shopping to make them come 

back (Koufaris, 2002).  

Ha and Stoel (2009) also confirmed the robustness of the TAM within the online 

shopping context, specifically for apparel. They incorporated trust, enjoyment, e-

shopping quality, and the TAM to explain consumers' adoption of the Internet as a tool to 

shop. First of all, they paid attention to trust and the Internet technology by stating that 

both have been considered to be key factors influencing beliefs about safety. Second, they 

focused on the hedonic perspective of online shopping (i.e., enjoyment) as a motive to 

adopt the Internet as a means for shopping online. Lastly, they included an e-quality 

construct as an antecedent of trust, perceived ease of use, and enjoyment, referring to 

"overall consumer perceptions of the excellence and effectiveness of an e-tailer's product 

and/or service offering through its virtual store" (p. 567). Data were collected from 

surveys with students who were randomly selected from the university registrar. They 

found that trust and enjoyment are critical factors to influence consumers' adoption of 

online shopping. They also found four dimensions of e-quality: website design, customer 
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service, privacy/security, and atmospheric/experiential and its role as a determinant of 

consumers' beliefs about trust, perceived ease of use, and enjoyment (Ha & Stoel, 2009). 

Sport Identification 

In addition to the TAM constructs, perceived enjoyment, and trust, sport 

identification needs to be considered an important determinant of online purchases in the 

sport context. Researchers suggested identification as points of attachment to sport 

entities such as teams, coaches, community, university, players, level of sports, and sport 

(Kwon et al., 2005; Robinson & Trail, 2005; Trail et al., 2003; Woo et al., 2009). As a 

subscale of points of attachment, the concept of sport identification can be considered to 

be similar to that of team identification. Team identification has been an integral aspect of 

sport consumer behavior research, and has been found to significantly influence sporting 

event attendance (Matsuoka, Chelladurai, & Harada, 2003) and the purchase of sport 

products (Kwon & Armstrong, 2002, 2006; Kwon, Trail, & James, 2007). Given the 

impacts of sport identification on consumer behavior and the size of online sport market, 

sport identification should be included in the online purchase studies.  

In this section, social identity theory is discussed first in order to provide a 

theoretical rationale for sport identification in the present study. Next, research on team 

identification as a sport consumer behavior determinant follows. 

Social Identity Theory 

Social identity theory (Tajfel, 1978) provides the theoretical foundation for sport 

identification. It has provided a conceptual framework for explaining collective 

psychology, intergroup relations, and how individuals deal with identity issues (Hogg, 

Terry, & White, 1995; Turner & Reynolds, 2003). Social identity theory postulates that 
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individuals strive to join social categories that reflect positively on their self-concept 

(Tajfel, 1982, Tajfel & Turner, 1979). According to social identity theory, identities at the 

individual level are divided into personal and social identities through a self-

categorization process (Stets & Burke, 2000). Tajfel and Turner (1979) argued that 

individuals’ behaviors are mainly under the control of personological variables in 

interpersonal situations, whereas behaviors are determined mainly by category-based 

processes in group situations.  

Social identity theory is primarily related to group situations, and addresses how 

social identity largely comes from group memberships (Brown, 2000; Tajfel & Turner, 

1979). Individuals make great efforts to achieve or maintain a positive social identity by 

seeking to join groups which are considered to be equal to or slightly better than their 

own self-concept (Cialdini et al., 1976; Tajfel & Turner, 1979). A major principle of 

social identity theory is that "group affiliation is motivated by a desire for positive 

distinctiveness from other social groups and that group members display discrimination 

and in-group bias to achieve this" (Madrigal, 2001, p. 148). The positive social identity 

enhances their self-esteem and comes mainly from favorable comparisons that are made 

between the in-group and relevant out-groups. However, if individuals evaluate their 

social identity as reflecting negatively on their self-concept, they will leave or even alter 

the in-group that gives them positive social identity (Brown, 2000; Tajfel & Turner, 1979). 

Tajfel and Turner (1986) also indicated that there are three classes of variables 

that might influence intergroup differentiation: individuals must be subjectively identified 

with their in-group; the situation should permit evaluative intergroup comparisons; and 

the out-group must be sufficiently comparable and that pressures for distinctiveness 
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should increase with comparability. For example, football fans quickly learn that 

behaviors such as cheering for the home team and wearing clothes bearing a team's logos 

demonstrate support for a favorite team. Fans understand that the more involved they are 

in these types of activities, the more they are seen as being committed to the team. Fans 

also know not to cheer for the opposing team and boo the home team's players (Madrigal, 

2000). 

Social identity theory includes two different aspects such as "acting in terms of 

self" and "acting in terms of group" (Andrijiw & Hyatt, 2009; Turner & Reynolds, 2003). 

Although research has focused on the "acting in terms of group" perspective, researchers 

indicated that people who have a common social identity or view themselves as members 

of the same social category are considered to be members of a social group (Ashforth & 

Mael, 1989; Stets & Burke, 2000).   

Previous Research on Sport Identification 

Branscombe and Wann (1991) highlighted the importance of team identification 

as a sport-specific construct by arguing that "sports team identification replaces more 

traditional family and community-based attachments to the larger social structure'' (p. 

115). They suggested that team identification is concerned with a sense of bonding with 

other fans of a certain sports team and the feeling of belongingness gained via 

interactions with other fans. They found that strong identification with a specific sports 

team assist in developing feelings of belongingness and self-worth and preventing 

feelings of depression and alienation as well (Branscombe & Wann, 1991).  

Because of the significance of team identification as a sport-specific construct, 

team identification has been used to explain sport consumers' behavior in various 
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situations including game attendance (Fisher & Wakefield, 1998; Matsuoka et al., 2003), 

ticket repurchase (Walker & Kent, 2009), licensed team merchandise purchase intentions 

(Ahn, Suh, Lee, & Pedersen, 2013; Fisher & Wakefield, 1998; Kwon et al., 2007; Walker 

& Kent, 2009; Wann & Branscombe, 1993), impulsive purchases of team licensed 

product (Kwon & Armstrong, 2002, 2006), media consumption (Walker & Kent, 2009), 

intentions to purchase products from a sponsor (Gwinner & Swanson, 2003; Madrigal, 

2000, 2001; Zhang, Won, & Pastore, 2005), online purchases of licensed sport 

merchandise (Zhang & Won, 2010), and word of mouth (Walker & Kent, 2009).  

Walker and Kent (2009) focused on how consumers value professional football 

teams' CSR. They examined (1) the influence of CSR on teams' reputation, (2) the 

influence of CSR on consumers' patronage intentions and (3) moderating effect of team 

identification on the relationship between CSR and reputation and between CSR and 

patronage intentions. Patronage intentions included four dimensions such as repeat 

purchase, word of mouth, merchandise consumption, and media consumption. Data were 

collected from questionnaires with 297 actual professional football game attendees. They 

suggested that nearly 16% of organizational reputation was explained by CSR. They also 

suggested that CSR was a significant predictor of word of mouth and merchandise 

consumption behaviors, whereas media consumption and repeat purchasing were not 

significantly influenced. However, CSR's influence increased all four patronage 

dimensions significantly as the level of team identification increased.  

Matsuoka et al. (2003) examined the direct and interaction effects of team 

identification and satisfaction with a game on intentions to attend future games. They 

followed two perspectives of team identification. First of all, they considered team 
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identification as a person's attachment to a sport team which may be also seen as 

attitudinal loyalty (Fisher & Wakefield, 1998; Harada & Matsuoka, 1999; Matsuoka et al., 

2003; Murrell & Dietz, 1992; Wakefield, 1995). The other standpoint was that team 

identification is "the sense of oneness with or belongingness to a sport team" (Mael & 

Ashforth, 1992; Matsuoka et al., 2003). They did not distinguish between affective aspect 

of loyalty and behavioral facet of loyalty. However, they included both affective and 

behavioral aspects to measure team identification. Data were collected from spectators at 

two soccer games in two steps using a quota sampling method to sample respondents 

representing all spectators at each game. Participants were asked to complete 

questionnaires. They found that fans who are highly identified with a team and satisfied 

with the game are more likely to have high levels of intentions to attend future games 

than less identified and satisfied fans. However, they suggested that team identification 

was a more important determinant of intentions than satisfaction with the game 

(Matsuoka et al., 2003).  

Fisher and Wakefield (1998) tested factors influencing group-supportive 

behaviors by proposing a model to explain the factors that lead to team identification and 

consequences of team identification. They included domain involvement, perceived 

group performance, and group member attractiveness as determinants of group 

identification which is the same concept with team identification. Domain involvement is 

concerned with "an important dimension of the relationship between individuals and their 

groups is the personal relevance of the domain within which the group operates" (Fisher 

& Wakefield, 1998, p. 27). Perceived group performance is related to the BIRGing 

(basking in the reflected glory) suggesting that an individual's associations with winning 



 

61 

teams offer an effective way to improve both public and private images of the self 

(Cialdini et al., 1976; Fisher & Wakefield, 1998). Group member attractiveness referred 

to the extent that individuals perceive that their group members have attractive qualities. 

They also included group-supportive behaviors as consequents of group identification. 

They considered group-supportive behaviors as game behavior, purchase of licensed 

products, and game attendance. They collected data from a questionnaire with 

professional hockey fans at a home game. They used a systematic random sample in 

which every nth adult customer entering the arena's gate was handed a survey to ensure 

an equal chance of being surveyed. They suggested that highly identified fans are more 

likely to engage in behaviors that may demonstrate their connection with the team, attend 

team games, and buy team licensed products frequently (Fisher & Wakefield, 1998).  

Researchers have also paid attention to a role of team identification in forming 

team-licensed merchandise purchase intentions. Kwon et al. (2007) examined the 

mediating effect of perceived value in the relationship between team identification and 

the intention to purchase team-licensed apparel. They collected data from 110 

undergraduate and graduate students who enrolled in sport management courses at a large 

university using surveys. They compared the direct effect of perceived value, a partially 

mediated model, and a fully mediated model. They stated that the perceived value of 

licensed sport merchandise can be seen from both utilitarian and symbolic perspectives. 

They also argued that the symbolic viewpoint is particularly relevant to sports fans 

because it addresses "the social or emotional value of a product to the consumer" (p. 542). 

They found that the fully mediated model was most parsimonious among the three 

models. It suggests that team identification does not directly influence purchase 
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intentions. They explained that might be resulted from the specification of the price of the 

team licensed merchandise when measuring purchase intentions, and subject might have 

perceived it overpriced (Kwon et al., 2007).  

Researchers have focused on the effect of team identification on impulse buying 

of sport team licensed merchandise (Kwon & Armstrong, 2002, 2006). Kwon and 

Armstrong (2002) examined how consumer characteristics (e.g., perceived shopping 

enjoyment and team identification) and situational factors (e.g., time availability and 

money availability) influence impulse purchase of sport team licensed merchandise. Data 

were collected from 145 students at a large university using surveys. They argued that 

sport team licensed merchandise can be considered to be the image-oriented benefit 

because it involves a sport team's logo or brand marker that shows a salient component of 

the consumer's attitude and/or social identity. They suggested that only team 

identification significantly influences impulse purchases of merchandise of the 

university's sport teams among the four factors (Kwon & Armstrong, 2002).  

In order to overcome the shortcomings of previous research, Kwon and 

Armstrong (2006) proposed a model to understand impulse buying for sport team 

licensed merchandise. They tested how impulsivity (e.g., impulsivity in narrow sense, 

risk taking, non-planning, and liveliness), financial availability, and psychological 

attachment (e.g., team identification, school identification, and team commitment) 

influence licensed merchandise impulse buying and, in turn, how impulse buying 

influence post-purchase satisfaction. They collected data from direct administration of 

questionnaires to respondents enrolled at a large university. They proved 

parsimoniousness of the model. They found that impulsivity has a small contribution 
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(4.41% of the total variance) to the proposed model on impulse purchase of licensed sport 

merchandise. They found the psychological attachment to a sport team directly and 

positively influences impulse purchases of licensed sport merchandise. In contrast to 

Kwon and Armstrong (2002), they found the positive effect of money availability on 

impulse purchases because Kwon and Armstrong (2006) employed a sample consisting of 

students. Although they found the effect of psychological attachment on post purchase 

satisfaction, they suggested others be cautious when interpreting the results because of 

the potential mediating role of impulse buying in the relationship between psychological 

attachment and satisfaction (Kwon & Armstrong, 2006).  

Ahn et al. (2013) also focused on sport licensed merchandise. They examined 

team identification as a moderator on brand attitude and purchase intentions in terms of 

team logo changes. Data were collected from convenience sampling method (n = 264) 

with an online survey tool. Participants were randomly assigned to a survey related to the 

logos for one of the two teams that changed their logos. The participants were exposed to 

an original logo and were asked to answer the questions. Next, the participants were 

exposed to the redesigned logo, and then asked to complete the questions. They used a 

doubly multiviariate analysis of repeated measures for their study. They found significant 

differences between fans with high identification and fans with low identification. More 

specifically, the brand attitudes of highly identified fans were significantly decreased 

while brand attitudes of fans with low team identification were significantly increased. 

Furthermore, the purchase intentions of highly identified fans were significantly 

increased with redesigned logos, whereas the insignificant in minor redesigned logo but 

were significant in major redesigned logo (Ahn et al., 2013).  
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In addition to the sport licensed merchandise, researchers have paid attention to 

purchase intentions of sponsors' products. Madrigal (2001) examined social identity 

effects in a belief, attitude, and intentions to purchase products from a corporate sponsor. 

Particularly, he focused on team identification as a moderator in the effect of attitude on 

purchase intentions. Data were collected from 368 individuals who agreed to complete 

questionnaires, had prior experience with administering telephone surveys, and were 

exposed to a two-hour training session related to the study using a random-digit dialing 

procedure. He posited that beliefs and team identification as the determinants of attitude 

toward purchasing products from a corporate sponsor of the team. The purchase 

intentions were found to be consequents of attitude. Furthermore, he found the 

moderating effect of team identification. He suggested that highly identified fans tend to 

have intentions (1) that are consistent with the goals and objectives of the team than they 

are with personal factors such as an attitude, and have intentions (2) based on what is 

perceived as being good for the team rather than on a personal evaluation of the behavior 

itself, compared to those with lower levels of team identification (Madrigal, 2001).  

Zhang et al. (2005) focused on how the effects of college students' attitudes 

toward commercialization and psychological attachment (e.g., team identification, school 

identification, and team commitment) to an intercollegiate athletic program impact their 

purchase intentions of sponsors' products. They collected data from questionnaires with 

124 students at a large university. They suggested that positive attitudes toward 

commercialization and higher levels of team identification lead to purchasing intentions 

for the sponsors' products. In addition, they found that only team identification influences 

purchase intentions among the sub-dimensions of psychological attachment (Zhang et al., 
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2005).  

Team identification was also used to understand online sport consumer behavior. 

Zhang and Won (2010) examined fan characteristics (e.g., fan identification, trust in 

internet shopping, attitude towards online purchasing, and perceptions of convenience) 

and sports website characteristics (e.g., perception of product comparison service and 

website price advantage) to distinguish between licensed sport merchandise buyers and 

sports websites browsers. They stated that several terms (i.e., team identification, fan 

identification, psychological commitment, and team loyalty) have been used 

interchangeably to describe sports fans' psychological attachment to a sports team. They 

defined fan identification as "the degree of unity to which fans perceive with the team 

they identify" (p. 127). Data were collected from questionnaires with 326 undergraduate 

students who enrolled in sport-related majors at different universities. They found that 

there was no significant difference in fan identification and product comparison service 

provided by sports websites between online licensed sports merchandise buyers and 

sports website browsers. However, they found significant differences in trust in internet 

shopping, attitude towards online purchasing of licensed sport merchandise, perceptions 

of convenience, and website price advantage. Although two of the factors were not 

significantly different between the buyers and browsers, it was found that all of the 

variables contributed to distinguish the two groups. They argued that online sports fans 

are already highly identified with the team so that they are motivated to search for more 

information on the Internet. Furthermore, they suggested that because both buyers and 

browsers have a relatively high level of fan identification, fan identification is a 

prerequisite to buy licensed sport merchandise online (Zhang & Won, 2010). 
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In conclusion, the proposed research model was developed based on the TAM, 

the TRA, expectancy theory, self-efficacy theory, motivational theories, and social 

exchange theory. The TAM provides a theoretical framework with regard to the 

relationships among perceived ease of use, perceived usefulness, perceived enjoyment, 

trust, attitude, online purchase intentions, and online purchase. Previous research has 

supported the proposed relationships among the research constructs. Relationships among 

attitude, online purchase intentions, and online purchase are supported by the TRA. 

Expectancy theory and self-efficacy theory provide the theoretical foundations for the 

relationships among perceived ease of use, perceived usefulness, online purchase 

intentions, and online purchase. Perceived enjoyment, as an intrinsic motivation of online 

purchase intentions and online purchase, might be explained from motivational theories. 

Social exchange theory provides a theoretical foundation for trust in the research model. 

In addition to the theories supporting the research constructs, social identity theory 

provides a theoretical rationale for inclusion of team identification as a moderator in the 

study.  

Critique of the Validity of Appropriate Theory and Research Literature 

This section provides the critique of the research literature based on the extensive 

review of literature. The focus of the critique is on the studies applied the TAM. 

Specifically, this section presents the issues in related to the relationships among the 

TAM constructs, inclusion and/or exclusion of the original TAM constructs, and 

applicability of the TAM in different settings. 

Many studies have demonstrated the validity of the TAM across a wide range of 

information technology, and the TAM has advantages in terms of degree of generality, 



 

67 

social variables, and behavioral control (Mathieson, 1991). The TAM explains beliefs 

such as perceived usefulness and perceived ease of use are more general terms not 

specific to a particular situation. Therefore, the constructs of the TAM can be measured in 

the same way in many situations. However, the application of the TAM has been limited 

to general office automation software, systems development, or online consumption of 

non-sport products.  

Researchers have proven that the TAM is robust and parsimonious in various 

settings (Adams et al., 1992; Davis, 1993; Mathieson, 1991). However, the TAM's 

parsimony can be considered to be a major limitation (Ha & Stoel, 2009; Venkatesh, 2000; 

Vijayasarathy, 2004). Because the TAM provides very general information on users' 

opinions about a system (Mathieson, 1991), the TAM constructs may be more appropriate 

to explain a few technology use choices rather than to understand situations where user's 

willing is needed (e.g., online shopping) (Ha & Stoel, 2009; Vijayasarathy, 2004).  

In the original version of TAM, the following constructs were included: 

perceived usefulness, perceived ease of use, attitudes, behavioral intentions, and usage. 

The model involved six relationships among these components: perceived ease of use and 

perceived usefulness, perceived ease of use and attitudes, perceived usefulness and 

attitudes, perceived usefulness and intentions, attitudes and intentions, and intentions and 

usage. When the TAM was applied in several studies, more relationships among the 

constructs were included: perceived ease of use and intentions, attitudes and usage, 

perceived ease of use and usage, and perceived usefulness and usage. Although no single 

study included all these relationships, only a few researchers included usage in their 

model (Adams et al., 1992; Yang & Yoo, 2004).  
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In order to test the appropriateness of the TAM to explain users' acceptance of 

information systems in different settings, all of the TAM constructs should be tested in 

various contexts. Therefore, it is important to test the TAM with the original constructs 

while adding the context-specific constructs. That is, the TAM should be applied to the 

sport context to understand sport consumers' adoption of the Internet to buy sport 

products and investigate whether the TAM can be applied to the context of sports.  

When applying and replicating the TAM, there has been debate about the role of 

attitude in the TAM. Attitude toward using a technology was excluded by Davis et al. 

(1989) in their final model due to partial mediation of the impact of beliefs on intention 

by attitudes. A weak direct link between perceived usefulness and attitude, and a strong 

direct link between perceived usefulness and intention were found (Venkatesh, 2000; 

Yang & Yoo, 2004). As a result, several researchers have not included attitudes in their 

research to test the TAM and its extended model (Adams et al., 1992; Chiu et al., 2009b; 

Gefen et al., 2003; Im et al., 2008; Koufaris, 2002; Pavlou, 2003; Venkatesh, 2000; Saadé 

& Bahli, 2005; Venkatesh & Bala. 2008; Venkatesh & Davis, 2000; Wu & Wang, 2005).  

Conversely, Yang and Yoo (2004) argued that the weak relationship between 

attitudes and information system use in the work of Davis et al. (1989) might have been 

due to the mixed measure of the attitudes construct. Therefore, the other researchers have 

included attitude in their studies to test and/or extend the TAM. However, the 

relationships among the TAM constructs have not been consistent in previous research. 

There have been some patterns found in previous research: the joint effect of perceived 

ease of use and perceived usefulness on attitudes (Childers et al., 2001; Davis et al., 1989; 

Kim et al., 2009; Lin & Lu, 2000; Palvia, 2009; Porter & Donthu, 2006; Suh & Han, 
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2002; Van der Heijden, 2003; Van der Heijden et al., 2003; Yang & Yoo, 2004), the effect 

of perceived usefulness on attitudes (Bruner & Kumar, 2005), and the mediating effect of 

perceived usefulness between perceived ease of use and attitudes (Bruner & Kumar, 2005; 

Davis et al., 1989; Ha & Stoel, 2009; Kim et al., 2009; Lin & Lu, 2000; Palvia, 2009; 

Porter & Donthu, 2006; Van der Heijden, 2003; Yang & Yoo, 2004). Therefore, it can be 

concluded that the relationship among the TAM constructs does not seem clear. 

According to the TRA, an individual’s behavioral intentions are a dominant 

determinant of behavior (Fishbein & Ajzen, 1975). As the TRA provided the theoretical 

foundation for the TAM to explain users' acceptance of information system, usage has 

been used instead of behavior. Several researchers included both behavioral intentions 

and usage in the TAM and proved the positive relationship between them (Suh & Han, 

2002; Van der Heijden, 2003; Venkatesh & Bala, 2008; Venkatesh & Davis, 2000; Wu & 

Wang, 2005). However, other researchers have not included either intentions (Adams et 

al., 1992; Porter & Donthu, 2006; Straub et al, 1997) or usage (Bruner & Kumar, 2005; 

Im et al., 2008; Lin & Lu, 2000; Koufaris, 2002; Mathieson, 1991; Saadé & Bahli, 2005; 

Venkatesh, 2000) when testing the TAM or the extended TAM. Even though the TAM is 

an intention-based model stipulating that the intention to adopt technology is a good 

predictor of its actual usage, this relationship may not be found in some contexts. For 

these reasons, both intentions and usage should be included in the TAM to understand 

sport consumers' acceptance of technology for purchasing sport products.  

In addition to the TAM, trust should be taken into consideration because of the 

inherent risks associated with the online transactions. Thus, several researchers have 

extended the TAM by adding trust. However, with the exception of studies by Zhang and 
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Won (2009, 2010), little empirical research can be found identifying the relevance of trust 

in the e-commerce process in the sport context. Hur (2007) included trust in the TAM and 

found a weak impact of trust on intentions to use a sport website. However, the result 

may be different in the e-commerce setting because the focus of his research was 

information seeking behavior rather than sport product purchasing behavior. Therefore, 

trust should be applied to the e-commerce setting in order to know whether the results are 

different or not. 

The extended the TAM involving trust has been appropriate to understand e-

commerce adoption, but other internal factors may influence online consumer behavior. 

For example, sport consumers may have different patterns in sport product purchase 

because of their psychological connection with their favorite sports or sports team. 

However, little empirical research has been conducted to explain factors that influence 

acceptance of information systems in the sport context, especially in online settings. 

There has been insufficient effort to reflect sport consumer-specific factors in order to 

understand online sport consumer behavior using the TAM.  

Issues have occurred while extending the TAM. For example, several researchers 

have included the trust and tested the relationship between constructs of the TAM and 

trust. However, the relationship between constructs of the TAM and trust has been 

inconsistent in research. Most researchers postulated the direct effect of trust on the TAM 

constructs: trust-perceived ease of use (Pavlou, 2003), trust-perceived usefulness (Gefen 

et al., 2003; Ha & Stoel, 2009; Pavlou, 2003), trust-attitudes (Ha & Stoel, 2009; Kim et 

al., 2009; Palvia, 2009; Suh & Han, 2002; Van der Heijden et al., 2003), and trust-

intentions (Gefen et al., 2003; Kim et al, 2009; Palvia, 2009; Pavlou, 2003; Suh & Han, 
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2002). Conversely, the effects of the TAM construct on trust (i.e., perceived ease of use 

and perceived usefulness) were also reported: perceived ease of use-trust (Gefen et al., 

2003) and perceived usefulness-trust (Suh & Han, 2002). Furthermore, although Chiu et 

al. (2009) included trust in their extended TAM, they did not include the direct 

relationships between trust and the TAM constructs. Therefore, the relationship and the 

direction between trust and the TAM constructs are not clear. 

The TAM research has primarily focused on utilitarian or extrinsic motivation (i.e., 

perceived usefulness) of Internet use. Extrinsic motivations can be defined as "the 

performance of an activity because it is perceived to be instrumental in achieving valued 

outcomes that are distinct from the activity itself (Davis et al., 1992, p. 1112)". However, 

online sport consumers may use the Internet due to its inherent hedonic (i.e., 

entertainment) features (Barnes, 2011; Childers et al., 2001; Hur, 2007). Recently, 

researchers have considered perceived enjoyment as a hedonic or intrinsic motivation of 

Internet use (e.g., Moon & Kim, 2001; Teo et al., 1999; Van der Heijden, 2003) and 

online shopping (e.g., Childers et al., 2001; Koufaris, 2002; Ha & Stoel, 2009). Hur 

(2007) found the critical effect of perceived enjoyment in sport-related information 

seeking behavior. However, there is lack of empirical evidence whether perceived 

enjoyment influences online sport product consumption. Thus, perceived enjoyment 

should be included in the TAM and its role in the online sport product consumption 

should be examined.  

Furthermore, with the exception of study by Hur (2007), these empirical studies 

did not apply a theoretical model that can be specifically used to explain online sport 

consumer behavior. Hur (2007) applied the TAM to the sport context (i.e., the sport 
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website acceptance model: SWAM) and proved it to be robust and parsimonious. The 

SWAM was proposed to include sport-specific constructs such as sport involvement and 

psychological commitment to a team to the TAM. He postulated that intention is directly 

influenced by beliefs about sport websites (e.g., perceived ease of use, perceived 

usefulness, perceived enjoyment, and perceived trustworthiness), sport involvement, and 

psychological commitment to a team. He also posited the direct effect of sport 

involvement, psychological commitment to a team, and intention on sport website use. 

However, he focused on sport-related information seeking rather than sport product 

purchases. Therefore, the TAM should be applied to the sport context in order to 

understand why and how sport consumers adopt the Internet for purchasing sport 

products because the process of how sport consumers accept the website for purchasing 

sport product may be different from searching for sport information. 

The SWAM seems to be flawed in terms of the relationships among constructs 

and the model composition. First, although Hur (2007) explained the relationships 

between beliefs that several researchers had suggested and proved, the relationships were 

not included in his study. For example, Davis et al. (1989) proposed the direct effect of 

perceived ease of use on perceived usefulness in the original TAM and several 

researchers have also proved this relationship to be true. In addition, several researchers 

found the relationship between perceived ease of use and trust (Pavlou, 2003), perceived 

usefulness and trust (e.g., Gefen et al., 2003; Ha & Stoel, 2009; Pavlou, 2003), trust and 

attitudes (e.g., Ha & Stoel, 2009; Suh & Han, 2002), perceived enjoyment and perceived 

ease of use (e.g., Davis et al., 1992; Moon & Kim, 2001; Teo et al., 1999; Van der 

Heijden, 2003). However, he failed to provide a rationale for the omission of those 
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relationships. Second, he explained the TAM constructs in his study by elaborating the 

roles of the constructs in the TAM. Specifically, how attitudes are influenced by beliefs 

and influence behavioral intentions was thoroughly explained. However, attitudes were 

not included in the SWAM, and the rationale for the exclusion of attitudes was not 

provided.  

In addition to the flaws in the SWAM, the competing model that Hur (2007) 

proposed and tested also seems to be flawed. Hur (2007) developed a competing model 

for the original SWAM because the effects of sport involvement and psychological 

commitment to a team on intention and actual usage were relatively small. Unlike the 

original model, the competing model examined the indirect effects through sport fans’ 

beliefs about sport-related websites on behavioral intentions and actual usage behaviors. 

It was suggested that the competing model outperforms the original model. According to 

Kline (2011), a competing model must be guided by rational considerations rather than 

purely statistical ones. That is, a competing model must be justified according to theory 

or empirical results. However, Hur (2007) failed to explain whether the competing model 

was developed based on theory or not, which leads to the supposition that the competing 

model cannot be theoretically justified. 

Sport identification is also considered in this study because it is one of the most 

salient factors influencing sport consumer behavior (Kwon & Armstrong, 2002, 2006; 

Kwon et al., 2007; Matsuoka et al., 2003). Given the impacts of sport identification on 

consumer behavior, the role of sport identification in the online sport consumer behavior 

should be examined. Hur (2007) included a similar construct (i.e., psychological 

commitment) to the TAM but did not find its significant role in the model. Therefore, a 
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study is needed to examine whether sport identification plays a critical role in the TAM in 

the e-commerce setting.  
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Chapter Three: Methodology 

This chapter presents the research methodology that was used to guide the 

research process. The research design is first discussed including a description of survey 

research. Next, pilot study procedures are discussed with explanations of the sample, data 

collection, instrument, data analysis, and revisions to the instrument. Lastly, final data 

collection procedures, including sample, data collection, instrument, and data analysis, 

are presented. 

Research Design 

A survey was conducted to test the research model in this study. Surveys are 

utilized for descriptive, explanatory, and exploratory purposes (De Vaus, 2002). Survey 

research provides a quantitative description of trends, attitudes, or opinions of a 

population by studying a sample of that population (Babbie, 2007). Thus, it is considered 

the best method available to the social scientist interested in collecting original data for 

describing a population too large to observe directly (Babbie, 2007). Considering a 

descriptive nature of this research, a survey seems to serve the purpose of the study. 

Furthermore, this study has a confirmatory purpose because it is to propose a conceptual 

model that was developed based on a theoretical basis, and to test the research model to 

confirm if it is supported by the data (Kline, 2011) explaining how sport consumers 

purchase sport products online. Data from surveys are often used for confirmatory 

purpose research when knowledge of a phenomenon has been articulated in a theoretical 

form using well-defined concepts, models and propositions (Forza, 2002). 

Survey research includes cross-sectional and longitudinal studies using 

questionnaires or structured interviews for data collection, with the intent of generalizing 

findings from a sample to a population (Rindfleisch, Malter, Ganesan, & Moorman, 



 

76 

2008). There are three main methods of administering survey questionnaires to a sample 

of respondents such as self-administered questionnaires, surveys administered by 

interviewers in face-to-face encounters, and surveys conducted by telephone (Babbie, 

2007). Of these methods, self-administered questionnaires were used within this study, in 

which respondents are asked to complete the questionnaire themselves.  

More specifically, an online survey instrument was employed within this study to 

understand online sport consumer behavior. According to Evans and Mathur (2005), 

online surveys are most appropriate when wide geographic coverage is sought, a large 

sample is desired, and multiple samples are needed. Given that this study aimed to reach 

out to a large number of nationwide online sport consumers with different levels of sport 

identification, the online survey instrument seemed appropriate for this study.  

Pilot Study Procedures 

Prior to data collection, the survey instrument was reviewed and approved by the 

Institutional Review Board (IRB). Upon approval by the IRB, the pilot study began with 

a survey instrument. The pilot study was conducted to verify the procedure and evaluate 

reliability and face validity of the instruments before the actual study.  

Sample  

Within the pilot study, the data collection consisted of administering the 

instrument to 58 undergraduate and graduate students who enrolled at the University of 

Minnesota. For the final data collection, the sample size was aimed to reach 400 

respondents. Given that the reasonable sample size for pilot study is 10 to 20% of the 

sample size for the final study, the sample size of 58 was sufficient for the purpose of the 

pilot study (Baker, 1994).  
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Nonprobability sampling was used through a convenience sampling method to 

recruit participants in the pilot study. According to Calder, Phillips, and Tybout (1981), 

homogeneous convenience samples are preferred in theory research due to their 

contribution to the rigor of the theory test by providing more precise predictions and 

enhancing statistical-conclusion validity. Iwasaki and Havitz (1998) also emphasized the 

appropriateness of homogeneous samples by suggesting that theoretical relationships 

between constructs may be sounder when a homogeneous sample is used. Given that the 

purpose of this study was to examine a proposed research model, it was appropriate to 

employ convenience sampling at the pilot study stage.  

Several researchers (e.g., Ha & Stoel, 2009; Howard, Rainie, & Jones, 2001; Hur, 

2007; Zhang & Won, 2009) have suggested that those graduate and undergraduate 

students are likely significant online consumers, justifying the use of students for the pilot 

study’s sample. More specifically, online consumers are generally younger and more 

highly educated than conventional consumers (Howard et al., 2001)., and student samples 

are a major target market for online retailers and for licensed sport merchandise (Ha & 

Stoel, 2009; Kwon & Trail, 2001; McKnight et al., 2002; Zhang & Won, 2009). As such, 

those students are likely significant online consumers of sport products, indicating that 

this sampling method would provide important information about the online sport 

consumer behavior. 

Data Collection 

 Paper-based surveys were conducted to ensure face validity of the instrument 

for the pilot study at the University of Minnesota. Paper-based surveys allowed for 

respondents to make comments if there was any difficulty in responding due to 
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misleading, inappropriate, or redundant questions (Simon, 2011). Additionally, paper-

based surveys were employed as the pilot study could be administered efficiently with a 

convenience sample.  

In order to access respondents, the primary investigator first contacted sport 

management instructors at the university to ask their students to participate in the study. A 

total of two instructors allowed the researcher to conduct the pilot study in their classes. 

The two classes consisted of undergraduate and graduate level courses, respectively. The 

researcher visited the classes in person and asked the students to participate in the study.  

Due to the small size of the two classes being offered during a summer session, 

the number of respondents could not meet the desired sample size (i.e., N = 40). 

Therefore, the researcher reached out to additional participants by recruiting them at the 

recreation center of the university. The principal investigator first approached recreation 

center users and briefly explained the purpose and the procedures of the study. Next, the 

primary investigator asked the recreation center users whether or not they are students, as 

the target participants were undergraduate and/or graduate students. Accordingly, only 

undergraduate or graduate students were asked to participate in the pilot study. 

Participants who agreed with their participation were asked to read through the consent 

form before participating in the survey. Additionally, participants were asked to provide 

feedback on items, words, or phrases that needed further revisions. 

Instrument  

A self-administered questionnaire was used in the pilot study. The instrument for 

the pilot study consisted of 49 questions (see Appendix A). The instrument began with 

three qualifying questions to establish whether or not the participant was an online sport 
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consumer. This was established through the answering of three questions. The first 

question asked participants whether or not the participant has purchased sport products 

online. The second question asked participants to specify the name of the website they 

have visited most recently to buy sport products. The last qualifying question asked 

participants to specify the sport products they have bought on the website.  

After the three qualifying questions, the instrument continued with 36 questions 

including perceived ease of use, perceived usefulness, trust (Gefen et al., 2003), 

perceived enjoyment (Fagan et al., 2008), attitude (Davis, 1993), online purchase 

intentions (Pavlou, 2003), online purchase (Porter & Donthu, 2006), and sport 

identification (Dees, Bennett, & Villegas, 2008). These items measuring the eight 

constructs were adapted from previous studies and modified to be used for the survey.  

Measures of perceived ease of use, perceived usefulness, and trust were adapted 

from a previous study (Gefen et al., 2003) that examined the TAM by integrating trust. 

Gefen et al. (2003) suggested that the loadings for perceived ease of use, perceived 

usefulness, and trust items were valid and reliable. Perceived ease of use was measured 

through six items adapted for the purpose of this study. For instance, participants were 

asked to rate the following statement on a seven-point Likert type scale ranging from 1 

(Strongly Disagree) to 7 (Strongly Agree): “The website was easy to use.” Five similar 

statements were used to address perceived ease of use. Perceived usefulness was also 

measured through six items adapted for the purpose of this study. For instance, 

respondents were asked to rate the following statement on a seven-point Likert type scale: 

“The website was useful for searching and buying the product.” Five similar statements 

were used to address perceived usefulness. Trust was measured through seven items 
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adapted for the purpose of this study. For instance, participants were asked to rate the 

following statement on a seven-point Likert type scale: “Based on my experience with 

the website, I know it is honest.” Six similar statements were used to address trust.  

Perceived enjoyment was measured through three questions that were adapted 

from a study of Fagan et al. (2008). Their findings illustrated the perceived enjoyment as 

an intrinsic motivation to use computers. They also suggested that the loadings for 

perceived enjoyment items were valid and reliable. Perceived enjoyment was measured 

through three items adapted for the purpose of this study. Respondents were asked to rate 

the following statement on a five-point Likert-scale ranging from 1 (Strongly Disagree) 

to 5 (Strongly Agree): “I found using the website I most recently visited for buying a 

sport product to be enjoyable.” Two similar statements were used to address perceived 

enjoyment. 

Attitude was measured through five items from Davis’s (1993) study that 

examined how information system can be accepted at workplace. Davis (1993) suggested 

that the loadings for attitude items are valid and reliable. Attitude was measured through 

five items adapted for the purpose of this study. For example, participants were asked to 

rate the following statement on a evaluative seven-point semantic differential scale 

ranging from +3 (Extremely) to -3 (Extremely): “In your opinion, purchasing a sport 

product on the website I most recently visited was good/bad.” Four similar statements 

were used to address attitude.  

Online purchase intentions were measured through three items from a study of 

Pavlou (2003). He suggested that the loadings for online purchase intentions items are 

valid and reliable. Online purchase intentions were measured through three items adapted 
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for the purpose of this study. For example, participants were asked to rate the following 

statement on a on a seven-point Likert type scale: “Given the chance, I intend to use the 

website to buy sport products.” Two similar statements were used to address online 

purchase intentions.  

Online purchase was measured through three items from a study of Porter and 

Donthu (2006). They suggested that the loadings for online purchase items are valid and 

reliable. Online purchase was measured through three items adapted for the purpose of 

this study. For example, participants were asked to rate the following statement on a five-

point Likert type scale, “I use the website quite often for buying sport products.” Two 

similar statements were used to address online purchase.  

As a moderating factor, sport identification was included in the research model. 

Researchers have used fan involvement similar to sport identification (Dees et al., 2008; 

Madrigal, 2001; Meenaghan, 2001). For instance, according to Dees et al. (2008), “fan 

involvement, a component of social identity theory, has been operationalized as the extent 

to which consumers identify with, and are motivated by, their engagement and affiliation 

with particular leisure activities.” (p. 82). Accordingly, a scale of fan identification from a 

study of Dees et al. (2008) was adapted and modified for the purpose of this study by 

ensuring the face validity through a panel of experts. The previous studies illustrated that 

the loadings for sport identification items were valid and reliable. However, one of the 

four original items was eliminated through a panel of experts, as it was not appropriate 

for the purpose of this study: “It is important to me to be a part of (university) football.” 

As a result, sport identification was measured through a total of three items 

adapted for the purpose of this study. For example, respondents were asked to rate the 
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following statement on a five-point Likert scale: “My friends view me as a strong fan of 

my favorite sport.” Two similar statements were used to address sport identification. 

Additionally, as sport identification questions were about the participants’ level of 

involvement with sports, sport identification questions were followed by a question 

regarding participants’ favorite sport. A list of specific items grouped by variable is 

provided in Appendix B.  

Following the items measuring the major components of the research model, the 

survey concluded with nine demographic questions to provide the profile of the 

participants. In the demographic questions, respondents were asked to provide their 

gender, hours to use the Internet per week, age, ethnicity, marital status, year at the 

university, geographic location of the university, household income, and monthly 

discretionary income.  

Data Analysis  

The data was entered into SPSS 19.0 for analysis. A total of 50 out of 58 data 

collected was used for analysis in the pilot study. In the data analysis, the data from 

respondents who have purchased sport products using the Internet were included. 

Descriptive statistics were first utilized to summarize the data collected and develop a 

profile of the respondents. Next, the instruments reliability was calculated to determine 

the internal consistency (See Table 3.1.). According to Corbetta (2003), assessing internal 

consistency is based on the assumption that random errors are different not only from test 

to test, but also from question to question within the same test. Crano and Brewer (2002) 

suggested that internal consistency is related to the extent to which the components of 

measuring instrument are interrelated, and thus, predict or produce the same or similar  
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Table 3.1. 

Reliability Tests for the Pilot Study Factors: Cronbach's Alpha (α), Means (μ), Variances (s
2
), and Standard Deviations (SD) 

Factors and Items α μ s
2
 SD 

Perceived Ease of Use .90 5.99 .62 .79 

The website was easy to use.  6.22 .79 .89 

It was easy to become skillful at using the website.  6.02 1.24 1.12 

Learning to operate the website was easy.  6.12 1.05 1.02 

The website was flexible to interact with.  5.57 1.00 1.00 

My interaction with the website was clear and understandable.  0.04 .87 .93 

It was easy to interact with the website to buy a sport product.  6.00 .83 .91 
     

Perceived Usefulness .88 5.62 .82 .91 

The website was useful for searching and buying the product.  6.06 .59 .77 

The website improved my experience in sports product searching and buying.  5.32 1.69 1.30 

The website enabled me to search and buy the product faster.  5.74 1.30 1.14 

The website enhanced my effectiveness in sports product searching and buying.  5.14 2.00 1.41 

The website made it easier to search for and purchase the sports product.  5.92 1.20 1.10 

The website increased my productivity in searching and purchasing the sports product.  5.56 1.40 1.18 

     

Trust .76 5.59 .45 .67 

Based on my experience with the website, I know it is honest.  5.88 1.09 1.04 

Based on my experience with the website, I know it cares about customers.  5.24 1.29 1.13 

Based on my experience with the website, I know it understands its market.  5.86 1.14 1.07 

Based on my experience with the website, I know it is not opportunistic.  4.74 1.19 1.09 

Based on my experience with the website, I know it provides good service.  5.98 .76 .87 

Based on my experience with the website, I know it is predictable.  5.53 .84 .92 

Based on my experience with the website, I know it is trustworthy.  5.88 1.07 1.03 
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Table 3.1. Continued 

Reliability Tests for the Pilot Study Factors: Cronbach's Alpha (α), Means (μ), Variances (s
2
), and Standard Deviations (SD) 

Factors and Items α μ s
2
 SD 

Perceived Enjoyment .78 3.81 .60 .77 

I found using the website I most recently visited for buying a sport product to be enjoyable.  3.92 .89 .94 

The actual process of using the website I most recently visited for buying a sport product was pleasant.  4.06 .63 .79 

I had fun using the website I most recently visited for buying a sport product.  3.46 1.07 1.03 
     

Attitude .88 5.98 .62 .70 

In your opinion, purchasing a sport product(s) on the website I most recently visited was good/bad.  6.04 .59 .77 

In your opinion, purchasing a sport product(s) on the website I most recently visited was wise/foolish.  6.04 .58 .76 

In your opinion, purchasing a sport product(s) on the website I most recently visited was favorable/unfavorable.  5.79 1.32 1.15 

In your opinion, purchasing a sport product(s) on the website I most recently visited was beneficial/harmful.  5.85 .78 .88 

In your opinion, purchasing a sport product(s) on the website I most recently visited was positive/negative.  6.21 .42 .65 
     

Online Purchase Intentions .80 5.95 .94 .97 

Given the chance, I intend to use the website to buy sport products.  5.96 1.30 1.14 

Given the chance, I predict that I would transact with the website to buy sport products in the future.  6.30 .75 .86 

It is likely that I will transact with the website to buy sport products in the near future.  5.61 1.99 1.41 

     
Online Purchase .74 2.88 1.02 1.01 

I use the website quite often for buying sport product.  3.16 1.61 1.27 

I spend a lot of time on the website for buying sport product.  2.46 1.15 1.07 

I have been using the website for purchasing sport product for a very long time now.  3.02 1.90 1.38 

     
Sport Identification .83 4.10 .60 .78 

My friends view me as a strong fan of my favorite sport.  4.16 .93 .96 

It is very important to me that my favorite sport games are played.  3.92 .84 .92 

I see myself as a strong fan of my favorite sport.  4.22 .82 .82 
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results. As such, assessment of the internal consistency of the test has been suggested in 

which reliability is estimated by correlating the answers to each question with the 

answers to all of the other questions (Corbetta, 2003).  

In this study, reliability of the instruments was calculated using Cronbach’s alpha 

coefficients. In other words, Cronbach’s alpha coefficients were calculated for each 

constructs including perceived ease of use, perceived usefulness, trust, perceived 

enjoyment, attitude, online purchase intentions, online purchase, and sport identification. 

A minimum acceptable level of .70 for the Cronbach’s alpha for each construct was used 

to ensure the instrument reliability (Nunnally, 1978).  

Cronbach’s alpha coefficients for constructs in this study ranged between .74 (online 

purchase) and .90 (perceived ease of use), indicating that the constructs are reliable. No 

additional data analysis was conducted during the pilot study stage of the study because 

the purpose of the pilot study was to test the reliability of the items in the survey 

instrument.  

Revisions to Instrument 

After analyzing the pilot study data, changes were made in two items. For 

instance, one of online purchase intentions items was originally stated as “It is likely that 

I will transact with the website to buy a sport product in the near future.” Within this 

statement, “transact with” was replaced by “use” because some respondents mentioned 

that the meaning was repetitive (i.e., “transact” and “to buy”). The other changed item 

was a demographic question. It was originally stated as “What is your personal 

disposable monthly income?” However, an international respondent suggested that the 

meaning of “disposable income” should be rephrased in an easy to understand term. 
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Accordingly, this demographic question was rephrased as “How much personal money do 

you have to spend monthly?” to clarify the meaning. 

Final Data Collection Procedures 

Sample and Data Collection  

In the main study, nonprobability sampling was employed. In particular, dual 

sampling methods were utilized in the main study such as stratified purposeful sampling 

and respondent driven sampling. Of the two sampling methods, stratified purpose 

sampling was first employed. According to Patton (2002), stratified purposeful sampling 

suggests that purposeful samples that can be stratified or nested by selecting particular 

units or cases that vary according to a key dimension. Stratified purposeful sampling can 

be used when sufficient information is known to identify characteristics that may 

influence how the phenomenon is apparent (Patton, 2002).  

Within this study, participants who enrolled at various universities in the U.S. 

were purposely recruited. Given that online consumers are generally younger and more 

highly educated than conventional consumers, and a major target market for online 

retailers, student samples are close to the online consumer population (Ha & Stoel, 2009; 

McKnight et al., 2002; Zhang & Won, 2009). Howard et al. (2001) suggested that the 

Internet users are more likely to have a college degree or higher. Furthermore, college 

students are one of the major market segments for licensed sport merchandise (Kwon & 

Trail, 2001; Zhang & Won, 2009). Hur (2007) also suggested that young adults or 

Internet users who have relatively high education levels seek for sport-related 

information more often than those who have low education levels, justifying the use of 

students for the study’s sample. As such, those students are likely significant online 
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consumers of sport products, indicating that this purposefully stratified sample would 

provide important information about online sport consumer behavior.  

Prior to data collection, students who enrolled at 16 universities in the U.S. were 

selected for inclusion using a stratified purposeful sampling method. The primary 

investigator first stratified the universities in the U.S. based on geographic location and 

the number of enrollment, as the target participants were undergraduate and graduate 

students. As illustrated in Table 3.2., universities were categorized as East, Midwest, 

South, and West. Next, the universities were categorized as small-sized (less than 10,000), 

medium-sized (10,000 - 30,000), and large-sized (more than 30,000) based on the number 

of enrollment. 

Table 3.2. 

Profile of the Universities 

Universities Enrollment Geographic locations 

Bowling Green State University 19,243 Midwest (OH) 

Concordia University 2,800 Midwest (MN) 

Florida State University 40,474 South (FL) 

Gannon University 2,925 East (PA) 

Indiana University 46,817 Midwest (IN) 

North Carolina A&T State University 8,923 South (NC) 

Southern Connecticut State University 10,804 East (CT) 

University of Akron 27,079 Midwest (OH) 

University of Central Missouri
a 

11,351 Midwest (MO) 

University of Connecticut 30,256 East (CT) 

University of Iowa 31,498 Midwest (IA) 

University of Michigan
a
 43,710 Midwest (MI) 

University of Minnesota 52,557 Midwest (MN) 

University of Louisville 21,841 South (KY) 

Washington State University 22,763 West (WA) 

Wichita State University 12,192 Midwest (KS) 
a
The instructors did not allow for the online survey and therefore their students were not included 

in the study. 
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After participants were recruited using stratified purposeful sampling, respondent 

driven sampling was utilized as the primary method for selecting respondents in the study. 

Salganik and Heckathorn (2004) suggested that in respondent driven sampling, the 

researchers first select a small number of participants. The recruiting process followed by 

a next process that these first participants recruit other participants who meet the 

inclusion criteria in the study. This process of ongoing recruiting by participants 

continues until the desired sample size is reached (Salganik & Heckathorn, 2004). As 

Salganik and Heckathorn (2004) highlighted, respondent driven sampling allows access 

to hard-to-reach groups, and is considered appropriate in situations in which no entire list 

of population members is available. 

As this study aimed to reach to participants from different populations that were 

not easy to obtain and are likely significant online sport consumers, respondent driven 

sampling method was deemed to be appropriate in the study. Furthermore, the sample 

size of the main study was 527, as a minimum sample size of 200 has been recommended 

as a goal for structural equation modeling research to avoid frequent convergence failure 

and inappropriate solution problems (Kline, 2011; Loehlin, 1998; Whittaker & Stapleton, 

2006). As such, the use of respondent driven sampling method provided acceptable 

access to an appropriate sample size given the purpose of the study.   

Once the universities were stratified, 24 instructors for undergraduate and 

graduate level courses at 16 universities were contacted in order for their students to be 

asked to participate in the survey. Of the contacted instructors, 21 instructors from 14 

universities permitted the primary investigator to conduct the online survey with their 

students. Accordingly, of the 14 universities, three universities were categorized as 
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Eastern, one Western, seven Midwestern, and three Southern based on the geographic 

location. Furthermore, of the 14 universities, three universities were categorized as small-

sized (less than 10,000), six as medium-sized (10,000 - 30,000), and five as large-sized 

(more than 30,000) based on the number of enrollment. More specifically, students who 

enrolled at Bowling Green State University, Concordia University, Florida State 

University, Gannon University, North Carolina Agricultural and Technical State 

University, Southern Connecticut State University, Indiana University, University of 

Akron, University of Connecticut, University of Iowa, University of Minnesota, 

University of Louisville, Washington State University, and Wichita State University 

participated in the online survey. As such, students from the University of Central 

Missouri and the University of Michigan were not included in the study. 

The survey was conducted online with an Internet survey tool known as 

Qualtrics from August 26 through November 27, 2013. First, the URL of the survey 

questionnaire was sent to the contacted instructors by e-mail. Next, the instructors were 

asked to send the online survey link by e-mail and post the link on the course websites. 

The contacted instructors were instructed to request their students to participate in the 

online survey and also share the survey with other undergraduate or graduate students.  

When respondents participated in the study, a consent form was provided at the 

beginning of the survey. This form acknowledges that participants’ rights and privacy will 

be protected during data collection. In the consent form, information of the research was 

stated including the procedures, purpose of the study, confidentiality, voluntary nature of 

the study, contacts, and questions (Creswell, 2009). Participants were asked to read 

through the consent form before participating in the survey. The participants who agreed 
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with their participation consented by completing the questionnaire. Each participant was 

asked to participate in the survey only one time in order to avoid redundancy. 

Demographic characteristics of the respondents are provided in Table 3.3. 

Table 3.3. 

Demographic Characteristics of the Final Sample: Frequency (F) and Percentage (%) 

Demographic   F % 

Gender Female  181 34.3 

Male  342 64.9 

Missing  4 .8 
     

Age 17 - 19  177 33.6 

20 - 24  277 52.6 

25 – 29  44 8.3 

30 – 34  17 3.2 

35 and more  12 2.3 
     

Internet use (hours/week) Less than 10   134 25.4 

10 - 20   183 34.7 

21 - 30  94 17.8 

31 - 40  51 9.7 

41 and more  53 10.1 

Other  5 .9 

Missing  6 1.1 
     

Ethnicity Black/African American  45 8.5 

Native American  2 .4 

Hispanic  12 2.3 

White/Caucasian  416 78.9 

Asian or Pacific Islander  39 7.4 

Other  11 2.1 

Missing  2 .4 

     

Marital status Single  486 92.2 

Married  32 6.1 

Domestic partnership  6 1.1 

Divorced/Separated  - - 

Missing  3 .6 
     

Class Freshman  113 21.4 

Sophomore  90 17.1 

Junior  95 18.0 

Senior  116 22.0 

Graduate student  107 20.3 

Missing  6 1.1 
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Table 3.3. Continued 

Demographic Characteristics of the Final Sample: Frequency (F) and Percentage (%) 

Demographic   F % 

Household income Less than $35,000  204 38.7 

 $35,001 - $50,000  31 5.9 

 $50,001 - $75,000  39 7.4 

 $75,001 - $100, 000  57 10.8 

 $100,001 - $125,000  43 8.2 

 $125,001 - $150,000  33 6.3 

 $150,001 -$175,000  20 3.8 

 $175,001 - $200,000  17 3.2 

 Over $200,000  61 11.6 

 Missing  22 4.2 

     

Discretionary income Less than $150  145 27.5 

 $151- $200  99 18.8 

 $201 - $250  52 9.9 

 $251 - $300  59 11.2 

 $301 - $350  33 6.3 

 $351 - $400  28 5.3 

 $401 - $450  13 2.5 

 $451 - $500  15 2.8 

 Over $500  72 13.7 

 Missing  11 2.1 

     

Geographic location  East CT 9 1.7 

  PA 14 2.7 

 West WA 6 1.1 

 Midwest IA 10 1.9 

  IN 212 40.2 

  KS 24 4.6 

  MN 141 26.8 

  OH 17 3.2 

 South FL 50 9.5 

  KY 13 2.5 

  LA 1 .2 

  NC 23 4.4 

 Missing  7 1.3 

     
Sport Products

a
 Apparel  286 54.2 

 Footwear  257 48.7 

 Equipment  113 21.4 

 Tickets  42 7.9 

 Sports news/information  37 7.0 

 Novelty items  20 3.7 

 Other  52 9.8 
a
Respondents were able to select more than one sport product.  
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A total of 527 surveys were usable for data analysis. The 527 usable surveys 

greatly exceeded the desired minimum sample size of 200. The sample was 

predominately male (64.9%), Caucasian (78.9%), and single (92.2%). 

Instrument  

Just as in the pilot study, the quantitative instrument that consisted of 49 

questions was employed in the main study. Following the pilot study, changes were made 

to the survey instrument for the final data collection. Respondents participated in the 

survey using the Internet unlike the pilot study. The modified instrument began in the 

same manner as the pilot study instrument with qualifying questions to establish whether 

or not the participant has purchased sport products online. In particular, respondents were 

required to answer the first question. The respondents were automatically directed to 

sport identification questions if they had answered no, as perceived ease of use, perceived 

usefulness, trust, perceived enjoyment, attitude, online purchase intentions, and online 

purchase scales were developed to answer based on respondents’ experiences in online 

consumption of sport products. The respondents who had purchased sport products online 

were directed to the second and third qualifying questions to provide information about 

the website they most recently visited for buying sport products and the sport products 

they purchased on the website.  

Following the qualifying questions, 36 questions regarding the constructs of the 

proposed research model continued: perceived ease of use, perceived usefulness, trust, 

perceived enjoyment, attitude, online purchase intentions, online purchase, and sport 

identification.   Respondents were asked to rate statements regarding perceived ease of 

use, perceived usefulness, trust, and online purchase intentions on a seven-point Likert 
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type scale ranging from 1 (Strongly Disagree) to 7 (Strongly Agree). Respondents were 

also asked to rate statements about perceived enjoyment, online purchase, and sport 

identification on a five-point Likert-scale ranging from 1 (Strongly Disagree) to 5 

(Strongly Agree). Before sport identification statements, respondents were asked to 

provide their favorite sport as a qualifying question. Lastly, participants were asked to 

rate statements regarding attitude on an evaluative seven-point semantic differential 

scales ranging from +3 (Extremely) to -3 (Extremely).  

The instrument concluded with nine demographic questions that measured the 

Internet use, the age, gender, ethnicity, marital status, university location, household 

income, and disposable income to provide the profile of the respondents. However, 

demographic questions were not included in later data analysis based on the purpose of 

validating the proposed model within this study. While these demographic items were not 

included in the data analysis, they could be used to further segment the online sport 

product consumption in future research.  

Data Analysis  

In order to analyze the data, the collected data was first screened. Next, 

reliability and validity of the instrument was examined with the screened data. Finally, 15 

hypotheses were tested. Specific data analysis procedures are presented below. 

Data screening. As statistical analysis assumes sound measurement, relatively 

free of coding errors, statistical assumption was tested using means, standardized 

deviations, skewness, and kurtosis values to determine normality of the data (Garson, 

2012). Accordingly, the data was cleaned by generating descriptive statistics for reporting 

general information such as means, standard deviations, skewness, and kurtosis values to 
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check for outliers, missing, and unreliable data before actual data analysis (See Table 3.4.).  

Given the nature of online survey, there was a possibility of double participation. 

As such, the data was first tracked based on the IP address that can be used to determine 

whether respondents completed the survey more than one time. A total of 106 out of 817 

data was eliminated, as those IP addresses were identical, and thus, considered redundant. 

After excluding the redundant data, 711 data remained for further data screening.  

Second, as this study targets a sample that had experience in purchasing sport 

products online, the sample was filtered through a qualifying question at the beginning of 

the survey asking whether the respondent has purchased a sport product using the Internet. 

If respondents have bought sport products using the Internet, they were directed to click 

on ‘yes’, which was converted into the number of one. On the other hand, the response on 

no previous online sport product purchase experience was coded with the number of two. 

The data set with the responses of the number of two on the qualifying question was 

eliminated. As such, the data from 628 respondents who have purchased sport products 

online was kept for further data analysis.  

Next, descriptive statistics such as minimum, maximum, means, standardized 

deviations, skewness, and kurtosis values were generated to check for outliers, missing, 

and unreliable data and to determine normality of the data. As a result, the data from 527 

respondents was valid for the final data analysis. Specifically, normality of the data was 

determined using absolute skewness and kurtosis values for constructs with no greater 

than 3.0 and 8.0, respectively (Kline, 2011). As presented in Table 3.4., absolute 

skewness and kurtosis values for all constructs were no greater than 3.0 and 8.0, 

respectively, indicating that the data was close to normal distribution (Kline, 2011). 
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Table 3.4. 

Descriptive Statistics for Measured Variables 

Items μ SD 
Skewness Kurtosis 

 SE  SE 

PEU1 6.16 .79 -1.00 .11 1.30 .21 

PEU2 5.93 .91 -.83 .11 .31 .21 

PEU3 6.06 .87 -1.00 .11 1.08 .21 

PEU4 5.75 .97 -.76 .11 .45 .21 

PEU5 5.99 .81 -.89 .11 1.39 .21 

PEU6 6.07 .82 -.95 .11 1.13 .21 

PU1 6.14 .81 -1.10 .11 1.60 .21 

PU2 5.27 1.16 -.40 .11 -.33 .21 

PU3 5.94 .92 -.82 .11 .49 .21 

PU4 5.51 1.15 -.71 .11 .23 .21 

PU5 5.87 .92 -.86 .11 .91 .21 

PU6 5.79 .98 -.82 .11 .26 .21 

TR1 6.12 .93 -1.16 .11 1.01 .21 

TR2 5.56 1.08 -.46 .11 -.62 .21 

TR3 5.90 .97 -.86 .11 .42 .21 

TR4 4.98 1.35 -.21 .11 -.66 .21 

TR5 6.02 .82 -.75 .11 .38 .21 

TR6 5.66 1.03 -.76 .11 .41 .21 

TR7 5.97 1.01 -1.08 .11 1.03 .21 

ENJ1 3.98 .70 -.38 .11 .17 .21 

ENJ2 4.00 .67 -.26 .11 .02 .21 

ENJ3 3.67 .82 -.04 .11 -.36 .21 

ATT1 6.08 .92 -1.27 .11 2.02 .21 

ATT2 6.00 .95 -1.00 .11 .78 .21 

ATT3 5.67 1.11 -.70 .11 .20 .21 

ATT4 5.93 1.02 -1.07 .11 1.34 .21 

ATT5 6.11 .91 -1.10 .11 1.17 .21 

INT1 6.03 .97 -1.05 .11 .95 .21 

INT2 6.06 .91 -1.17 .11 2.07 .21 

INT3 5.85 1.12 -1.29 .11 1.82 .21 

PUR1 3.36 1.07 -.20 .11 -.79 .21 

PUR2 2.95 1.13 .24 .11 -.85 .21 

PUR3 3.46 1.16 -.41 .11 -.86 .21 

SI1 4.53 .68 -1.30 .11 1.12 .21 

SI2 4.52 .64 -1.19 .11 1.32 .21 

SI3 4.55 .65 -1.29 .11 1.22 .21 

Note. PEU = Perceived Ease of Use; PU = Perceived Usefulness; TR = Trust; ENJ = Perceived 

Enjoyment; ATT = Attitude; INT = Online Purchase Intentions; PUR = Online Purchase; SI = 

Sport Identification  
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Statistical assumptions. As the purpose of this study was to propose and test a 

conceptual model by examining the relationships among the constructs, it is important to 

consider the role of assumptions in the analysis and interpretation of results (Kline, 2011). 

Statistical assumptions in SEM includes: (1) no missing data, (2) no outliers, (3) 

multivariate normality, (4) linearity and homoscedasticity among residuals, and (5) no 

collinearity between each constructs.  

The first assumption that was necessary to satisfy that of no systematic missing 

data. Addressing missing data, missing completely at random (MCAR) method was used 

in the study. MCAR is related to a situation where the missing values on a particular 

variable are not related to other variables in the data set as well as the underlying values 

of the particular variable (Peugh & Enders, 2004). That is, data set with MCAR was kept 

while data set with a systematic data loss pattern that included incomplete cases different 

from cases with complete records for some reason, rather than randomly were eliminated 

(Kline, 2011).  

Kline (2011) suggested that a few missing values (i.e., less than 5% on a single 

variable) in a large sample may be of little concern when data loss seems accidental or 

not systematic. However, maximum likelihood (ML) estimation has been recommended 

by researchers with strong theoretical supports to deal with missing-data analyses, as ML 

estimation can be used to estimate models with or without missing data (Peugh & Enders, 

2004). Peugh and Enders (2004) suggested that ML estimation is ideally appropriate for 

missing-data problems, as each person’s score need not be complete. As such, data set 

with more than five missing values on constructs were eliminated. Although five out of 

36 items exceed Kline’s (2011) recommendation, case deletion with no more than five 
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missing values on constructs seemed acceptable, given the nature of ML estimation. 

Furthermore, the method of ML estimation method is the default in most SEM computer 

programs. 

Estimation in SEM also assumes no outliers in the data set. Outliers are scores 

that are different from the rest. Outliers are considered when scores more than three 

standard deviations above the mean (Kline, 2011). Given that three standard deviations 

were greater than mean values for two items such as purchase two and purchase three, 

outliers may exist in those items. However, as illustrated in Table 3.5., none of the scores 

were more than three standard deviations beyond the mean for each construct, indicating 

that outliers do not exist in the data set. 

Table 3.5. 

Descriptive Statistics for Variables 

Constructs μ SD 
Skewness Kurtosis 

 SE   SE 

Perceived Ease of Use 6.00 .69 -.73 .11  .63 .21 

Perceived Usefulness 5.75 .77 -.45 .11  -.03 .21 

Trust 5.74 .74 -.30 .11  -.22 .21 

Perceived Enjoyment 3.88 .63 -.02 .11  -.19 .21 

Attitude 5.96 .85 -.99 .11  1.32 .21 

Online Purchase Intentions 5.98 .86 -1.08 .11  1.65 .21 

Online Purchase 3.26 .97 -.08 .11  -.62 .21 

Sport Identification 4.53 .59 -1.12 .11  .68 .21 

 

Estimation in SEM with ML estimation also assumes multivariate normality of 

variables, as the sample with severe non-normality leads to biased estimates and an 

inflated chi-squared statistic (Gao, Mokhtarian, & Johnston, 2008). Normality of the data 

can be determined using absolute skewness and kurtosis values for constructs with no 

greater than 3.0 and 8.0, respectively (Kline, 2011). As presented in Table 3.4. and Table 

3.5., all of the items were within the acceptable range of from -3 to +3 and from -8 to +8, 
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respectively, indicating that the data was close to normal distribution (Kline, 2011). 

Linear relations and homoscedasticity among residuals are aspects of 

multivariate normality (Kline, 2011). This assumption is that residuals have the same 

distributional properties as the true errors as residuals are linear combination of the true 

errors so are stochastically dependent and may also be heteroscedastic (Schützenmeister, 

Jensen, & Piepho, 2012). Linearity and homoscedasticity was tested using residual 

scatterplots. Linearity and homoscedasticity assumptions were met as residuals had 

straight line relationships with the predicted responses, and the variance of the residuals 

about predicted responses were close to the same for all predicted responses (Kline, 

2011).  

The final assumption was that of free of collinearity among variables. Extreme 

collinearity can occur because what appear to be separate variables actually measure the 

same thing. Although the bivariate correlations between the total score and each of the 

individual items may not be high, the squared multiple correlation (SMC) between the 

total score and the items must equal 1.00, which is collinearity in its most extreme form. 

Collinearity can be determined by calculating a SMC between each variable and all the 

rest. More specifically, a SMC between each variable and all the rest less than .90 was 

considered no issue with multivariate collinearity. As illustrated in Table 3.6., SMC 

ranged from .16 to .82, indicating that extreme collinearity between the constructs is not 

present in the data.  
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Table 3.6.  

Collinearity between Constructs: Squared Multiple Correlation (R
2
) 

 
Perceived 

Ease of Use 

Perceived 

Usefulness 
Trust 

Perceived 

Enjoyment 
Attitude 

Online 

Purchase 

Intentions 

Online 

Purchase 

Sport 

Identification 

Perceived 

Ease of Use 
1        

Perceived Usefulness .82*** 1       

Trust .77*** .77*** 1      

Perceived Enjoyment .64*** .67*** .65*** 1     

Attitude .57*** .56*** .54*** .51*** 1    

Online Purchase 

Intentions 
.64*** .65*** .65*** .57*** .48*** 1   

Online Purchase .39*** .49*** .45*** .63*** .33*** .54*** 1  

Sport Identification .28*** .20*** .25*** .20*** .18*** .24*** .16*** 1 

*** p < .001 
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Assessment of instrument reliability and validity. After the data was screened, 

reliability of the instrument was assessed. Next, validity of the instrument was assessed 

through content and face validity, and construct validity test was followed using 

statistical methods. Specific procedures and methods for testing reliability and validity 

are presented below. 

Reliability of instrument. Reliability is related to the extent to which the 

components of measuring instrument are interrelated, and thus, predict or produce the 

same or similar results (Crano & Brewer, 2002). As such, assessment of the internal 

consistency of the test has been suggested in which reliability is estimated by correlating 

the answers to each question with the answers to all of the other questions (Corbetta, 

2003). In the main study, Cronbach's alpha coefficients were calculated to test the internal 

consistency of the constructs using SPSS 19.0. A minimum acceptable threshold value 

of .70 for the Cronbach’s alpha for each construct was used to ensure the instrument 

reliability (Nunnally, 1978).  

Content and face validity. Content validity is concerned with the question of 

whether the indicator or indicators selected to reveal a certain concept actually cover the 

entire domain of meaning of that concept (Corbetta, 2003). As psychological variables 

were measured in this study, validity should be assessed through a subjective assessment, 

indicating that no simple statistical measure of the degree to which this validation 

requirement is met (Crano & Brewer, 2002). As such, content validity can be examined 

by a panel of experts (Ross, James, & Vargas, 2006). In addition to a panel of experts, a 

pilot study can be used to establish content validity by assessing the perspective of 

participants to ensure that the instrument is comprehensible to the target sample (Andrew 
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et al., 2011). Face validity is concerned with reflecting the extent to which a measure 

reflects what it is intended to measure (Hardesty & Bearden, 2004; Nunnally & Bernstein, 

1994). Nevo (1985) emphasized the important role of face validity of instrument or its 

constituent elements prior to finalizing the instrument.  

Both content and face validity were assess through a pilot study within the study. 

Nevo (1985) suggested that face validity is measured by the persons who actually take 

the test, the nonprofessional users who work with the results of the test, and the general 

public. In the current study, the actual participants took the survey. In particular, 

participants were not only asked to complete the survey, but also to provide feedback on 

items, words, or phrases that were needed further revisions in the pilot study stage. A 

panel of experts also provided suggestions regarding the organization of the online survey 

and phrasing of specific items to establish content and face validity of the instruments. As 

such, participants of the pilot study and the panel of experts contributed to make changes 

to the survey instrument in order to ensure that content and face validity were present.  

Construct validity. Construct validation is used when the researcher attempts to 

develop the reality of a psychological concept (Crano & Brewer, 2002). That is, construct 

validation is a test of whether or not the hypothesized construction plausibly exists. Crano 

and Brewer (2002) suggested that if the hypothesized construction exists, it should enter 

into predictable relationships with other constructs. More specifically, hypothetical 

constructs are not directly observable and thus can be measured only indirectly through 

observed scores (i.e., indicators) (Kline, 2011).  

To examine construct validity, the instrument was examined in terms of both 

convergent and discriminant validity checks. According to Kline (2011), convergent 
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validity and discriminant validity involve the evaluation of measures against each other. 

A set of variables presumed to measure the same construct reveals convergent validity if 

their intercorrelations are at least moderate in magnitude (Kline, 2011). Conversely, a set 

of variables presumed to measure different constructs indicates discriminant validity if 

their intercorrelations are not too high (Kline, 2011). Accordingly, correlation analysis 

was first conducted to test construct validity, in particular, discriminant validity 

(Anderson & Gerbing 1988; Fornell & Larcker, 1981).  

Average variance extracted (AVE) measures were also calculated to examine 

validity of the scale. The AVE values were calculated for each construct to ensure that 

each indicator represents the latent construct. According to Fornell and Larcker (1981), 

The AVE value is sensitive to a lack of convergent validity and can be used to assess 

discriminant validity. The AVE value is recommended to exceed .50 for a construct, 

indicating that more than 50% of the variance of the indicators is explained by the latent 

construct (Fornell & Larcker, 1981; Hur, 2007). 

Finally, confirmatory factor analysis (CFA) was conducted to test validity of the 

measurement model using AMOS 18.0. CFA is a common technique to test established 

hypothesized relations between measured variables and underlying constructs, and thus, 

address validity of the structure of a scale (Ullman, 2006). When conducting CFA, 

absolute value of critical ratio (C.R.) is employed in each item to determine statistical 

significance. Absolute value of C.R. is calculated based on the ratio of the parameter 

estimate to its standard error estimate, and absolute value of C.R. greater than 1.96 is 

considered statistically significant at the .05 level (Fornell & Larcker, 1981; Lei & Wu, 

2007).  
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Goodness-of-fit indices, such as absolute and incremental fit indices, were used. 

Absolute fit index, such as normed chi-square (NC: χ
2
/df) and root mean square error of 

approximation (RMSEA), measure the extent to which the specified model of interest 

reproduces the sample covariance matrix (Hu & Bentler, 1998, 1999). More specifically, 

RMSEA estimates the lack of fit in a model compared to a perfect or saturated model, 

and lower RMSEA indicates better model-data fit (Hu & Bentler, 1998, 1999). NC was 

used to determine the goodness-of-fit of the model to the number of estimate coefficients 

to achieve this level (Hair, Anderson, Tatham, & Black, 1998; Hur, 2007). Incremental fit 

indices, including comparative fit index (CFI), normed fit index (NFI), and Tucker-Lewis 

Index (TLI), measure the proportionate improvement in fit by comparing a target model 

with a more restricted, nested baseline model, and higher incremental fit indices indicate 

larger improvement over the baseline model in fit (Hu & Bentler, 1998, 1999; Lei & Wu, 

2007). The cut-off criteria to determine goodness-of-fit for measurement are as shown in 

Table 3.7.  

Table 3.7. 

Fit Indices and their Acceptable Cut-off Values 

Fit index Acceptable cut-off values 

Absolute fit index  

  Normed chi-square (NC) < 5.0 (Hair et al., 1998) 

  Root mean square error of approximation    

  (RMSEA) 

< .08 (Browne & Cudeck, 1992) 

  

Incremental fit index  

  Comparative fit index (CFI) > .90 (Bentler & Bonnett, 1980) 

  Normed fit index (NFI) > .90 (Bentler & Bonnett, 1980) 

  Tucker-Lewis Index (TLI) > .90 (Kline, 2011; Schumacker & Lomax, 

1996) 
 

Hypothesis test. In order to test the hypotheses in this study, two statistical 

techniques and programs were used. First, structural equation modeling (SEM) was 
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conducted to confirm the research model and test 14 hypotheses in this study using 

AMOS 18.0. More specifically, the hypotheses were examined by conducting path 

analysis that allows for examination of statistical significance for the path coefficients 

between constructs. Just as in CFA, absolute value of C.R. greater than 1.96 was 

employed in each path to determine statistical significance at the .05 level (Fornell & 

Larcker, 1981; Lei & Wu, 2007). Goodness-of-fit indices, such as NC, CFI, NFI, TLI, 

and RMSEA, were used to test the research model. The cutoff criteria to determine 

goodness-of-fit for research model are as follows: NC (< 5.0) (Hair et al., 1998), CFI and 

NFI (> .90) (Bentler & Bonnett, 1980), TLI (> .90) (Kline, 2011; Schumacker & Lomax, 

1996), and RMSEA (< .08) (Browne & Cudeck, 1992).  

Next, the moderating effect of sport identification was examined using a 

regression analysis regressing online purchase on the latent variable scores of combined 

constructs using Linear Regression in SPSS 18.0. According to Jaccard and Turrisi (2003), 

moderated relationships are called interaction effects that can be examined using 

regression analysis when one or more of the independent variables are continuous in 

nature. Given that all of the constructs are continuous variables, it is appropriate to 

perform regression analysis to test moderating effect of sport identification on the 

proposed research model. As such, six latent interaction terms were first generated by 

multiplying the latent variables scores of sport identification and each of the six 

constructs such as perceived ease of use, perceived usefulness, trust, perceived enjoyment, 

attitude, and online purchase intentions. Second, a latent interaction term was created by 

multiplying the latent variable scores of sport identification and six constructs. Lastly, a 

series of regression analyses were performed by regressing online purchase on the latent 
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variable scores of the multiplied interaction terms. 
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Chapter Four: Results 

The purpose of this study was to propose and examine a conceptual model to 

explain how consumers buy sport products online. The purpose was met through the use 

of quantitative instruments. The results are presented in two sections in accordance with 

the steps needed to complete SEM. The first section illustrates assessment of reliability 

and validity of the instrument. Second, results of 15 hypotheses test are provided. 

Assessment of Reliability and Validity of the Instrument 

Reliability of the Instrument 

To test the internal consistency of the constructs, Cronbach's alpha coefficients 

were calculated using SPSS 19.0. As illustrated in Table 4.1., Craonbach’s alpha 

coefficients range from .825 to .919, indicating that the constructs are reliable.  

Although Cronbach’s alpha coefficients provides a measure of internal 

consistency, AVE was also considered to test the amount of variance explained by the 

construct relative to the amount of variance that may be attributed to measurement error 

(Fornell & Larcker, 1981). The AVE values were calculated by averaging the SMCs 

derived from the standardized factor loadings. As illustrated in Table 4.1., the results of 

the AVE calculation indicated that six out of eight constructs were reliable, as each 

exceeded the minimum .50 value. However, the AVE values for perceived usefulness, 

trust, perceived enjoyment, and online purchase intentions were .47, .41, .49, and .48, 

respectively, indicating that there may be more error remaining in the items than there is 

variance explained by the latent factor structure. For instance, in the case of perceived 

usefulness, the variance due to measurement error was 53% while the variance due to the 

construct was 47%. As the AVE values for perceived usefulness, perceived enjoyment, 
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and online purchase intentions were close to .50, the reliability and validity of those 

scales were acceptable. However, the reliability and validity of trust may be of concern 

due to the low AVE value.  

As trust had a low AVE value, SMCs for each item were examined. The SMC 

values ranged from .27 to .59 for each item. In particular, the SMC values for trust four 

(TR4) and trust six (TR6) were .27 and .29, respectively, indicating that there may be 

more error remaining in these three items than there is variance explained by the latent 

factor structure. Additionally, As Gefen et al. (2003) suggested, every item was carefully 

read to verity that its residual variance from a theoretical aspect. When considering items 

in the survey instrument, these items seemed problematic in terms of wording and 

phrasing, and irrelevant to trust towards a website. For instance, TR4, and TR6 items 

were worded as: “Based on my experience with the website, I know it is not 

opportunistic.” and “Based on my experience with the website, I know it is predictable.”, 

respectively.  

Pavolu and Fygenson (2006) suggested that trust gives consumers the confidence 

that the online vendors will behave capably, ethically, and fairly. They suggested online 

vendors behave fairly not by acting opportunistically, even given the chance. For 

benevolence or fairness, they used two items that were worded as: “This web vendor 

would not seek to take advantage of me if I purchase this product from it.” and “For me, a 

web vendor that does not seek to take advantage of its customers is important.” Although 

phrasing, such as “not opportunistic” and “not take advantage of”, have similar meanings, 

respondents or consumers may interpret these differently. It is plausible that respondents 

did not understand the meaning of TR4 as intended. Furthermore, although trust has been 
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viewed as a construct, comprising of ability, integrity, benevolence, and predictability, the 

literature on buyer-seller relationships has focused on ability, integrity, and benevolence 

(Pavlou & Fygenson, 2006). As a result, trust can be considered consumers’ confidence 

regarding online vendors’ willingness to behave capably, ethically, and fairly. As such, 

TR6 may be irrelevant to trust towards a website for consumers.  

In addition to this theoretical reason, Cronbach’s alpha coefficients, the SMC, 

and the AVE values were considered for eliminating items. TR4 was considered to be 

eliminated due to its low SMC value. Furthermore, Cronbach’s alpha if TR4 deleted 

was .84, which was the same as the original value. The AVE value without TR4 item 

was .42, which was slightly higher than the full items. Next, TR6 was eliminated, while 

keeping the other six items. The AVE value and Cronbach’s alpha without TR6 were .42 

and .83, respectively, indicating that the Cronbach’s alpha coefficient was slightly lower 

than the original value while the AVE value was slightly higher than the original AVE. 

Lastly, both TR4 and TR6 were eliminated, and Cronbach’s alpha and the AVE value 

were .84 and .44, respectively, indicating that Cronbach’s alpha coefficient was slightly 

lower than full items, and the AVE value is still below .50.  

Although the elimination of TR4 and/or TR6 improved the AVE values for 

perceived usefulness and trust, the Cronbach’s alpha coefficient was slightly lower than 

or the same as the constructs with the full item. Therefore, it was concluded that the 

elimination of TR4 and/or TR6 did not contribute to improvement of the scale, and thus, 

determined to keep all the items despite unsatisfactory AVE values for trust. 
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Table 4.1. 

Reliability Tests for the Initial Study Factors: Cronbach's Alpha (α), Average Variance Extracted (AVE), Means (μ), Variances (s
2
), and Standard 

Deviations (SD) 

Factors and Items α AVE μ s
2
 SD 

Perceived Ease of Use .889 .52 5.99 .48 .69 

The website was easy to use.   6.17 .62 .78 

It was easy to become skillful at using the website.   5.94 .84 .91 

Learning to operate the website was easy.   6.06 .76 .87 

The website was flexible to interact with.   5.74 .95 .97 

My interaction with the website was clear and understandable.   6.00 .66 .80 

It was easy to interact with the website to buy a sport product.   6.07 .67 .80 

      

Perceived Usefulness .864 .47 5.75 .59 .77 

The website was useful for searching and buying the product.   6.14 .65 .81 

The website improved my experience in sports product searching and buying.   5.27 1.34 1.16 

The website enabled me to search and buy the product faster.   5.93 .85 .93 

The website enhanced my effectiveness in sports product searching and buying.   5.51 1.32 1.15 

The website made it easier to search for and purchase the sports product.   5.86 .84 .92 

The website increased my productivity in searching and purchasing the sports product.   5.79 .97 .98 

      

Trust .848 .41 5.74 .55 .74 

Based on my experience with the website, I know it is honest.   6.13 .86 .91 

Based on my experience with the website, I know it cares about customers.   5.55 1.16 1.08 

Based on my experience with the website, I know it understands its market.   5.90 .94 .97 

Based on my experience with the website, I know it is not opportunistic.   4.98 1.82 1.34 

Based on my experience with the website, I know it provides good service.   6.02 .68 .83 

Based on my experience with the website, I know it is predictable.   5.66 1.07 1.04 

Based on my experience with the website, I know it is trustworthy.   5.98 1.01 1.00 
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Table 4.1. Continued 

Reliability Tests for the Initial Study Factors: Cronbach's Alpha (α), Average Variance Extracted (AVE), Means (μ), Variances (s
2
), and Standard 

Deviations (SD) 

Factors and Items α AVE μ s
2
 SD 

Perceived Enjoyment .837 .49 3.88 .40 .63 

I found using the website I most recently visited for buying a sport product to be enjoyable.   3.97 .49 .70 

The actual process of using the website I most recently visited for buying a sport product was pleasant.   4.00 .45 .67 

I had fun using the website I most recently visited for buying a sport product.   3.68 .67 .82 
      

Attitude .919 .65 5.96 .73 .85 

In your opinion, purchasing a sport product(s) on the website I most recently visited was good/bad.   6.08 .85 .92 

In your opinion, purchasing a sport product(s) on the website I most recently visited was wise/foolish.   6.00 .90 .95 

In your opinion, purchasing a sport product(s) on the website I most recently visited was favorable/unfavorable.   5.67 1.23 1.10 

In your opinion, purchasing a sport product(s) on the website I most recently visited was beneficial/harmful.   5.93 1.04 1.02 

In your opinion, purchasing a sport product(s) on the website I most recently visited was positive/negative.   6.11 .83 .91 
      

Online Purchase Intentions .825 .48 5.98 .74 .86 

Given the chance, I intend to use the website to buy sport products.   6.03 .95 .97 

Given the chance, I predict that I would use the website to buy sport products in the future.   6.06 .82 .91 

It is likely that I will use the website to buy sport products in the near future.   5.85 1.26 1.13 

      
Online Purchase .835 .50 3.26 .94 .97 

I use the website quite often for buying sport product.   3.36 1.14 1.07 

I spend a lot of time on the website for buying sport product.   2.95 1.27 1.13 

I have been using the website for purchasing sport product for a very long time now.   3.45 1.35 1.16 

      
Sport Identification .894 .64 4.53 .35 .59 

My friends view me as a strong fan of my favorite sport.   4.53 .46 .68 

It is very important to me that my favorite sport games are played.   4.52 .40 .64 

I see myself as a strong fan of my favorite sport.   4.55 .42 .65 
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Validity of the Instrument  

Content and face validity of the instrument was first examined through the input 

from actual respondents and a panel of experts. Next, construct validity was evaluated 

through convergent validity and discriminant validity. Finally, a full measurement model 

was evaluated through CFA to test the factor structure rigorously. 

Content and face validity. Content and face validity were established through a 

pilot study and by use of a panel of experts. In the current study, both the actual study 

participants and a panel of experts examined content and face validity of the scales. More 

specifically, 58 participants were encouraged to provide feedback on items, words, or 

phrases that were needed further revisions in the pilot study stage. A panel of experts 

consisted of five experts with terminal degrees from the field of sport management, who 

have years of education and experience in the field and two doctoral students in the field 

of sport management. A panel of experts also provided suggestions regarding the 

organization of the online survey and phrasing of specific items to establish content and 

face validity of the instruments before the pilot study and the main study. Accordingly, 

content and face validity of the instrument was ensured through the revision of the scales 

based on feedback on the instrument from actual participants and a panel of experts. 

Construct validity. After testing content and face validity, construct validity was 

assessed. For examining construct validity, both convergent validity and discriminant 

validity were checked using correlations between constructs. An instrument that has high 

construct validity correlates highly with other variables with which it should theoretically 

correlate (Andrews et al., 2011). As indicated in Table 4.2., correlations between each of 

constructs ranged from .33 to .82, indicating that constructs are theoretically correlated.  
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Table 4.2.  

Correlations between Constructs 

 
Perceived Ease 

of Use 

Perceived 

Usefulness 
Trust 

Perceived 

Enjoyment 
Attitude 

Online 

Purchase 

Intentions 

Online 

Purchase 

Perceived  

Ease of Use 
1       

Perceived 

Usefulness 
.82** 1      

Trust .77** .77** 1     

Perceived 

Enjoyment 
.64** .67** .65** 1    

Attitude .57** .56** .54** .51** 1   

Online 

Purchase 

Intentions 

.64** .65** .65** .57** .48** 1  

Online 

Purchase 
.39** .49** .45** .63** .33** .54** 1 

** p < .01 
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Initial measurement model test. In addition to correlation analysis, CFA was 

conducted to test the convergent and discriminant validity of the measurement model 

(Kline, 2011). More specifically, CFA was used to evaluate the measurement properties 

of the scales by testing the relations among the seven constructs and the relationship 

between the constructs and measured variables (Ullman, 2006). Additionally, the 

measurement model test was used to calculate the AVE values and provide a procedure 

for establishing discriminant validity (Fornell & Larcker, 1981). The initial measurement 

model is presented in Figure 4.1. 

The results of the measurement model indicated that the model failed to meet the 

minimum requirements to be considered a reasonable model fit. More specifically, the 

NC value (3.981 = 1887.226/474) was lower than the recommended threshold of less 

than 5.0 (Hair et al., 1998). The RMSEA value was lower than the suggested level of .08 

for a reasonable fit at .075 (Brown & Cudeck, 1992). The CFI and NFI values were lower 

than the desired level of .88 and .85, respectively, for a reasonable fit at .90 (Bentler & 

Bonnett, 1980). Furthermore, the TLI value was lower than the desired level of .86 for a 

reasonable fit at .90 (Kline, 2011; Schumacker & Lomax, 1996).  

Although three of the goodness-of-fit indices, such as CFI, NFI, and TLI, were 

insufficient, the item loadings of the scale were higher than .50, indicating that each of 

the manifest variables had more common variance to explain its associated latent variable 

than error and/or unique variance. More specifically, the item loadings of scale ranged 

from .70 to .82 for perceived ease of use, .65 to .81 for perceived usefulness, .52 to .78 

for trust, .76 to .81 for perceived enjoyment, .77 to .89 for attitude, .72 to .84 for online 

purchase intentions, and .74 to .86 for online purchase. Table 4.3 presents the results of 
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the measurement model, including the means, standardized factor loadings, critical ratios, 

standard errors, and AVE for each construct.  

Given the measurement model test was used to calculate the AVE values and 

provide a procedure for establishing discriminant validity (Fornell & Larcker, 1981), the 

AVE values were examined as well. The AVE values for each construct ranged from .45 

to .70. Of the seven constructs, the AVE value for trust was .45, indicating below the 

recommended level of .50 (Fornell & Larcker, 1981). Results of initial measurement 

model test are presented in Table 4.3. and Table 4.4.  

Table 4.3. 

Goodness-of-Fit Indexes for Initial Measurement Model  

χ
2
 df χ

2
/df CFI NFI TLI RMSEA 

1887.226 474 3.981 .878 .845 .856 .075 

 

Following the initial measurement model test, discriminant validity was tested 

through a correlation analysis among all constructs. The estimated correlations between 

the constructs were not excessively high when following Kline’s (2011) recommendation 

of being less than .85. Of the total of 21 correlations, however, three correlation values 

were beyond the acceptable threshold (See Table 4.5.). More specifically, the correlations 

between perceived ease of use and perceived usefulness, perceived ease of use and trust, 

and perceived usefulness and trust were .93, .89, and .87, respectively. As such, deeper 

analysis into the items within these three constructs was necessary.
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Figure 4.1. Initial Measurement Model 
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Table 4.4.  

Initial Measurement Model: Means (μ), Standardized Regression Weights (β), Critical Ratio (C.R.), Standard Error (SE), and Average Variance 

Extracted (AVE) 

Factors (α) Items μ β C.R. SE AVE 

Perceived Ease of  

Use (α = .889) 

The website was easy to use. 6.17 .72 179.19 .03 .58 

It was easy to become skillful at using the website. 5.94 .74 148.82 .04  

Learning to operate the website was easy. 6.06 .78 158.58 .04  

The website was flexible to interact with. 5.74 .70 134.97 .04  

My interaction with the website was clear and understandable. 6.00 .82 169.81 .04  

It was easy to interact with the website to buy a sport product. 6.07 .82 170.56 .04  

      

Perceived Usefulness 

(α = .864) 

The website was useful for searching and buying the product. 6.14 .65 174.98 .04 .52 

The website improved my experience in sports product searching and 

buying. 

5.27 .67 104.59 .05  

The website enabled me to search and buy the product faster. 5.93 .71 147.52 .04  

The website enhanced my effectiveness in sports product searching and 

buying. 

5.51 .71 109.97 .05  

The website made it easier to search for and purchase the sports product. 5.86 .78 146.85 .04  

The website increased my productivity in searching and purchasing the 

sports product. 

5.79 .81 135.27 .04  

      

Trust (α = .848) Based on my experience with the website, I know it is honest. 6.13 .72 151.88 .04 .45 

Based on my experience with the website, I know it cares about customers. 5.55 .71 118.62 .05  

Based on my experience with the website, I know it understands its market. 5.90 .61 139.20 .04  

Based on my experience with the website, I know it is not opportunistic. 4.98 .52 84.69 .06  

Based on my experience with the website, I know it provides good service. 6.02 .77 167.63 .04  

Based on my experience with the website, I know it is predictable. 5.66 .58 125.42 .05  

Based on my experience with the website, I know it is trustworthy. 5.98 .78 136.11 .04  
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Table 4.4. Continued 

Initial Measurement Model: Means (μ), Standardized Regression Weights (β), Critical Ratio (C.R.), Standard Error (SE), and Average Variance 

Extracted (AVE) 

Factors (α) Items μ β C.R. SE AVE 

Perceived Enjoyment  

(α = .837 ) 

 

I found using the website I most recently visited for buying a sport product to be 

enjoyable. 

3.98 .81 129.92 .03 .63 

The actual process of using the website I most recently visited for buying a sport 

product was pleasant. 

4.00 .81 136.74 .03  

I had fun using the website I most recently visited for buying a sport product. 3.67 .76 103.19 .04  
      

Attitude (α = .919) In your opinion, purchasing a sport product(s) on the website I most recently 

visited was good/bad. 

6.08 .86 151.27 .04 .70 

In your opinion, purchasing a sport product(s) on the website I most recently 

visited was wise/foolish. 

6.00 .81 144.90 .04  

In your opinion, purchasing a sport product(s) on the website I most recently 

visited was favorable/unfavorable. 

5.67 .77 117.45 .05  

In your opinion, purchasing a sport product(s) on the website I most recently 

visited was beneficial/harmful. 

5.93 .85 132.67 .05  

In your opinion, purchasing a sport product(s) on the website I most recently 

visited was positive/negative. 

6.11 .89 154.31 .04  

       

Online Purchase  

Intentions (α = .825 ) 

Given the chance, I intend to use the website to buy sport products. 6.03 .79 142.31 .04 .62 

Given the chance, I predict that I would use the website to buy sport 

products in the future. 

6.06 .84 153.27 .04  

It is likely that I will use the website to buy sport products in the near 

future. 

5.85 .72 119.46 .05  

       

Online Purchase 
(α = .835) 

I use the website quite often for buying sport product. 3.36 .86 72.41 .05 .64 

I spend a lot of time on the website for buying sport product. 2.95 .74 60.06 .05  

I have been using the website for purchasing sport product for a very 

long time now. 

3.46 .79 68.37 .05  
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Table 4.5.  

Correlations and Standard Errors (in parentheses) between Constructs 

 
Perceived 

Ease of Use 

Perceived 

Usefulness 
Trust 

Perceived 

Enjoyment 
Attitude 

Online 

Purchase 

Intentions 

Online 

Purchase 

Perceived  

Ease of Use 
-       

Perceived Usefulness 
.93*** 

(.03) 
-      

Trust 
.89*** 

(.03) 

.87*** 

(.03) 
-     

Perceived Enjoyment 
.75*** 

(.02) 

.79*** 

(.02) 

.75*** 

(.03) 
-    

Attitude 
.63*** 

(.03) 

.62*** 

(.03) 

.62*** 

(.03) 

.58*** 

(.03) 
-   

Online Purchase 

Intentions 

.76*** 

(.04) 

.76*** 

(.03) 

.80*** 

(.04) 

.68*** 

(.03) 

.56*** 

(.04) 
-  

Online Purchase 
.47*** 

(.03) 

.57*** 

(.03) 

.49*** 

(.04) 

.72*** 

(.03) 

.37*** 

(.04) 

.63*** 

(.05) 
- 

*** p < .001 
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First modified measurement model test. Due to the high correlations between 

perceived ease of use and perceived usefulness, perceived ease of use and trust, and 

perceived usefulness and trust, deeper analysis into the items within these three 

constructs were followed. First, SMC values for each perceived ease of use item ranged 

from .49 to .67, indicating that items were higher than or close to the desired level of .50. 

However, when looking at perceived usefulness, SMC values for each items ranged 

from .42 to .66. Of the six items, SMC values for perceived usefulness one (PU1) and 

perceived usefulness two (PU2) were .42 and .45, respectively, which are below the 

desired level of .50. Additionally, when looking at trust, SMC values for each items 

ranged from .27 to .59. Amongst the seven trust items, SMC values for TR3, TR4, and 

TR6 were .37, .27, and .34, respectively, which are lower than recommended level of .50. 

As such, given the very low SMC value for these three trust items, they deem to be of 

concern.  

For deeper analysis into PU1, PU2, TR3, TR4, and TR6, residual variances for 

these items were considered as well. According to Fornell and Larcker (1981), residuals 

illustrate the differences between the observed covariance matrix and the theoretical 

covariance matrix. They also recommended the residuals less than .50, indicating that less 

than 50% of the variance is due to error. Residual variances for PU1 and PU2 were .38 

and .74, respectively. The result indicated that although perceived usefulness do not 

predict the measured variable perfectly, it does not seem to be of particular concern. 

When looking at residual variances for TR3, TR4, and TR6, they were .59, .1.33, and .71, 

respectively. When following Fornell and Larcker’s (1981) recommendation of being less 

than .50, TR3 and TR4 may be of concern, while TR6 can be problematic due to 
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excessively high level of error terms. The results also indicated that trust do not predict 

the measured variable perfectly, and there is variance in the measured variables that are 

not accounted for by the factor.  

Given that model modification should occur in conjunction with more relevant 

theory, every item was carefully read to verify that its residual variance from a theoretical 

perspective as well (Mueller & Hancock, 2008). PU1 was worded in a different way from 

the studies of Koufaris (2003) and Venkatesh and Davis (1996). For instance, in the 

current study, this item was worded as: “The website was useful for searching and buying 

the product.” However, in a study of Koufaris (2003), it was worded as: “I find using the 

site useful.” Venkatesh and Davis (1996) worded it as: “I find using Booksamillion.com 

useful.” As such, the meaning of PU1 may be more online shopping-specific in this study, 

while the meaning of this item in the studies of Koufaris (2002) and Venkatesh and Davis 

(1996) includes a broader meaning. As such, the meaning of this item may be interpreted 

in different manners by respondents as intended.  

In addition to the low SMC value for PU1, Cronbach’s alpha if this item deleted 

was .86, this item was first eliminated. After eliminating PU1, the AVE value was .49, 

indicating that the Cronbach’s alpha remained the same but the AVE improved. When 

eliminating PU2, Cronbach’s alpha coefficient if this item delete was .84. After 

eliminating PU2, the AVE value was .45, indicating that the Cronbach’s alpha was 

slightly lower than the full items but the AVE slightly improved. As such, given no 

negative impact on Cronbach’s alpha coefficient and the level of improved AVE, it is 

considered that the effect of PU1 on reliability and validity of the scale may be of more 

concern than that of PU2.   
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Pavolu and Fygenson (2006) suggested that trust gives consumers the confidence 

that the online vendors will behave capably, ethically, and fairly. They suggested online 

vendors behave fairly not by acting opportunistically, even given the chance. For 

benevolence or fairness, they used two items that were worded as: “This web vendor 

would not seek to take advantage of me if I purchase this product from it.” and “For me, a 

web vendor that does not seek to take advantage of its customers is important.” Although 

phrasing, such as “not opportunistic” and “not take advantage of”, have similar meanings, 

respondents or consumers may interpret these differently. It is plausible that respondents 

did not understand the meaning of TR4 as intended. Furthermore, although trust has been 

viewed as a construct, comprising of ability, integrity, benevolence, and predictability, the 

literature on buyer-seller relationships has focused on ability, integrity, and benevolence 

(Pavlou & Fygenson, 2006). As a result, trust can be considered to be consumers’ 

confidence regarding online vendors’ willingness to behave capably, ethically, and fairly. 

As such, TR6 may be irrelevant to trust towards a website for consumers.  

In addition to this theoretical reason, TR4 was considered to influence low AVE 

value of the construct due to the low SMC and excessively high residual variance. 

Furthermore, Cronbach’s alpha if TR4 deleted was .84, which was the same as the 

original value. Although the AVE value without TR4 item was .42, indicating still below 

the recommended level of .50 (Fornell & Larcker, 1981), it was slightly higher than the 

full items (AVE = .41). Accordingly, reliability of the measures without TR4 was 

confirmed as all the measures had the Cronbach’s alpha coefficient above the acceptable 

level of .70 (Nunnally, 1978).  
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Although both perceived usefulness and trust may be of concern theoretically 

and statistically, it was first determined to eliminate TR4 for further analysis due to the 

low AVE value of trust, the excessively high residual variance of TR4, the excessively 

low SMC of TR4, and no negative impact on Cronbach’s alpha coefficient if deleted. 

Table 4.6 presents the results for reliability test for the first modified study factors.  

Following the reliability test for the instrument without TR4, the modified 

measurement model was tested. The results of the modified measurement model indicated 

that the model failed to meet the minimum requirements to be considered a reasonable 

model fit. More specifically, the NC value (4.031 = 1785.645/443) was lower than the 

recommended threshold of less than 5.0 (Hair et al., 1998) but higher than the initial 

model. The RMSEA value was lower than the suggested level of .08 for a reasonable fit 

at .076 (Browne & Cudeck, 1992), which was slightly higher than the initial model. The 

CFI, NFI, and TLI values were also slightly higher than the initial model. More 

specifically, the CFI and NFI values were lower than the desired level of .88 and .85, 

respectively, for a reasonable fit at .90 (Bentler & Bonnett, 1980). Furthermore, the TLI 

value was lower than the desired level of .86 for a reasonable fit at .90 (Kline, 2011; 

Schumacker & Lomax, 1996).  

Although only two of the goodness-of-fit indices, such as NC and RMSEA, were 

sufficient, the item loadings of the scale were higher than .50, indicating that each of the 

manifest variables had more common variance to explain its associated latent variable 

than error and/or unique variance. More specifically, the item loadings of scale ranged 

from .71 to .82 for perceived ease of use, .63 to .81 for perceived usefulness, .58 to .79 

for trust, .77 to .81 for perceived enjoyment, .78 to .89 for attitude, .73 to .85 for online  
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Table 4.6. 

Reliability Tests for the Modified Study Factors: Cronbach's Alpha (α), Average Variance Extracted (AVE), Means (μ), Variances (s
2
), and 

Standard Deviations (SD) 

Factors and Items α AVE μ s
2
 SD 

Perceived Ease of Use .889 .52 5.97 .50 .71 

The website was easy to use.   6.14 .64 .80 

It was easy to become skillful at using the website.   5.90 .88 .88 

Learning to operate the website was easy.   6.05 .77 .77 

The website was flexible to interact with.   5.73 .98 .98 

My interaction with the website was clear and understandable.   5.97 .68 .68 

It was easy to interact with the website to buy a sport product.   6.04 .73 .73 

      

Perceived Usefulness .864 .46 5.74 .59 .77 

The website was useful for searching and buying the product.   6.14 .65 .81 

The website improved my experience in sports product searching and buying.   5.26 1.35 1.16 

The website enabled me to search and buy the product faster.   5.91 .90 .95 

The website enhanced my effectiveness in sports product searching and buying.   5.51 1.32 1.15 

The website made it easier to search for and purchase the sports product.   5.85 .86 .93 

The website increased my productivity in searching and purchasing the sports 

product. 

  5.78 .99 1.00 

      

Trust .843 .42 5.86 .54 .73 

Based on my experience with the website, I know it is honest.   6.12 .86 .92 

Based on my experience with the website, I know it cares about customers.   5.55 1.16 1.08 

Based on my experience with the website, I know it understands its market.   5.89 .97 .99 

Based on my experience with the website, I know it provides good service.   6.01 .69 .83 

Based on my experience with the website, I know it is predictable.   5.65 1.08 1.04 

Based on my experience with the website, I know it is trustworthy.   5.96 1.04 1.01 

Based on my experience with the website, I know it is not opportunistic.   Deleted   
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Table 4.6. Continued 

Reliability Tests for the Modified Study Factors: Cronbach's Alpha (α), Average Variance Extracted (AVE), Means (μ), Variances (s
2
), and 

Standard Deviations (SD) 

Factors and Items α AVE μ s
2
 SD 

Perceived Enjoyment .837 .50 3.88 .64 .41 

I found using the website I most recently visited for buying a sport product to be 

enjoyable. 

  3.97 .50 .71 

The actual process of using the website I most recently visited for buying a sport 

product was pleasant. 

  3.99 .45 .67 

I had fun using the website I most recently visited for buying a sport product.   3.66 .67 .82 

      
Attitude .919 .67 5.92 .82 .90 

In your opinion, purchasing a sport product(s) on the website I most recently visited 

was good/bad. 

  6.05 .94 .97 

In your opinion, purchasing a sport product(s) on the website I most recently visited 

was wise/foolish. 

  5.96 1.02 1.01 

In your opinion, purchasing a sport product(s) on the website I most recently visited 

was favorable/unfavorable. 

  5.64 1.29 1.13 

In your opinion, purchasing a sport product(s) on the website I most recently visited 

was beneficial/harmful. 

  5.90 1.14 1.07 

In your opinion, purchasing a sport product(s) on the website I most recently visited 

was positive/negative. 

  6.07 .94 .97 

      
Online Purchase Intentions .825 .48 5.97 .78 .88 

Given the chance, I intend to use the website to buy sport products.   6.01 .99 .99 

Given the chance, I predict that I would use the website to buy sport products in the 

future. 

  6.05 .87 .93 

It is likely that I will use the website to buy sport products in the near future.   5.84 1.31 1.14 

      
Online Purchase .835 .50 3.26 .94 .97 

I use the website quite often for buying sport product.   3.36 1.14 1.07 

I spend a lot of time on the website for buying sport product.   2.95 1.27 1.13 

I have been using the website for purchasing sport product for a very long time now.   3.46 1.35 1.16 

      



 

125 

 

purchase intentions, and .74 to .86 for online purchase. Table 4.8. presents the results of 

the measurement model, including the means, standardized factor loadings, critical ratios, 

standard errors, and AVE for each construct. 

As the measurement model test was used to calculate the AVE values and 

provide a procedure for establishing discriminant validity (Fornell & Larcker, 1981), the 

AVE values were examined as well. The AVE values for each construct ranged from .49 

to .70. With the exception of trust, the AVE values for six constructs were higher than the 

suggested level of .50 (Fornell & Larcker, 1981). Although the AVE value (.49) for trust 

was still slightly below the recommended level, it was higher than the initial 

measurement model (.45) and close to the suggested level. The results for the first 

modified measurement model test are present in Table 4.7 and Table 4.8. 

Table 4.7. 

Goodness-of-Fit Indexes for Modified Measurement Model 1 

 χ
2
 df χ

2
/df CFI NFI TLI RMSEA 

Initial Model 1887.226 474 3.981 .878 .845 .856 .075 

Modified Model 1785.645 443 4.031 .882 .850 .859 .076 

 

Following the first modified measurement model test, discriminant validity was 

tested through a correlation analysis among all constructs. The estimated correlations 

between the constructs were not excessively high when following Kline’s (2011) 

recommendation of being less than .85. Of the 21 correlations, however, three correlation 

values were still beyond the acceptable threshold. More specifically, the correlations 

between perceived ease of use and perceived usefulness, perceived ease of use and trust, 

and perceived usefulness and trust were .93, .89, and .86, respectively (See Table 4.9.). 

Given the correlations between perceived ease of use and perceived usefulness, perceived
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Table 4.8.  

Modified Measurement Model 1: Means (μ), Standardized Regression Weights (β), Critical Ratio (C.R.), Standard Error (SE), and Average 

Variance Extracted (AVE) 

Factors (α) Items μ β C.R. SE AVE 

Perceived Ease 

of Use  

(α = .889) 

The website was easy to use. 6.16 .72 179.19 .03 .58 

It was easy to become skillful at using the website. 5.93 .74 148.81 .04  

Learning to operate the website was easy. 6.06 .78 158.58 .04  

The website was flexible to interact with. 5.75 .70 134.97 .04  

My interaction with the website was clear and understandable. 5.99 .82 169.81 .04  

It was easy to interact with the website to buy a sport product. 6.07 .82 170.55 .04  

      

Perceived 

Usefulness 

(α = .864) 

The website was useful for searching and buying the product. 6.14 .65 174.98 .04 .52 

The website improved my experience in sports product searching and buying. 5.27 .67 104.59 .05  

The website enabled me to search and buy the product faster. 5.94 .71 147.52 .04  

The website enhanced my effectiveness in sports product searching and buying. 5.51 .70 109.97 .05  

The website made it easier to search for and purchase the sports product. 5.87 .78 146.85 .04  

The website increased my productivity in searching and purchasing the sports 

product. 

5.79 .81 135.27 .04  

      

Trust (α = .843) Based on my experience with the website, I know it is honest. 6.12 .73 151.90 .04 .49 

Based on my experience with the website, I know it cares about customers. 5.56 .70 118.62 .05  

Based on my experience with the website, I know it understands its market. 5.90 .61 139.20 .04  

Based on my experience with the website, I know it provides good service. 6.02 .77 167.64 .04  

Based on my experience with the website, I know it is predictable. 5.66 .57 125.41 .05  

Based on my experience with the website, I know it is trustworthy. 5.97 .78 136.11 .04  
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Table 4.8. Continued 

Modified Measurement Model 1: Means (μ), Standardized Regression Weights (β), Critical Ratio (C.R.), Standard Error (SE), and Average 

Variance Extracted (AVE) 

Factors (α) Items μ β C.R. SE AVE 

Perceived 

Enjoyment  

(α = .837 ) 

 

I found using the website I most recently visited for buying a sport product to be 

enjoyable. 

3.98 .81 129.93 .03 .63 

The actual process of using the website I most recently visited for buying a sport 

product was pleasant. 

4.00 .81 136.74 .03  

I had fun using the website I most recently visited for buying a sport product. 3.67 .76 103.19 .04  
      

Attitude  

(α = .919) 

In your opinion, purchasing a sport product(s) on the website I most recently 

visited was good/bad. 

6.08 .86 151.27 .04 .70 

In your opinion, purchasing a sport product(s) on the website I most recently 

visited was wise/foolish. 

6.00 .81 144.90 .04  

In your opinion, purchasing a sport product(s) on the website I most recently 

visited was favorable/unfavorable. 

5.67 .77 117.45 .05  

In your opinion, purchasing a sport product(s) on the website I most recently 

visited was beneficial/harmful. 

5.93 .85 132.67 .05  

In your opinion, purchasing a sport product(s) on the website I most recently 

visited was positive/negative. 

6.11 .89 154.31 .04  

       

Online Purchase  

Intentions  

(α = .825 ) 

Given the chance, I intend to use the website to buy sport products. 6.03 .79 142.31 .04 .62 

Given the chance, I predict that I would use the website to buy sport products 

in the future. 

6.06 .84 153.27 .04  

It is likely that I will use the website to buy sport products in the near future. 5.85 .72 119.46 .05  

       

Online Purchase 
(α = .835) 

I use the website quite often for buying sport product. 3.36 .86 72.42 .05 .64 

I spend a lot of time on the website for buying sport product. 2.95 .74 60.06 .05  

I have been using the website for purchasing sport product for a very long 

time now. 

3.46 .79 68.37 .05  
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Table 4.9.  

Correlations and Standard Errors (in parentheses) between Constructs 

 
Perceived 

Ease of Use 

Perceived 

Usefulness 
Trust 

Perceived 

Enjoyment 
Attitude 

Online 

Purchase 

Intentions 

Online 

Purchase 

Perceived  

Ease of Use 
-       

Perceived Usefulness 
.93*** 

(.03) 
-      

Trust 
.89*** 

(.03) 

.86*** 

(.03) 
-     

Perceived Enjoyment 
.75*** 

(.02) 

.79*** 

(.02) 

.74*** 

(.03) 
-    

Attitude 
.63*** 

(.03) 

.62*** 

(.03) 

.62*** 

(.03) 

.58*** 

(.03) 
-   

Online Purchase 

Intentions 

.76*** 

(.04) 

.76*** 

(.03) 

.81*** 

(.04) 

.68*** 

(.03) 

.56*** 

(.04) 
-  

Online Purchase 
.47*** 

(.03) 

.57*** 

(.03) 

.46*** 

(.04) 

.72*** 

(.03) 

.37*** 

(.04) 

.63*** 

(.05) 
- 

*** p < .001 
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ease of use and trust, and perceived usefulness and trust in the initial model (r = .93, r 

= .89, and r =.87, respectively), the elimination of TR4 resulted in minimal changes to the 

first modified measurement model. As such, deeper analysis into the items within these 

three constructs was necessary.  

Second modified measurement model test. In addition to trust, perceived 

usefulness was examined for further analysis. Given that model modification should also 

consider relevant theory, every item was carefully read to verify that its residual variance 

from a theoretical perspective as well (Mueller & Hancock, 2008). PU1 was worded in a 

different way from the studies of Koufaris (2003) and Venkatesh and Davis (1996). For 

instance, in the current study, this item was worded as: “The website was useful for 

searching and buying the product.” However, in a study of Koufaris (2003), it was 

worded as: “I find using the site useful.” Venkatesh and Davis (1996) worded it as: “I 

find using Booksamillion.com useful.” As such, the meaning of PU1 may be more online 

shopping-specific in this study, while the meaning of this item in the studies of Koufaris 

(2002) and Venkatesh and Davis (1996) includes a broader meaning. As such, the 

meaning of this item may be interpreted in different manners by respondents as intended. 

Additionally, when looking at perceived usefulness, SMC values for each item 

ranged from .42 to .66. Of the six items, SMC values for PU1 and PU2 were .42 and .45, 

respectively, which are below the desired level of .50. The SMC values for PU2 is below 

but close to the recommended level, and thus, this item may be of less concern compared 

to PU1. As such, based on these theoretical and statistical reasons, in addition to TR4, 

PU1 was also eliminated for testing the second modified measurement model.  

Before conducting CFA, reliability of the scale without PU1 and TR4 was re-
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tested. The results indicated that the Cronbach’s alpha coefficients were .86 and .84, 

respectively, for perceived usefulness and trust. Additionally, the AVE values for 

perceived usefulness and trust were .49 and .42, respectively. Although the AVE values 

were still below the recommended level of .50 (Fornell & Larcker, 1981), reliability of the 

measures without PU1 and TR4 were confirmed as all the measures had the Cronbach’s 

alpha coefficient above the acceptable level of .70 (Nunnally, 1978). 

Following the reliability test for the instrument, CFA was conducted to test the 

validity of the scale. As illustrated in Table 4.10., the results of the second modified 

measurement model indicated that the model failed to meet the minimum requirements to 

be considered a reasonable model fit. However, all of the goodness-of-fit indices 

improved compared to the initial and the first modified measurement models. More 

specifically, the NC value (3.428 = 1415.848/413) was lower than the recommended 

threshold of less than 5.0 (Hair et al., 1998) and improved compared to the initial model 

(NC = 3.981) and the first modified measurement model (NC = 4.031). The RMSEA 

value was below the suggested level of .08 for a reasonable fit at .068 (Browne & Cudeck, 

1992), which was lower than the initial measurement model (RMSEA = .075) and the 

first modified model (RMSEA = .076). The CFI value met the desired level of .90 for a 

reasonable fit at .91 (Bentler & Bonnett, 1980). Although NFI and TLI values were lower 

than the recommended levels of .88 and .89, respectively, both NFI and TLI were higher 

than the initial measurement model (NFI = .85, TLI = .86) and the first modified model 

(NFI = .85, TLI =.86).  

Although two of the goodness-of-fit indices, such as NFI and TLI, were 

insufficient, the item loadings of the scale were higher than .50, indicating that each of 
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the manifest variables had more common variance to explain its associated latent variable 

than error and/or unique variance. More specifically, the item loadings of scale ranged 

from .71 to .82 for perceived ease of use, .68 to .84 for perceived usefulness, .58 to .79 

for trust, .77 to .81 for perceived enjoyment, .78 to .89 for attitude, .73 to .85 for online 

purchase intentions, and .74 to .86 for online purchase. The results of the measurement 

model are shown in Table 4.10., Table 4.11., and Table 4.12. 

As the measurement model test was used to calculate the AVE values and 

provide a procedure for establishing discriminant validity (Fornell & Larcker, 1981), the 

AVE values were examined as well. The AVE values for each construct ranged from .49 

to .70. More specifically, the AVE value for trust (.49) was still slightly below the 

recommended level of .50 (Fornell & Larcker, 1981).  

Table 4.10. 

Goodness-of-Fit Indexes for Modified Measurement Model 2 

 χ
2
 df χ

2
/df CFI NFI TLI RMSEA 

Initial Model 1887.226 474 3.981 .878 .845 .856 .075 

Modified Model 1 1785.645 443 4.031 .882 .850 .859 .076 

Modified Model 2 1415.848 413 3.428 .907 .875 .888 .068 

 

Following the second modified measurement model test, discriminant validity 

was tested through a correlation analysis among all constructs. The estimated correlations 

between the constructs were not excessively high when following Kline’s (2011) 

recommendation of being less than .85. Of the total of 21 correlations, however, two 

correlation values were still beyond the acceptable threshold (See Table 4.12.). More 

specifically, the correlations between perceived ease of use and perceived usefulness, and 

perceived ease of use and trust were .89 and .89, respectively. As such, deeper analysis 

into the items within these three constructs was necessary. 
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Table 4.11.  

Modified Measurement Model 2: Means (μ), Standardized Regression Weights (β), Critical Ratio (C.R.), Standard Error (SE), and Average 

Variance Extracted (AVE) 

Factors (α) Items μ β C.R. SE AVE 

Perceived Ease of  

Use (α = .889) 

The website was easy to use. 6.16 .71 179.17 .03 .58 

It was easy to become skillful at using the website. 5.93 .74 148.82 .04  

Learning to operate the website was easy. 6.06 .78 158.58 .04  

The website was flexible to interact with. 5.75 .70 134.96 .04  

My interaction with the website was clear and understandable. 5.99 .82 169.81 .04  

It was easy to interact with the website to buy a sport product. 6.07 .82 170.53 .04  

      

Perceived Usefulness 

(α = .863) 

The website improved my experience in sports product searching and 

buying. 

5.27 .68 104.59 .05 .56 

The website enabled me to search and buy the product faster. 5.94 .71 147.52 .04  

The website enhanced my effectiveness in sports product searching and 

buying. 

5.51 .72 109.97 .05  

The website made it easier to search for and purchase the sports product. 5.87 .79 146.85 .04  

The website increased my productivity in searching and purchasing the 

sports product. 

5.79 .84 135.28 .05  

The website was useful for searching and buying the product. Deleted    

      

Trust (α = .843) Based on my experience with the website, I know it is honest. 6.12 .72 151.89 .04 .49 

Based on my experience with the website, I know it cares about customers. 5.56 .70 118.62 .05  

Based on my experience with the website, I know it understands its market. 5.90 .61 139.20 .04  

Based on my experience with the website, I know it provides good service. 6.02 .78 167.63 .04  

Based on my experience with the website, I know it is predictable. 5.66 .57 125.41 .05  

Based on my experience with the website, I know it is trustworthy. 5.97 .78 136.11 .04  
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Table 4.11. Continued 

Modified Measurement Model 2: Means (μ), Standardized Regression Weights (β), Critical Ratio (C.R.), Standard Error (SE), and Average 

Variance Extracted (AVE) 

Factors (α) Items μ β C.R. SE AVE 

Perceived Enjoyment  

(α = .837 ) 

 

I found using the website I most recently visited for buying a sport product to be 

enjoyable. 

3.98 .81 129.91 .03 .63 

The actual process of using the website I most recently visited for buying a 

sport product was pleasant. 

4.00 .81 136.74 .03  

I had fun using the website I most recently visited for buying a sport product. 3.67 .76 103.19 .04  

      
Attitude (α = .919) In your opinion, purchasing a sport product(s) on the website I most recently 

visited was good/bad. 

6.08 .86 151.27 .04 .70 

In your opinion, purchasing a sport product(s) on the website I most recently 

visited was wise/foolish. 

6.00 .81 144.90 .04  

In your opinion, purchasing a sport product(s) on the website I most recently 

visited was favorable/unfavorable. 

5.67 .77 117.45 .05  

In your opinion, purchasing a sport product(s) on the website I most recently 

visited was beneficial/harmful. 

5.93 .85 132.67 .05  

In your opinion, purchasing a sport product(s) on the website I most recently 

visited was positive/negative. 

6.11 .89 154.31 .04  

       

Online Purchase  

Intentions (α = .825 ) 

Given the chance, I intend to use the website to buy sport products. 6.03 .80 142.31 .04 .62 

Given the chance, I predict that I would use the website to buy sport 

products in the future. 

6.06 .84 153.27 .04  

It is likely that I will transact with the website to buy sport products in 

the near future. 

5.85 .72 119.46 .05  

       

Online Purchase 
(α = .835) 

I use the website quite often for buying sport product. 3.36 .86 72.42 .05 .64 

I spend a lot of time on the website for buying sport product. 2.95 .74 60.06 .05  

I have been using the website for purchasing sport product for a very 

long time now. 

3.46 .79 68.37 .05  
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Table 4.12.  

Correlations and Standard Errors (in parentheses) between Constructs 

 
Perceived 

Ease of Use 

Perceived 

Usefulness 
Trust 

Perceived 

Enjoyment 
Attitude 

Online 

Purchase 

Intentions 

Online 

Purchase 

Perceived  

Ease of Use 
-       

Perceived Usefulness 
.89*** 

(.04) 
-      

Trust 
.89*** 

(.03) 

.83*** 

(.04) 
-     

Perceived Enjoyment 
.75*** 

(.02) 

.79*** 

(.03) 

.74*** 

(.03) 
-    

Attitude 
.63*** 

(.03) 

.60*** 

(.04) 

.62*** 

(.03) 

.58*** 

(.03) 
-   

Online Purchase 

Intentions 

.76*** 

(.03) 

.72*** 

(.04) 

.80*** 

(.04) 

.68*** 

(.03) 

.56*** 

(.04) 
-  

Online Purchase 
.47*** 

(.03) 

.59*** 

(.05) 

.46*** 

(.04) 

.72*** 

(.03) 

.37*** 

(.04) 

.62*** 

(.05) 
- 

*** p < .001  
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Final measurement model test. In addition to high correlations between 

constructs, trust was under deeper analysis due to the low AVE value. For deeper analysis 

into trust, each item was reviewed again. Pavolu and Fygenson (2006) suggested that 

although trust has been viewed as a construct, comprising of ability, integrity, 

benevolence, and predictability, the literature on buyer-seller relationships has focused on 

ability, integrity, and benevolence (Pavlou & Fygenson, 2006). As such, trust can be 

considered consumers’ confidence regarding online vendors’ willingness to behave 

capably, ethically, and fairly. However, when looking at TR6, it was worded as: “Based 

on my experience with the website, I know it is predictable.” As such, TR6 may be 

irrelevant to trust towards a website for consumers, justifying the elimination of this item 

from the measurement model.  

Furthermore, residual variances for each item were considered as well. 

According to Fornell and Larcker (1981), residuals illustrate the differences between the 

observed covariance matrix and the theoretical covariance matrix. They also 

recommended the residuals less than .50, indicating that less than 50% of the variance is 

due to error. When looking at residual variances for TR3 and TR6, they were .61 and .71, 

respectively. When following Fornell and Larcker’s (1981) recommendation of being less 

than .50, TR3 and TR6 may be of concern. Given the higher residual variance for TR6, it 

was determined to eliminate TR6 in addition to TR4 as the first and the second modified 

models. The final measurement model is illustrated in Figure 4.2. 

Before the modified measurement model test, reliability of the instrument was 

examined. As illustrated in Table 4.13. Cronbach’s alpha if TR4 and TR6 deleted was .84. 

Although the AVE value without TR4 and TR6 item was .44, indicating still below the 
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recommended level of .50 (Fornell & Larcker, 1981), it was higher than the initial model 

(AVE = .41), the first modified measurement model (AVE = .42), and the second 

modified measurement model (AVE = .42). Accordingly, reliability of the measures 

without TR4 and TR6 was confirmed as all the measures had the Cronbach’s alpha 

coefficient above the acceptable level of .70 (Nunnally, 1978).  

After confirming the reliability of the scale, the third modified measurement 

model without PU1, TR4, and TR6 was tested. The final measurement model was present 

in Figure 4.2. As shown in Table 4.14., the results of the final measurement model 

indicated that the model marginally meet the minimum requirements to be considered a 

reasonable model fit. However, all of the goodness-of-fit indices improved compared to 

the initial and the first modified measurement models. The ratio of the chi-square statistic 

to the degree of freedom (NC) was 3.390, which is less than the recommended threshold 

level of 5.0 (Hair et al., 1998). Additionally, the NC value was lower than the initial 

model (NC = 3.981), the first modified model (NC = 4.031), and the second modified 

measurement model (NC = 3.428). The RMSEA value was below the suggested level 

of .08 for a reasonable fit at .067 (Browne & Cudeck, 1992), which was lower than the 

initial measurement model (RMSEA = .075), the first modified model (RMSEA = .076), 

and the second modified model (RMSEA = .068). The CFI value met the desired level 

of .91 for a reasonable fit at .90 (Bentler & Bonnett, 1980). Although NFI and TLI values 

were lower than the recommended levels of .88 and .89, respectively, both NFI and TLI 

were higher than the initial measurement model (NFI = .85, TLI = .86), the first modified 

measurement model (NFI = .85, TLI =.86), and the second modified measurement model 

(NFI = .87, TLI = .88).   
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Table 4.13. 

Reliability Tests for the Final Study Factors: Cronbach's Alpha (α), Average Variance Extracted (AVE), Means (μ), Variances (s
2
), and Standard 

Deviations (SD) 

Factors and Items α AVE μ s
2
 SD 

Perceived Ease of Use .889 .52 5.99 .48 .69 

The website was easy to use.   6.17 .62 .78 

It was easy to become skillful at using the website.   5.94 .84 .91 

Learning to operate the website was easy.   6.06 .76 .87 

The website was flexible to interact with.   5.74 .95 .97 

My interaction with the website was clear and understandable.   6.00 .66 .80 

It was easy to interact with the website to buy a sport product.   6.07 .67 .80 

      

Perceived Usefulness .863 .49 5.68 .68 .82 

The website was useful for searching and buying the product.   Deleted  

The website improved my experience in sports product searching and buying.   5.27 1.34 1.16 

The website enabled me to search and buy the product faster.   5.93 .85 .93 

The website enhanced my effectiveness in sports product searching and buying.   5.51 1.32 1.15 

The website made it easier to search for and purchase the sports product.   5.86 .84 .92 

The website increased my productivity in searching and purchasing the sports product.   5.79 .97 .98 

      

Trust .838 .44 5.91 .56 .75 

Based on my experience with the website, I know it is honest.   6.13 .86 .91 

Based on my experience with the website, I know it cares about customers.   5.56 1.16 1.08 

Based on my experience with the website, I know it understands its market.   5.90 .94 .97 

Based on my experience with the website, I know it is not opportunistic.   Deleted   

Based on my experience with the website, I know it provides good service.   6.02 .68 .82 

Based on my experience with the website, I know it is predictable.   Deleted  

Based on my experience with the website, I know it is trustworthy.   5.98 1.01 1.01 
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Table 4.13. Continued 

Reliability Tests for the Final Study Factors: Cronbach's Alpha (α), Average Variance Extracted (AVE), Means (μ), Variances (s
2
), and Standard 

Deviations (SD) 

Factors and Items α AVE μ s
2
 SD 

Perceived Enjoyment .837 .49 3.88 .40 .63 

I found using the website I most recently visited for buying a sport product to be enjoyable.   3.97 .49 .70 

The actual process of using the website I most recently visited for buying a sport product was 

pleasant. 

  4.00 .45 .67 

I had fun using the website I most recently visited for buying a sport product.   3.68 .67 .82 
      
Attitude .919 .65 5.96 .73 .85 

In your opinion, purchasing a sport product(s) on the website I most recently visited was 

good/bad. 

  6.08 .85 .92 

In your opinion, purchasing a sport product(s) on the website I most recently visited was 

wise/foolish. 

  6.00 .90 .95 

In your opinion, purchasing a sport product(s) on the website I most recently visited was 

favorable/unfavorable. 

  5.67 1.23 1.10 

In your opinion, purchasing a sport product(s) on the website I most recently visited was 

beneficial/harmful. 

  5.93 1.04 1.02 

In your opinion, purchasing a sport product(s) on the website I most recently visited was 

positive/negative. 

  6.11 .83 .91 

      
Online Purchase Intentions .825 .48 5.98 .74 .86 

Given the chance, I intend to use the website to buy sport products.   6.03 .95 .97 

Given the chance, I predict that I would use the website to buy sport products in the future.   6.06 .82 .91 

It is likely that I will transact with the website to buy sport products in the near future.   5.85 1.26 1.13 

      
Online Purchase .835 .50 3.26 .94 .97 

I use the website quite often for buying sport product.   3.36 1.14 1.07 

I spend a lot of time on the website for buying sport product.   2.95 1.27 1.13 

I have been using the website for purchasing sport product for a very long time now.   3.45 1.35 1.16 
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Table 4.14. 

Goodness-of-Fit Indexes for the Final Measurement Model  

 χ
2
 df χ

2
/df CFI NFI TLI RMSEA 

Initial Model 1887.226 474 3.981 .878 .845 .856 .075 

Modified Model 1 1785.645 443 4.031 .882 .850 .859 .076 

Modified Model 2 1415.848 413 3.428 .907 .875 .888 .068 

Final Model 1301.756 384 3.390 .913 .882 .894 .067 

 

Although two of the goodness-of-fit indices, such as NFI and TLI, were still 

insufficient, the item loadings of the scale were higher than .50, indicating that each of 

the manifest variables had more common variance to explain its associated latent variable 

than error and/or unique variance (See Table 4.15.). More specifically, the item loadings 

of scale ranged from .70 to .82 for perceived ease of use, .68 to .83 for perceived 

usefulness, .60 to .79 for trust, .77 to .81 for perceived enjoyment, .77 to .89 for 

attitude, .72 to .84 for online purchase intentions, and .74 to .86 for online purchase. 

Furthermore, the AVE values for each construct ranged from .52 to .70, indicating that the 

AVE values for all constructs were higher than the recommended level of .50 (Fornell & 

Larcker, 1981).  

Following the modified measurement model test, discriminant validity was tested 

through a correlation analysis among all constructs (See Table 4.16.). The estimated 

correlations between the constructs were not excessively high when following Kline’s 

(2011) recommendation of being less than .85. Of the total of 21 correlations, however, 

two correlation values were still beyond the acceptable threshold. Although correlations 

between perceived ease of use and perceived usefulness (r = .89), and perceived ease of 

use and trust (r = .88) were higher than desired level of .85, the correlations were 

improved compared to the initial measurement model (r = .93 and r = .89, respectively), 
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the first modified model (r = .93 and r = .89, respectively), and the second modified 

model (r = .89 and r = .89, respectively).  

In sum, final measurement model closely fit the data with a degree of relatively 

reasonable fit. Additionally, considering the satisfactory levels of factor loadings and the 

AVE values for each construct, it deems appropriate to determine that the modified 

measurement model without PU1, TR4, and TR6 revealed a relatively adequate fit to the 

data. The results, therefore, confirmed that the measures of the constructs examined in the 

current study were relatively robust in terms of their internal consistency reliability and 

that the convergent and discriminant validity of the instruments was satisfactory. Table 

4.15. presents the results of the measurement model, including the means, standardized 

factor loadings, critical ratios, standard errors, and AVE for each construct.
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Figure 4.2. Final Measurement Model   
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Table 4.15.  

Final Measurement Model: Means (μ), Standardized Regression Weights (β), Critical Ratio (C.R.), Standard Error (SE), and Average Variance 

Extracted (AVE) 

Factors (α) Items μ β C.R. SE AVE 

Perceived Ease of  

Use (α = .889) 

The website was easy to use. 6.16 .71 179.18 .03 .58 

It was easy to become skillful at using the website. 5.93 .74 148.82 .04  

Learning to operate the website was easy. 6.06 .78 158.58 .04  

The website was flexible to interact with. 5.75 .70 134.96 .04  

My interaction with the website was clear and understandable. 5.99 .81 169.80 .04  

It was easy to interact with the website to buy a sport product. 6.07 .82 170.54 .04  

      

Perceived Usefulness 

(α = .863) 

The website improved my experience in sports product searching and 

buying. 

5.27 .68 104.59 .05 .56 

The website enabled me to search and buy the product faster. 5.93 .71 147.52 .04  

The website enhanced my effectiveness in sports product searching and 

buying. 

5.51 .72 109.97 .05  

The website made it easier to search for and purchase the sports product. 5.86 .79 146.85 .04  

The website increased my productivity in searching and purchasing the 

sports product. 

5.79 .83 135.28 .05  

      

Trust (α = .838) Based on my experience with the website, I know it is honest. 6.12 .73 151.90 .04 .52 

Based on my experience with the website, I know it cares about customers. 5.56 .70 118.62 .05  

Based on my experience with the website, I know it understands its market. 5.90 .60 139.20 .04  

Based on my experience with the website, I know it provides good service. 6.02 .77 167.63 .04  

Based on my experience with the website, I know it is trustworthy. 5.97 .79 136.12 .04  
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Table 4.15. Continued 

Final Measurement Model: Means (μ), Standardized Regression Weights (β), Critical Ratio (C.R.), Standard Error (SE), and Average Variance 

Extracted (AVE) 

Factors (α) Items μ β C.R. SE AVE 

Perceived Enjoyment  

(α = .837 ) 

 

I found using the website I most recently visited for buying a sport product to 

be enjoyable. 

3.98 .81 129.91 .03 .63 

The actual process of using the website I most recently visited for buying a 

sport product was pleasant. 

4.00 .81 136.74 .03  

I had fun using the website I most recently visited for buying a sport product. 3.67 .77 103.19 .04  

      

Attitude (α = .919) In your opinion, purchasing a sport product(s) on the website I most recently 

visited was good/bad. 

6.08 .86 151.27 .04 .70 

In your opinion, purchasing a sport product(s) on the website I most recently 

visited was wise/foolish. 

6.00 .81 144.90 .04  

In your opinion, purchasing a sport product(s) on the website I most recently 

visited was favorable/unfavorable. 

5.67 .77 117.45 .05  

In your opinion, purchasing a sport product(s) on the website I most recently 

visited was beneficial/harmful. 

5.93 .85 132.67 .05  

In your opinion, purchasing a sport product(s) on the website I most recently 

visited was positive/negative. 

6.11 .89 154.31 .04  

       

Online Purchase  

Intentions (α = .825 ) 

Given the chance, I intend to use the website to buy sport products. 6.03 .80 142.31 .04 .62 

Given the chance, I predict that I would use the website to buy sport 

products in the future. 

6.06 .84 153.27 .04  

It is likely that I will transact with the website to buy sport products in 

the near future. 

5.85 .72 119.47 .05  

       

Online Purchase 
(α = .835) 

I use the website quite often for buying sport product. 3.36 .86 72.42 .05 .64 

I spend a lot of time on the website for buying sport product. 2.95 .74 60.06 .05  

I have been using the website for purchasing sport product for a very 

long time now. 

3.46 .79 68.37 .05  
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Table 4.16.  

Correlations and Standard Errors (in parentheses) between Constructs 

 
Perceived 

Ease of Use 

Perceived 

Usefulness 
Trust 

Perceived 

Enjoyment 
Attitude 

Online 

Purchase 

Intentions 

Online 

Purchase 

Perceived  

Ease of Use 
-       

Perceived Usefulness 
.89*** 

(.04) 
-      

Trust 
.88*** 

(.03) 

.81*** 

(.04) 
-     

Perceived Enjoyment 
.75*** 

(.02) 

.79*** 

(.03) 

.72*** 

(.03) 
-    

Attitude 
.63*** 

(.03) 

.60*** 

(.04) 

.62*** 

(.03) 

.58*** 

(.03) 
-   

Online Purchase 

Intentions 

.76*** 

(.03) 

.72*** 

(.04) 

.81*** 

(.04) 

.68*** 

(.03) 

.56*** 

(.04) 
-  

Online Purchase 
.47*** 

(.03) 

.59*** 

(.05) 

.45*** 

(.04) 

.72*** 

(.03) 

.37*** 

(.04) 

.62*** 

(.05) 
- 

*** p < .001  
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Hypothesis Test 

Test of Relationships between the Constructs  

SEM was conducted to confirm the proposed research model and to examine the 

hypothesized relationships between the constructs. The results of the proposed structural 

model test showed that the model closely fit the data (See Table 4.17.). More specifically, 

the NC value (3.679 = 1438.573/391) was below the recommended threshold of less than 

5.0 (Hair et al., 1998). The RMSEA value was lower than the suggested level of .08 for a 

reasonable fit at .071 (Browne & Cudeck, 1992) The CFI value met the desired level 

of .90 for a reasonable fit at .90 (Bentler & Bonnett, 1980). However, the NFI and TLI 

values were lower than the recommended levels of .87 and .88, for a reasonable fit at .90 

(Bentler & Bonnett, 1980; Kline, 2011; Schumacker & Lomax, 1996), respectively.  

 

Table 4.17. 

Goodness-of-Fit Indexes for Structural Model 

χ
2
 df χ

2
/df CFI NFI TLI RMSEA 

1438.573 391 3.679 .901 .869 .882 .071 

 

As discussed in Chapter One, this study included 14 hypotheses regarding causal 

relationships between each of the constructs. The hypotheses were examined by 

examining the statistical significance of the path coefficients between the constructs. As 

such, the results from the structural model analysis were used to examine the 

relationships between each of the constructs based on the hypothesized relationships. 

A total of seven hypotheses were supported and seven were rejected. As shown 

in Table 4.18., the data supported positive influences of perceived ease of use on 

perceived usefulness (H1), trust (H2), and perceived enjoyment (H3), a positive influence 
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of trust on online purchase intentions (H10), a positive influence of perceived enjoyment 

on attitude (H11) and online purchase intentions (H12), and a positive influence of online 

purchase intentions on online purchase (H14). The results of hypothesis test are shown in 

Table 4.18. 

Table 4.18. 

Results of the Hypothesis Test: Path Coefficients (β), Standard Errors (SE), Critical Ratios (C.R.), 

and Significance Levels (p)   

Hypothesis Path β SE C.R. p 

H1 Perceived ease of use → Perceived usefulness .89 .15 8.31 *** 

H2 Perceived ease of use → Trust .89 .08 14.38 *** 

H3 Perceived ease of use → Perceived enjoyment .79 .06 14.33 *** 

H4 Perceived ease of use → Attitude .23 .29 1.14 .26 

H5 Perceived ease of use → Online purchase 

intentions 

-.10 .25 -.53 .60 

H6 Perceived usefulness → Attitude .07 .13 .54 .59 

H7 Perceived usefulness → Online purchase 

intentions 

.17 .11 1.46 .14 

H8 Trust → Perceived usefulness .02 .10 .26 .79 

H9 Trust → Attitude .22 .13 1.94 .05 

H10 Trust → Online purchase intentions .53 .12 4.81 *** 

H11 Perceived enjoyment → Attitude .19 .10 2.55 * 

H12 Perceived enjoyment → Online purchase 

intentions 

.28 .09 3.98 *** 

H13 Attitude → Online purchase intentions .04 .05 .89 .38 

H14 Online purchase intentions → Purchase .65 .06 13.21 *** 

*** p < .001, * p < .05 

Figure 4.3. also illustrates the estimated coefficients and their significance in the 

structural model. The coefficients of determination (R
2
) for each dependent construct 

were also shown. As all of the R
2 

estimates were larger than .10, it was appropriate and 

informative to examine the significance of the paths associated with these variables (Ahn, 

Ryu, & Han, 2007). When looking at the estimated coefficients of the causal relationships 

between constructs that validated the hypothesized effects, perceived ease of use had 

significant impacts on perceived usefulness (β = .89, p < .001), trust (β = .89, p < .001), 

and perceived enjoyment (β = .79, p < .001), respectively. However, perceived ease of 
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use did not have significant effects on attitude (β = .23) and online purchase intentions (β 

= -.10). In terms of the influence of perceived usefulness, it did not have significant 

impact on attitude (β = .07) and online purchase intentions (β = .17). The link from trust 

to online purchase intentions was significant (β = .53, p < .001), while trust did not have 

significant influence on perceived usefulness (β =.02) and attitude (β = .22). Perceived 

enjoyment had a significant impact on attitude (β = .19, p < .05) and online purchase 

intentions (β = .28, p < .001). In terms of the impact of attitude on online purchase 

intentions, the coefficient was insignificant (β = .04). Finally, online purchase intentions 

had a significant effect on online purchase (β = .65, p < .001). 

*** p < .001, * p < .05 

Figure 4.3. Structural Model Analysis Results 

Moderating Effect Test 

As discussed in Chapter One, this study also includes a hypothesis addressing 

moderating effect of sport identification on the proposed research model (H15). The 

moderating effect hypothesis was examined using a regression analysis regressing online 

purchase on the latent variable scores of combined constructs using Linear Regression in 

SPSS 18.0. First, six latent interaction terms were generated by multiplying the latent 
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variables scores of sport identification and each of the six constructs such as perceived 

ease of use, perceived usefulness, trust, perceived enjoyment, attitude, and online 

purchase intentions. Second, a latent interaction term was created by multiplying the 

latent variable scores of sport identification and six constructs.  Lastly, a series of 

regression analyses were performed by regressing online purchase on the latent variable 

scores of the multiplied interaction terms.  

As illustrated in Table 4.19., all of the interaction terms significantly predicted 

online purchase. More specifically, the interaction term of perceived ease of use and sport 

identification significantly predicted online purchase, β = .35, t (524) = 8.63, p < .001. 

The interaction term of perceived ease of use and sport identification also explained a 

significant proportion of variance in online purchase scores, R
2
 = .12, F (1, 524) = 74.54, 

p < .001. This significant interaction term suggested that the magnitude of the 

relationship between online purchase and perceived ease of use is significantly different 

according to the level of sport identification. 

Table 4.19. 

Results of the Moderating Effect Test of Sport Identification: Coefficient of Determination (R
2
), 

Unstandardized Coefficient (B), Standard Error (SE), Standardized Coefficient (β), Coefficient (t), 

and Significance Level (p)   

Interaction Term R
2
 B SE β t p 

PEU × SI .12 .07 .01 .35 8.63 *** 

PU × SI .19 .08 .01 .43 11.03 *** 

TR × SI .12 .06 .01 .35 8.46 *** 

ENJ × SI .30 .13 .01 .55 15.07 *** 

ATT × SI .11 .06 .01 .33 8.10 *** 

INT × SI .22 .08 .01 .47 12.05 *** 

PEU × PU × TR × ENJ × ATT ×INT × SI .35 5.549E - 6 .00 .59 16.73 *** 

*** p < .001 

The interaction term of perceived usefulness and sport identification significantly 

predicted online purchase, β = .43, t (524) = 11.03, p < .001. The interaction term of 
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perceived usefulness and sport identification also explained a significant proportion of 

variance in online purchase scores, R
2
 = .19, F (1, 524) = 121.75, p < .001. This 

significant interaction term suggested that the magnitude of the relationship between 

online purchase and perceived usefulness is significantly different according to the level 

of sport identification. 

The interaction term of trust and sport identification significantly predicted 

online purchase, β = .35, t (524) = 8.46, p < .001. The interaction term of trust and sport 

identification also explained a significant proportion of variance in online purchase 

scores, R
2
 = .12, F (1, 524) = 71.51, p < .001. This significant interaction term suggested 

that the magnitude of the relationship between online purchase and trust is significantly 

different according to the level of sport identification. 

The interaction term of perceived enjoyment and sport identification significantly 

predicted online purchase, β = .55, t (524) = 15.07, p < .001. The interaction term of 

perceived enjoyment and sport identification also explained a significant proportion of 

variance in online purchase scores, R
2
 = .30, F (1, 524) = 227.01, p < .001. This 

significant interaction term suggested that the magnitude of the relationship between 

online purchase and perceived enjoyment is significantly different according to the level 

of sport identification. 

The interaction term of attitude and sport identification significantly predicted 

online purchase, β = .33, t (524) = 8.10, p < .001. The interaction term of attitude and 

sport identification also explained a significant proportion of variance in online purchase 

scores, R
2
 = .11, F (1, 524) = 65.52, p < .001. This significant interaction term suggested  
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that the magnitude of the relationship between online purchase and attitude is 

significantly different according to the level of sport identification. 

The interaction term of online purchase intentions and sport identification 

significantly predicted online purchase, β = .47, t (524) = 12.05, p < .001. The interaction 

term of online purchase intentions and sport identification also explained a significant 

proportion of variance in online purchase scores, R
2
 = .22, F (1, 524) = 145.10, p < .001. 

This significant interaction term suggested that the magnitude of the relationship between 

online purchase and online purchase intentions is significantly different according to the 

level of sport identification. 

Most important, the interaction term perceived ease of use × perceived 

usefulness × trust × perceived enjoyment × attitude × online purchase intentions × sport 

identification significantly predicted online purchase, β = .59, t (524) = 16.73, p < .001. 

The interaction term also explained a significant proportion of variance in online 

purchase scores, R
2
 = .35, F (1, 524) = 280.03, p < .001. This significant interaction term 

indicated that the magnitude of the relationship between online purchase and six 

constructs including perceived ease of use, perceived usefulness, trust, perceived 

enjoyment, attitude, and online purchase intentions significantly varied according to the 

level of sport identification. As such, the data supported the moderating effect of sport 

identification on the proposed research model. 

When comparing the coefficients of multiple determination (R
2
) and the 

standardized coefficients (β), the interaction term of perceived ease of use, perceived 

usefulness, trust, perceived enjoyment, attitude, online purchase intentions, and sport 

identification predicted online purchase (R
2 

= .35,
 
β = .59) the best, which was followed 
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by the interaction terms of perceived enjoyment and sport identification (R
2 

= .30,
 
β 

= .55), online purchase intentions and sport identification (R
2 

= .22,
 
β = .47), perceived 

usefulness and sport identification (R
2 

= .19,
 
β = .43), perceived ease of use and sport 

identification (R
2 

= .12,
 
β = .35), trust and sport identification (R

2 
= .12,

 
β = .35), and 

attitude and sport identification (R
2 

= .11,
 
β = .33), in order.  
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Chapter Five: Discussion and Implications 

This study sought to propose and empirically test a research model to explain 

purchases of sport products online in an attempt to gain a better understanding of the 

factors influencing online sport products purchasing behavior. The proposed model 

included: perceived ease of use, perceived usefulness, trust, perceived enjoyment, attitude, 

online purchase intentions, and online purchase. After examining the research model, it 

was considered that the model is appropriate to explain how consumers purchase sport 

products online.  

In terms of the relationships between each of the elements of the research model, 

perceived ease of use was a strong predictor of perceived usefulness, trust, and perceived 

enjoyment as expected. Attitude was influenced by perceived enjoyment, and online 

purchase intentions was predicted by trust and perceived enjoyment. Trust and perceived 

enjoyment were determinants of online purchase intentions. In particular, trust was a 

salient predictor of online purchase intentions. Finally, online purchase intentions were a 

strong predictor of online purchase.  

In addition to the relationships between each of the components of the research 

model, the moderating effect of sport identification on the model was tested. The result of 

this study supported a significant moderating effect of sport identification, suggesting that 

the magnitude of the influence of perceived ease of use, perceived usefulness, trust, 

perceived enjoyment, attitude, and online purchase intentions on online purchase is 

different according to the level of sport identification. The theoretical and empirical 

evidence presented provide insight into the understanding of factors influencing 

consumer decision making for buying sport products using the Internet.  
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Influence of Perceived Ease of Use 

Perceived ease of use was found to be a main determinant of perceived 

usefulness, trust, and perceived enjoyment, while attitude and online purchase intentions 

were not predicted by perceived ease of use. The findings indicate that although 

perceived ease of use had positive effects on extrinsic and intrinsic motivations for online 

shopping, it did not allow sport consumers to develop favorable attitude and intentions to 

buy sport products online. These results supported findings from previous research, 

suggesting that perceived ease of use is a strong predictor of perceived usefulness 

(Castañeda, Muñoz-Leiva, & Luque, 2007; Schepers & Wetzels, 2007; Shang, Chen, & 

Shen, 2005). This finding indicates that an interactive and well-structured website helps 

users save time, and thus, users consider the website useful for searching and buying 

sport products online (Castañeda et al., 2007). Furthermore, user-friendly interfaces, 

easy-to-comprehend and well-organized layouts, effective search engines, efficient 

navigation schemes, and simple checkout procedures may contribute to consumers’ 

perceptions of usefulness of online shopping (Chiu et al., 2009b).  

This causal relationship can also be explained from a utilitarian standpoint. More 

specifically, consumers thoughtfully consider and evaluate product-related information, 

such as functional benefits and costs, before purchasing a product (Childers et al., 2001; 

Chiu et al., 2009a). Given that consumers seek to buy products in an efficient and timely 

manner for achieving their goals with minimal irritation (Childers et al., 2001), ease of 

use can contribute to enhance the efficiency when purchasing sport products using the 

Internet. Accordingly, if websites are easy to use for consumers, the consumers are likely 

to believe that the websites are helpful for achieving their goals.    
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Consistent with expectations of this study, perceived ease of use was also a 

strong predictor of trust. This finding suggests that consumers are more likely to believe 

online vendors are trustworthy when they perceive that the websites are easy to use, 

supporting the results of prior research (e.g., Gefen et al., 2003). In other words, users 

will not only conclude that the site is easy to use, but also trustworthy if an online retailer 

makes a great effort in configuring the website so that it is easy to navigate (Gefen et al., 

2003).  

Perceived ease of use was also a strong predictor of perceived enjoyment. This 

result suggested that websites that are easier to use are more enjoyable as consumers do 

not need much effort to pursue their excitement and joy (Turel et al., 2011). This result 

supports the findings of prior studies that suggested a strong influence of perceived ease 

of use on perceived enjoyment (Van der Heijden, 2003, 2004). This finding also supports 

Van der Heijden’s (2004) notion that perceived ease of use contributes to both utilitarian 

(i.e., perceived usefulness) and hedonic values (i.e., perceived enjoyment). Given that 

websites selling sport products can have entertainment and enjoyment aspects, consumers 

may enjoy such aspects while shopping for specific sport products. Furthermore, an 

enjoyable experience can be enhanced by user-friendly interfaces of websites (Chiu et al., 

2009b).  

On the other hand, perceived ease of use did not have a significant effect on 

attitude, which is contradiction to previous studies (Ahn et al., 2007; Castañeda et al., 

2007; Kim et al., 2009; Palvia, 2009; Schepers & Wetzels, 2007). However, as Ha and 

Stoel (2009) suggest, research has shown inconsistent findings regarding the influence of 

perceived ease of use on attitude regardless of the robustness of the TAM in the previous 
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studies. Van der Heijden et al. (2003) argued that perceived ease of use is a threshold 

variable, indicating that the variable no longer contributes to a positive and favorable 

attitude once a certain evaluation level is reached. Given that the mean value of perceived 

ease of use (μ = 6.00) was the highest among eight constructs, sport consumers are 

considered to be technologically savvy (Hur et al., 2012). As such, as sport consumers are 

already familiar with using the Internet for searching for and buying sport products, 

perceived ease of use may not be a critical factor to develop a positive attitude toward 

online shopping.  

Additionally, perceived ease of use did not have a significant influence on online 

purchase intentions. Given that the respondents consisted of undergraduate and graduate 

students, indicating relatively high intellectual capacity, they are less likely to depend on 

ease of use to develop their intentions to use the Internet for purchasing sport products 

(Sun & Zhang, 2006). This insignificant causal relationship can also be explained using a 

concept of the threshold variable (Van der Heijden et al., 2003). As sport consumers are 

technologically savvy, perceived ease of use may not be important enough to develop a 

favorable attitude, and thus, online purchase intentions.  

Influence of Perceived Usefulness 

The influence of perceived usefulness does not support earlier research. In other 

words, the findings of this study did not support the viewpoint that perceived usefulness 

plays a critical role in predicting attitude and online purchase intentions. Perceived 

usefulness did not have a significant effect on attitude, inconsistent with several previous 

studies (Chen, Gilleson, & Sherrell, 2002; Lee, 2010; Kim et al., 2009; Palvia, 2009). In 

particular, Chen et al. (2002) suggested that both perceived ease of use and perceived 
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usefulness are primary determinants of attitude towards shopping online. However, the 

finding of this study did not support those causal relationships. The lack of this causal 

relationship can be explained by the high mean value of perceived usefulness (μ = 5.75), 

indicating that consumers not only consider websites to be helpful for searching and 

buying sport products online, but also take usefulness of websites for granted. It can be 

inferred from these conclusions that usefulness may not be essential for consumers to 

develop a positive attitude toward online shopping. 

Additionally, Van der Heijden et al. (2003) attributed this lack of causal 

relationship to the narrow scope of attitude in many previous studies. They argued that 

consumers are likely to have a broader attitude in the online shopping context. That is, a 

consumer may use a website not only to purchase products and services, but also to learn 

about the products and services. Accordingly, as this study also included a narrow 

meaning of attitude and online purchase intentions, the insignificant impact of perceived 

usefulness on attitude can be explained. 

Several researchers have demonstrated that perceived usefulness is the main 

determinant of online purchase intentions (Schepers & Wetzels, 2007; Thong, Hong, & 

Tam, 2006; Van der Heijden, 2004). In particular, researchers have argued that online 

customers are not only hedonic, enjoying shopping online, but also utilitarian, valuing 

efficiency enough to make them want to use the website for purchasing (Ahn et al., 2007; 

Childers et al., 2001; Chiu et al., 2009a; Van der Heijden, 2004). However, perceived 

usefulness did not have a significant impact on online purchase intentions in this study. 

As such, the finding from the current study suggests that sport consumers are not likely to 

be utilitarian, not seeking solely efficiency when buying sport products using the Internet. 
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More specifically, although a website may be helpful for searching for and buying sport 

products, its effectiveness may not cause consumers to form intentions to buy the sport 

products on the website.  

Hur, Ko, and Claussen (2012) also explained the insignificant causal relationship 

between perceived usefulness and online purchase intentions, addressing the voluntary 

nature of sports fans’ acceptance of sports websites. The result also confirms the 

arguments proposed by Shang et al. (2005) that intrinsic motivations play more important 

roles than extrinsic ones in online shopping. For example, perceived usefulness may have 

a significant effect on intentions if users are motivated by their performance in the 

workplace setting (Moon & Kim, 2001; Venkatesh & Bala, 2008). However, given that 

online shopping is less related to sport consumers’ job performance, pay, or promotions, 

they can be more intrinsically motivated rather than extrinsically motivated for searching 

for and buying sport products online. As such, the insignificant relationship between 

perceived usefulness and online purchase intentions can be supported by the voluntary 

nature of sport product consumptions.     

Influence of Trust 

In the current study, the influence of trust on perceived usefulness, attitude, and 

online purchase intentions was expected. However, the findings were only partially 

consistent with these expectations. The findings of this study suggest that trust was a 

predictor of online purchase intentions but not of perceived usefulness and attitude. 

Although trust did not have influences on beliefs regarding online shopping, it was 

confirmed that trust plays an important role for sport consumers to have intentions to buy 

sport products online. Those findings were produced for several reasons. 
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First, trust was not a significant predictor of perceived usefulness. This result was 

not consistent with the findings of previous studies (Gefen, 2004; Gefen et al., 2003; Ha 

& Stoel, 2009; Pavlou, 2003). Pavlou (2003) noted that consumers may consider websites 

useful depending on the online vendors, resulting in consumers becoming vulnerable to 

the online retailers to ensure that they receive the expected useful interaction. However, 

despite the high mean values of trust (μ = 5.74) and perceived usefulness (μ = 5.75), this 

interpretation may not be applicable to this study due to the insignificant causal 

relationship between trust and perceived usefulness. This finding suggests that although 

sport consumers believe that websites selling sport products are trustworthy, their beliefs 

may not lead to an extrinsic and utilitarian motivation to use the websites. That is, 

although sport consumers consider a website to be honest and trustworthy, such beliefs 

may not improve their beliefs in outcomes of their online shopping (Moon & Kim, 2001).   

Second, trust did not have a significant effect on attitude in the current study. 

This finding was not consistent with several previous studies that found a positive causal 

relationship between trust and attitude (Ha & Stoel, 2009; Kim et al., 2009; McCole, 

Ramsey, & Williams, 2010; Palvia, 2009; Suh & Han, 2002). Similar to perceived 

usefulness, trust can be considered a threshold variable in terms of its relationship with 

attitude. This is evidenced by the high mean values of trust (μ = 5.74) and attitude (μ = 

5.96). As Van der Heijden et al. (2003) suggested, respondents reached threshold levels in 

trust, and thus, trust did not have an effect on their attitudes toward online purchases. 

Accordingly, this finding indicates that trust may not be important enough for sport 

consumers to develop a positive attitude for buying sport products online. 

The lack of this causal relationship can also be explained by the proliferation of 
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e-commerce. For example, Alhorr, Signh, and Kim (2010) argued that e-commerce is 

now a global phenomenon and has been expanding rapidly since the mid-1990s. The 

growing trend in e-commerce can also be found in the United States. According to the 

U.S. Census Bureau (2013), U.S. retailers reported e-commerce sales were $194 billion 

in 2011, up 16.4% from $167 billion in 2010, while the total sales for U.S. retailers 

increased by 7.7% to $4.1 trillion in 2011, up from $3.8 trillion in 2010 (U.S. Census 

Bureau, 2013). This growth suggests that e-commerce has become a stable mode of 

transaction for both retailers and consumers. Given a developed environment for online 

transactions, consumers can have positive attitudes toward online shopping regardless of 

their beliefs in online retailers. For these reasons, it is reasonable that consumers do not 

consider trust important enough to build a positive attitude for buying sport products 

using the Internet.  

Within the current study, on the other hand, trust did have a significant influence 

on online purchase intentions. In particular, trust was the strongest predictor of online 

purchase intentions. This result is consistent with the findings of prior research on the 

TAM and trust (Chiu et al., 2012; Gefen et al., 2003; Hur et al., 2012; Kim et al., 2009; 

Palvia, 2009). A causal relationship between trust and online purchase intentions suggests 

that trust is necessary for developing desires for online shopping. As Van der Heijden et 

al. (2003) argued, consumers may or may not purchase from a trustworthy website, while 

they will definitely not purchase from an untrustworthy site. 

What can be inferred from this particular finding is that trust may be important to 

online consumer consumption for any type of products that consumers are willing to 

purchase. Previous researchers have suggested an important role of trust as a part of the 
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extended TAM for understanding online purchase intentions or actual online purchase 

(Chiu et al., 2009a; Chiu et al., 2009b; Gefen, 2004; McCole et al., 2010; Palvia, 2009; 

Pavlou, 2003). More specifically, prior researchers have addressed several non-sport 

products for testing the extended TAM, including apparel (Ha & Stoel, 2009), CDs 

(Gefen et al., 2003), books (Gefen et al., 2003), airline tickets (Kim et al., 2009), and 

online banking (Suh &Han, 2002). As such, given the findings of this study and previous 

research, trust is considered to be an important factor in online transactions regardless of 

the types of products.  

Influence of Perceived Enjoyment 

Perceived enjoyment was confirmed as an important intrinsic and hedonic 

motivation for using websites for buying sport products. According to self-determination 

theory, individuals inherently seek enjoyment and vitality even in the absence of specific 

rewards (Ryan & Deci, 2000). From this viewpoint, consumers are self-determining and 

intrinsically motivated in online shopping when they are interested or enjoy doing it 

(Chiu et al., 2009a; Triandis, 1980). Atkinson and Kydd (1997) suggested that “intrinsic 

motivation is based on performing an activity purely for the enjoyment of the activity 

itself (p. 54)”. Hedonic motivation reflects entertaining and enjoyable aspects of online 

shopping (Childers et al., 2001). As such, perceived enjoyment should be considered an 

intrinsic and hedonic motivation for online shopping of sport products.  

The findings in this study supported previous studies regarding the positive 

influence of perceived enjoyment on attitude (Ahn et al., 2007; Ha & Stoel, 2009; Van 

der Heijden, 2003). Ahn et al. (2007) investigated the role of playfulness, which was 

similar to perceived enjoyment, as one of the intrinsic beliefs regarding Internet use when 
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shopping online. As Ahn et al. (2007) suggested, consumers who perceive high levels of 

perceived enjoyment seek flow experience and have a positive attitude toward online 

retailers. Childers et al. (2001) also suggested that consumers may primarily enjoy 

interactive websites, and thus, can ultimately create a positive attitude toward using the 

websites for purchasing products.  

The results of the current research also supports perceived enjoyment as a 

predictor of online purchase intentions (Barnes, 2011; Chiu et al., 2009a; Kamis, 

Koufaris, & Stern, 2009; Turel et al., 2011). Ha and Stole (2009) found that enjoyment 

perceptions play a considerable role in consumers' adoption of online shopping. In 

particular, the results of this study suggest that online shopping is more influenced by an 

intrinsic or hedonic purpose rather than an extrinsic or utilitarian motivation (Ahn et al., 

2007; Childers et al., 2001; Chiu et al., 2009a). That is, if individuals need to use a 

system for improving job performance, pay, or promotions (Davis et al., 1992), the 

environment for using websites can be considered extrinsic or instrumental. Given that 

the nature of online consumption of sport products are voluntary and hedonic (Hur et al., 

2012), consumers may be more entertainment-oriented when searching for and 

purchasing sport products using the Internet. Specifically, given the significant effect of 

perceived enjoyment on online purchase intentions, contrary to the lack of its influence 

on perceived usefulness, the hedonic view was dominant over the utilitarian view in this 

study.  

Influence of Attitude 

Attitude did not have a significant effect on online purchase intentions. The 

finding suggests that consumers have a strong willingness to buy sport products online 
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though they do not have a positive attitude toward online shopping if the website is 

trustworthy and enjoyable. Furthermore, the role of attitude in the research model was 

questionable due to its lack of influence on online purchase intentions and the limited 

influence of the hypothesized antecedents on attitude.  

The lack of the influence of attitude on online purchase intentions did not 

coincide with previous research (e.g., Ahn et al., 2007; Chen et al., 2002; Ha & Stoel, 

2009; Kim et al., 2009; Palvia, 2009; Schepers & Wetzels, 2007). For example, the 

current findings only partially support the findings from a number of studies employing 

the theory of reasoned action (TRA) and the TAM in terms of attitude. More specifically, 

both the TRA and the TAM postulate that attitude toward online shopping is a 

determinant of online purchase intentions. The insignificant relationship between attitude 

and online purchase intentions in the current study can be explained by a notion that 

attitude is a significant predictor of intentions mainly under mandatory conditions of 

technology use (Teo & Noyes, 2011). Because sport consumers are entertainment-

oriented when searching for and purchasing sport products using the Internet, they are not 

considered to be under mandatory conditions in which individuals use information 

systems for improving organizational performance (Davis et al., 1989, 1992; Hur et al., 

2012). More specifically, sport consumers may not perceive their use of the Internet to be 

mandatory given their purpose of Internet use. As such, the lack of causal relationship 

between attitude and online purchase intentions is considered reasonable due to the 

voluntary nature of sport consumers when using the Internet for shopping.  

With respect to the lack of causal relationship between attitude and online 

purchase intentions, it should be noted that respondents ranked high scores in attitude (μ 
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= 5.96). This finding suggests that sport consumers do have a positive attitude toward 

online shopping. However, their positive attitude does not necessarily lead to positive 

intentions to buy sport products online due to the voluntary nature of their conditions. 

This is also supported by the findings of Van der Heijden et al. (2003), which suggested 

attitude to be a threshold variable just as perceived ease of use and perceived usefulness. 

In other words, a positive attitude is not important enough to develop positive and strong 

intentions to shopping online.  

Influence of Online Purchase Intentions 

The results of this study show that online purchase intentions are a salient 

predictor of online purchase. This finding indicates that consumers who have positive or 

strong intentions to buy sport products online are more likely to purchase sport products 

using the Internet. A number of previous researchers have also suggested that the 

behavioral intentions determine the actual behavior based on the theoretical basis of the 

TRA and the TAM (Davis et al., 1989; Hur et al., 2012; Pavlou, 2003; Schepers & 

Wetzels, 2007; Suh & Han, 2002; Van der Heijden, 2003; Venkatesh & Davis, 1996, 2000; 

Wu & Wang, 2005). For instance, previous researchers have demonstrated this causal 

relationship in workplaces (Venkatesh & Davis, 1996, 2000), website use (Van der 

Heijden, 2003), mobile commerce (Wu & Wang, 2005), online transactions (Pavlou, 

2003), recreation activity participation (Young & Kent, 1985), and fantasy sports 

participation (Kwak, Lee, & Mahan, 2013). Given this empirical support from extensive 

research in a variety of contexts, the strong link between online purchase intentions and 

actual online purchase was not surprising.  

Furthermore, if individuals have positive or strong intentions, they are likely to 
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use information systems either for utilitarian (Davis et al., 1989; Venkatesh & Davis, 

1996, 2000) or hedonic purposes (Hur et al., 2012; Pavlou, 2003; Van der Heijden, 2003). 

Within this study, given that the respondents were considered to have intrinsic or hedonic 

motivations for using websites (i.e., consumption of sport products), the findings strongly 

support the previous studies regarding the causal relationship between behavioral 

intentions and actual behavior under intrinsic and hedonic conditions. Accordingly, 

extensive empirical evidence from previous studies and this study indicates that online 

purchase intentions are a strong determinant of actual online purchase.   

Moderating Effect of Sport Identification 

The final research question of this study examined the moderating effect of sport 

identification on the proposed research model. The result of this study supported a 

significant moderating effect of sport identification, and sport identification can serve as a 

moderator in predicting online consumption of sport products. More specifically, sport 

consumers who strongly identify with sports demonstrate distinctly different online 

purchasing patterns from more weakly identified consumers.  

Although previous research has not studied sport identification under online 

sport product consumption circumstances, these results support the findings from prior 

studies addressing sport identification as a moderator in explaining sport consumer 

behavior (Kim, Trail, & Magnusen, 2013; Madrigal, 2001; Theodorakis, Koustelios, 

Robinson, & Barlas, 2009). For example, Kim et al. (2013) examined the moderating 

effect of identification in the relationship between the motives and attendance in an 

attempt to investigate the disconnection between sports fans’ high level of motives and 

actual sporting event attendance. They reported that the relationship between motives and 
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attendance becomes stronger when identification increases, and thus, argued that team 

identification should be considered when testing the role of motives on sport consumer 

behavior (Kim et al., 2013). Madrigal (2001) also suggested the role of the identification 

as a moderator on the effect of attitude toward purchasing products from a corporate 

sponsor on purchase intentions. More specifically, Madrigal (2001) suggested that for 

highly identified individuals, identification is a heuristic that favorably predisposes sport 

consumers to want to purchase products from a sponsor despite their evaluation of that 

action. What can be inferred from the findings of this study and previous research is that 

sport identification is a critical factor that guides sport consumer behavior. More 

specifically, this conclusion has been demonstrated by a number of previous studies in 

both offline (e.g., Kim et al., 2012; Kwon & Armstrong, 2002, 2006; Kwon et al., 2007; 

Madrigal, 2000, 2001) and online environments (e.g., Hur et al., 2012; Zhang & Won, 

2009, 2010).  

Theoretical Implications 

Theoretical implications of this study advance the research of online consumer 

behavior in the sport context. This study proposed an extended TAM and tested it to 

understand why and how sport consumers purchase sport products using the Internet. 

More specifically, the extended TAM included perceived enjoyment and trust as 

antecedents of perceived usefulness, attitude, and online purchase intentions in an attempt 

to understand online consumption behaviors in this study. Furthermore, the research 

model examined sport identification as a moderator.  

Initially, the TAM was developed to explain how individuals adopt information 

systems to enhance the work performance (Davis et al., 1989, 1992). Although the TAM 
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was initially employed in workplace settings, researchers have expanded the TAM 

research by including more factors and testing it in different contexts. For instance, a 

large number of researchers have utilized the TAM as a theoretical framework to explain 

why and how individuals use the Internet because the Internet has been broadly employed 

as an information system (e.g., Brunner & Kumar, 2005; Hur et al., 2012; Moon & Kim, 

2001; Teo et al., 1999; Van der Heijden, 2003). Along with the increased utility of the 

Internet, the web has evolved into a steadily growing platform for commerce. As a result, 

e-commerce is a very familiar mode of shopping for many consumers (Kim et al., 2008). 

Due to this growth, previous researchers have applied and examined the extended TAM 

to explain how consumers use the Internet for shopping. However, given the differences 

between the nature of work (i.e., utilitarian) and shopping (i.e., hedonic), researchers 

have sought a new approach to explain the adoption of the Internet for shopping when 

applying the TAM.    

Although some researchers have attempted to apply the TAM in the sport context, 

only a few researchers have applied the TAM and empirically tested it to explain the 

factors that influence sport product purchasing behavior. For example, Hur et al. (2012) 

studied sports fans’ use of websites in general not just for shopping and suggested that 

sports fans may use websites for both information seeking and commercial purposes. 

However, as website use patterns may be different depending on users’ purposes, it is 

questionable whether the TAM can be applied to information seeking and online 

transaction behaviors in the same manner.  

One of the important differences in information seeking and online transactions 

can be the level of risk that users perceive when using the Internet. More specifically, 
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consumers may encounter greater fiduciary, security, and privacy risks when engaging in 

online monetary transactions because they need to depend on unseen and unknown 

vendors for purchasing products (Everard & Galletta, 2006). Additionally, consumers 

may perceive a high level of risk if websites selling products do not function as expected 

(Kim et al., 2008; Lim et al., 2006) due to slow connections, poor quality, out-of-date 

content, or general errors (Wu & Wang, 2005). Due to such inherent risks of online 

transactions, consumers need to be more careful when shopping as opposed to searching 

for information. Accordingly, both scholars and practitioners have recognized and 

emphasized initiating, building, and maintaining trust between sellers and buyers in order 

to reduce or minimize risks in online shopping (Everard & Galletta, 2006). 

A number of researchers have further demonstrated the importance of trust when 

buying online (Ha & Stoel, 2009; Pavlou, 2003; Van der Heijden et al., 2003). As Gefen 

(2000) pointed out, trust is important for obtaining general information, but it is essential 

in regard to actually purchasing products. Several other researchers have also shown the 

importance of trust in online transaction processes because of inherent risks of online 

transactions (Gefen et al., 2003; Kim et al., 2008). The influence of trust on online 

purchase intentions have been further evinced in extensive empirical research (e.g., Chiu 

et al., 2012; Gefen et al., 2003, Kim et al., 2009; McCole et al., 2010; Palvia, 2009; 

Pavlou, 2003; Suh & Han, 2002). The results of this study also highlight the emphasis on 

trust, suggesting that trust was the strongest predictor of online purchase intentions. From 

a theoretical perspective, this finding supports the idea that trust is a prerequisite of social 

behavior, especially regarding important decisions (Gefen, 2000). As such, this finding 

also corroborates the social exchange theory (Gefen et al., 2003). 
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In addition to trust, this research demonstrated the significance of perceived 

enjoyment for online sport consumer behavior studies. Several researchers have broadly 

tested the TAM and its extended models in the utilitarian and hedonic environments, with 

previous researchers suggesting that online shopping can be considered to be a hedonic 

setting (Childers et al., 2001; Chiu et al., 2009a; Ha & Stoel, 2009). Additionally, given 

that sport consumers are emotionally attached to sport objects, showing motivation and 

interest in watching a sports game or participating in a sport-related activity, they have 

hedonic natures (Funk & James, 2001; Hur et al., 2012). This study also provided strong 

evidence that sport consumers are intrinsically motivated when buying sport products 

online. More specifically, perceived enjoyment was one of the two factors that had a 

positive influence on online purchase intentions. Furthermore, highly identified sport 

consumers with strong perceptions of enjoyment were more likely to purchase sport 

products online. As such, the influence of perceived enjoyment on online purchase 

intentions can be strongly justified considering the hedonic characteristics of online 

shopping and sport consumers. 

This study also has significant implications with regard to the relatively limited 

contributions of the original components of the TAM. Specifically, this study makes 

contributions to the literature on perceived ease of use and perceived usefulness in 

explaining online purchase intentions of sport products. First, perceived ease of use and 

perceived usefulness were found to be salient variables in predicting intentions in a 

number of previous studies (Childers et al., 2001; Davis et al., 1989; Koufaris, 2002; Teo 

et al., 1999). However, perceived ease of use and perceived usefulness were not 

determinants of online purchase intentions of sport products within this study. This 
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conclusion was evidenced by relatively high correlations between constructs: perceived 

ease of use and perceived usefulness (r = .89), perceived ease of use and trust (r = .88), 

and perceived usefulness and trust (r = .81). The findings suggest that these three 

variables might not be clearly distinct, though they presumed to measure different 

constructs (Kline, 2011). Although no relationship failed the test of discriminant validity 

given the acceptable AVE values, high correlations between those constructs could have 

resulted in their lack of influence on online purchase intentions. Accordingly, perceived 

ease of use, perceived usefulness, and trust scales need to be further examined to ensure 

construct validity.  

Second, the limited contribution of perceived ease of use and perceived 

usefulness can be explained by the hedonic and intrinsic nature of online shopping and 

sport consumers. More specifically, as sport consumers are more motivated by intrinsic 

and hedonic aspects, they may pay more attention to trust and perceived enjoyment than 

perceived ease of use and usefulness when purchasing online. However, given the high 

mean values of perceived ease of use and perceived usefulness, consumers may take ease 

of use and usefulness of websites for granted.  

The high mean values of perceived ease of use and perceived usefulness also 

have significant implications both for scholars and practitioners. Although perceived ease 

of use and perceived usefulness had limited contribution to the research model in terms of 

their influence on online purchase intentions, they cannot be ignored in online sport 

consumer research. For example, considering the growth of e-commerce and high mean 

values of perceived ease of use and perceived usefulness, it can be assumed that a 

majority of online retailers have made great efforts to establish a high level of ease of use 
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and usefulness for gaining more customers and creating satisfying experiences. In other 

words, consumers may or may not purchase at a website that is easy to use and useful, 

whereas they will definitely not buy at a website if they perceive the website to be 

difficult to use and not useful.  

As previous researchers have pointed out, research has shown inconsistent 

findings regarding the role of attitude despite the robustness of the original TAM and its 

extended models (Ha & Stoel, 2009). As a result, some researchers have included attitude 

(e.g., Ahn et al., 2007; Bruner & Kumar, 2005; Childers et al., 2001; Davis, 1989, 1993; 

Ha & Stoel, 2009; Kim et al., 2009; Mathieson, 1991; Palvia, 2009; Suh & Han, 2002; 

Van der Heijden, 2003; Yang & Yoo, 2004) in the model but not others (e.g., Barnes, 

2011; Gefen et al., 2003; Hur et al., 2012; Kamis et al., 2008; Pavlou, 2003; Thong et al., 

2006; Turel et al., 2011). As demonstrated by previous research that omitted the construct 

of attitude, this study revealed that attitude is not essential for predicting online purchases 

of sport products due to its limited contribution to the research model.  

Conversely, attitude can be further investigated using a different perspective. For 

instance, the limited contribution of attitude to the research model could be attributed to 

the scale that was used to measure attitude toward purchasing sport products online (Yang 

& Yoon, 2004). In previous studies, researchers have assumed a unidimensional attitude 

while focusing primarily on the affective aspect when examining the TRA and the TAM. 

Davis et al. (1989) also reported that the effect of unidimensional attitude on information 

system use was absent when perceived usefulness was present for predicting the system 

use. Based on their findings, they concluded that attitude did not provide significant 

meaning in predicting information system use, while perceived usefulness and perceived 
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ease of use were powerful predictors (Davis et al., 1989).  

In consideration of the drawbacks to using a unidimensional attitude instrument, 

some researchers have argued that attitude should be considered a combination of 

cognitive and affective aspects in the TAM studies (Sun & Zhang, 2005; Yang & Yoo, 

2004). Yang and Yoon (2004) tested an extended TAM by considering both the cognitive 

and the affective aspects of attitude, and found that cognitive attitude was also an 

important factor when explaining the use of information systems. Given the findings of 

the current study and previous research, attitude can be measured using a two-

dimensional scale that reflects both cognitive and affective aspects. 

Within this study, the insignificant influence of some variables can also be 

explained by sport identification. The findings suggest that the six constructs proposed in 

the research model are collective determinants of actual online purchases of sport 

products when sport identification is considered. More specifically, highly identified 

sport consumers are more likely to buy sport products using the Internet if they have a 

strong perception of ease of use, usefulness, trust, enjoyment, attitude, and purchase 

intentions.  

This finding corresponds to the Psychological Continuum Model (PCM) (Funk 

& James, 2001), which outlines the psychological relationship that an individual may 

develop toward a sport object. The PCM illustrates how highly identified sport 

consumers are likely to develop a stronger connection to sports compared to sport 

consumers with weak or low attachment, resulting in stable and durable behaviors such as 

buying sports merchandise, season tickets, and wearing sports apparel (Beaton, Funk, 

Ridinger, & Jordan, 2011; Funk & James, 2001). As such, this finding is consistent with 
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the previous results reported by researchers that sport identification is a key factor 

guiding sport consumption behaviors (Kim et al., 2013; Madrigal & Chen, 2008). Given 

the findings of this study and previous research, sport identification can be considered to 

direct sport consumer behavior both in the online and offline contexts.  

In sum, this study highlighted the importance of trust, perceived enjoyment, and 

sport identification when addressing sport consumer behavior in the online setting. The 

findings also suggest that the TAM can be further modified or extended to explain online 

sport consumer behavior while focusing more on trust, perceived enjoyment, and sport 

identification. Accordingly, it is considered worthwhile to investigate why and how 

consumers adopt the Internet for purchasing sport products based on the extended TAM.  

Practical Implications 

In addition to theoretical implications, the findings of this study provided sport 

marketers with a better understanding of sport consumer behavior in the online setting. 

From a practical standpoint, the results highlighted trust and perceived enjoyment as 

factors that guide the successful completion of online transactions for sport products. 

Additionally, sport identification is an important variable that guides online sport 

consumer behavior. As such, online sport product vendors may take advantage of 

consumers’ high level of sport identification for stimulating purchases.  

Trust was the most salient predictor of online purchase intentions of sport 

products, suggesting that trust is still the primary variable in stimulating consumers’ 

purchase intentions regardless of the growth of e-commerce (Chiu et al., 2012). Given the 

significance of trust in online transactions, online retailers should pay special attention to 

building and maintaining trust for buyers to minimize risks in online shopping while 
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enhancing the process of online transactions. In order to increase trust toward online sport 

product vendors, trust cues need to be explicitly incorporated in website design strategies 

(Bart et al., 2005).  

That is, websites selling sport products should establish trust-building systems by 

sending a clear signal to their customers that the websites are trustworthy and credible 

with various privacy seal programs (Zhang & Won, 2009). Bart et al. (2005) also 

suggested that showing trust cues also helps online venders develop a long-term 

relationship with their customers. For these reasons, Fanatics.com (n.d.), an online sport 

merchandise seller, employs a variety of programs for displaying trust cues on its website, 

including BBB Accredited Business, McAfee Secure, TRUSTe, Stella Service Excellent, 

and Norton Secured. Moreover, in order to demonstrate its efforts to keep promises and 

satisfy obligations, the official online NBA store provides its customers with an option 

for selecting ShopRunner shipping at checkout that enables free item returns, return 

tracking, and unlimited free two-day shipping (store.nba.com, n.d.). 

In addition to trust, enjoyment perception was highlighted in terms of hedonic 

value as a determinant of online purchase intentions of sport products. This finding 

suggests that experience throughout the online transaction process should be enhanced 

focusing on fun and entertainment while prompting purchase of sport products. 

Interactive functions can be employed in websites for selling sport products in order to 

increase enjoyment and ultimately enhance the online transaction processes. For instance, 

Nike has adopted social media features (e.g., Nike Plus) in its official website. Nike Plus 

allows users to map their runs and track their progress. At the same time, Nike Plus 

automatically uploads the users’ runs and route while giving them audio feedback as they 
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run (nikeplus.nike.com, n.d.). Nike Plus online community also enables users to 

challenge friends to distance and timed running competitions. Such interactive functions 

of Nike Plus have helped Nike retain customers and gain an additional share of the 

running shoes market, 61% in 2008 up from 48% in 2006 (Gupta, Armstrong, & Clayton, 

2011).  

Online sport product vendors can gain benefits from using an interface to allow 

consumers to enjoy shopping with their friends for enhancing perceived enjoyment. For 

instance, Heineken, a sponsor of the Union of European Football Associations (UEFA) 

Champions League, utilizes a social gaming application, which allows fans to engage in 

three activities simultaneously (Ukman, 2013). More specifically, fans can watch 

Champions League matches on television and play in real time against their friends on a 

computer or smartphone, while publishing their results on social media platforms, such as 

Twitter and Facebook (Ukman, 2013). Given the significant causal relationship between 

perceived enjoyment and online purchase intentions, online sport games may increase 

perceived enjoyment and ultimately increase online purchase intentions. 

Although individuals perceive that websites are easy to use and useful, online 

sport product vendors still need to develop user-friendly websites. In general, the quality 

of websites has been improved as a result of the prominence of e-commerce and 

respondents’ high scores both on perceived ease of use and perceived usefulness. 

Considering the positive influence of perceived ease of use on perceived usefulness, 

however, online sport product vendors should develop easy-to-use websites. For instance, 

online sport product vendors can provide their customers with customized information 

that they like for increasing usefulness and enjoyment about specific products, sports, 
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teams, or players. In order to provide customized information, online sport product 

vendors can use a sophisticated tool to make personalized recommendations based on 

responses to customers’ questions (Hwang & Kim, 2007). A large number of online 

vendors recommend their products to their customers based on their preferences and 

searching history. This automated searching assistance helps customers not only enhance 

their searching performance (Jansen & McNeese, 2005), but also have consistent interests 

in products offered.  

Given the sport product distribution system, making websites easy to use can be 

important for both manufacturers and online sport product sellers. Sport product 

manufacturers, such as Nike, Adidas, Under Armour, and Reebok, provide their products 

for a variety of online suppliers (e.g., DicksSportingGoods.com, SportsAuthority.com, 

Eastbay.com, etc.), allowing them to sell manufacturers’ products. However, if the design 

of a website is not user-friendly, consumers may be dissatisfied with their shopping 

experience, which can result in poor reputations for both manufacturers (i.e., brand) and 

distributors. In consequence, manufacturers can determine that the websites are not 

effective distribution channels and hesitate to provide their products. Accordingly, online 

sport product sellers should develop well-organized websites for both manufacturers’ and 

online distributors’ success.  

To summarize, sport marketers need to provide a better online shopping 

experience with consumers in order to stimulate purchases on their websites. To do so, 

this study provides directions for sport marketers while emphasizing trust and perceived 

enjoyment as key factors when purchasing sport products online. Online sport product 

vendors need to ensure safe and reliable transaction processes. At the same time, online 
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sport product sellers should utilize interactive and sport-specific features of websites for 

providing enjoyable shopping experiences.  

Future Research 

Further research is needed in terms of several elements of this study. Although 

the research model should be considered a part of a continued effort in understanding 

online sport product consumption, future researchers should take into account a number 

of other variables and avenues to extend this study. In this study, a research model was 

proposed based on theoretical and empirical research in information systems, consumer 

behavior, and social psychology. The research model was supported by the findings of 

this study, but some important dimensions may have been overlooked.  

Although other factors, such as types of sport products, price, previous 

experience with online shopping, gender, and income, may have influenced the results of 

the study, they were not considered in this study. Additionally, consumers may have 

shown different consumption patterns depending on types of devices (e.g., laptops, tablet 

PCs, and mobile phones). For example, some online retailers might customize their 

websites for mobile phones to enhance ease of use while others might not. However, 

types of devices that consumers use for online shopping were not considered in this study. 

Given the potential effect of these aforementioned variables on online sport consumer 

behavior, the interpretation of the findings may be limited. As such, future studies should 

investigate these important variables with the model in this study.  

In terms of the consumer decision-making process, consumers reach the post-

purchase evaluation step after purchasing (Shank, 2002). More specifically, consumers 

evaluate whether their expectations are met after purchasing. On the one hand, 
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satisfaction occurs if expectations are met or exceeded. On the other hand, dissatisfaction 

results if the experience or performance is lower than expected. Furthermore, Palvia 

(2009) suggested that satisfaction and value are important at the one-time or short-term 

transactions while value is more likely to have long-term impacts as it results in customer 

loyalty for further exchanges. Although loyal customers are more likely to engage in a 

higher degree of positive word of mouth, whether dissatisfied or not-so-loyal online 

consumers engage in negative word of mouth can be explored in future research (Palvia, 

2009). Accordingly, future research can examine post purchase behaviors, including 

satisfaction, value, loyalty, or word of mouth as consequents of online purchases. 

Regarding consumer loyalty, future research can include objects of consumers’ 

loyalty in online sport consumer behavior research. More specifically, sport consumers 

may have different online purchase patterns depending on the object of their loyalty. For 

example, a sport consumer can be loyal to a certain sport product manufacturing brand 

(e.g., Nike, Adidas), while another sport consumer can be loyal to a certain team. As such, 

it would be beneficial for future research to examine differences between those loyal 

customers in an effort to understand whether loyalty toward a certain object supersedes 

the other types of loyalty when buying sport products online. 

Sport consumers may use the Internet for different purposes. For example, sport 

consumers may use the Internet for gaining information and purchasing sport products as 

the Internet aids consumers in reducing the cost of searching and evaluating alternatives 

and in enhancing the quality of the decision (Haubl & Trifts, 2000; Van der Heijden et al., 

2003). Given that trust may be more important for purchasing products than for obtaining 

information (Gefen, 2000), each of the research model constructs may play a different 
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role in predicting online sport consumer behavior depending on consumers’ purpose of 

Internet use. As such, it would be beneficial for future researchers to conduct a multi-

group analysis for investigating if sport consumers have different behavior patterns when 

using the Internet either for information seeking or for buying sport products. 

Within the present study, perceived ease of use, perceived usefulness, and trust 

had very high correlations with each other. This finding shows that these scales had 

discriminant validity problems, which might have resulted in their lack of contribution to 

the research model, especially their insignificant influence on online purchase intentions. 

In particular, the items assessing the perceived ease of use and perceived usefulness 

might be conceptually connected. For instance, both items involve respondents’ past 

experience in website use. This instrument-relevant issue might be improved through 

future scale purification. More specifically, future scale refinement could modify the 

items for assessment of the perceived ease of use factor to distinguish it more directly 

from the conceptual basis of the perceived usefulness factor.  

The use of a single dimensional scale might have contributed to the limited 

influence of attitude in predicting consumers’ intentions to buy sport products online. As 

previous researchers have suggested, future researchers may employ an attitude scale that 

includes both cognitive and affective aspects of attitude (Sun & Zhang, 2005; Yang & 

Yoo, 2004). Although several social psychologists have suggested that attitude has both 

affective and cognitive aspects, researchers have mainly focused on the affective attitude 

when testing the TAM and the extended TAM (Yang & Yoo, 2004). Accordingly, future 

researchers can reflect the separate attitudes in an attempt to understand online sport 

consumer behavior. More specifically, researchers may examine how each and both of the 
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two attitudes influence online purchase intentions and play a role in explaining online 

sport consumer behavior.  

The research design employed within this study may also limit the interpretation 

of the findings. Within this study, an online survey was utilized for data collection. 

Although the survey method allows for the collection of a great deal of data from a large 

number of people, there is a risk that respondents’ responses may not reflect their true 

feelings or their subsequent actions (Babbie, 2007). Accordingly, future researchers need 

to conduct experimental research in order to understand if a specific treatment influences 

an outcome while controlling for confounding variables (Creswell, 2009). For example, 

future research can manipulate different online purchase experiences, including both 

positive and negative experiences, and have a randomized group react to these scenarios 

for investigating the influence of online purchase experiences on online purchase of sport 

products. 

The interpretation of the findings can be limited due to the sampling methods 

used in this study. Although this study included a stratified purposeful sampling based on 

the geographic location of the universities, the sample size dramatically varied from one 

region to another due to the accessibility to respondents. Additionally, the respondent 

driven sampling technique might have produced the unbalanced sample size in this study. 

The use of the respondent driven sampling allowed for an easier access to online sport 

consumers than others. However, the results may not represent the population of the study. 

For these reasons, future research should attempt to have an equal distribution of 

responses among each of the regions where universities are located. 

Sampling can prompt another issue in interpreting the findings of this study. On 
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the one hand, an appropriate sample (i.e., undergraduate and graduate students) was 

targeted in this study in view of the general characteristics of online consumers. On the 

other hand, the general characteristics of students may also limit the interpretation of the 

findings. More specifically, Schepers and Wetzels (2007) suggested that students are a 

more homogenous group than non-students and have a stronger tendency to comply with 

authority. Accordingly, using a student sample may inflate effect sizes of both social and 

technological constructs (Schepers & Wetzels, 2007). In order to eliminate such an 

interpretation limitation issue, the generalizability of the findings should be further 

validated with the different types of samples in future research.  

Despite the robustness of the research model in this study, its applicability can 

still be limited. For instance, several researchers have highlighted that consumer behavior 

models and theories need to be validated through a cross-cultural validation process to 

ensure their applicability (Jarvenpaa, Tractinsky, & Saarinen, 1999; Lee & Green, 1991; 

Malhotra & McCort, 2001; Pavlou & Chai, 2002). In particular, Jarvenpaa et al. (1999) 

emphasized consideration of cross-cultural effects in online consumer behavior research 

as consumers might have different expectations of factors influencing consumers’ trust 

toward online retailers depending on their cultural background. However, the extended 

TAM has not been formally subjected to cross-cultural validation in the sport context. As 

such, future researchers need to consider cross-cultural validation of the research model 

for understanding its applicability as the research model is also an extended TAM. A 

cross-cultural validation process will help researchers for a better understanding of online 

sport consumer behavior. More specifically, if the research model were demonstrated to 

be appropriate in different cultures, researchers would confirm the applicability of the 
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model and adapt the research model further. Accordingly, researchers can develop a 

different research model or theory based on a cross-cultural validation of the research 

model. 

Conclusion 

 Using an adapted TAM, this dissertation set out to investigate why and how 

sport consumers purchase sport products online. The purpose was fulfilled through the 

use of a quantitative survey instrument that was developed based on the different 

components of the extended TAM. This study allowed for examination of various aspects 

of motivations for online sport product consumption. The findings from this study point 

to three major conclusions. 

First, the results provide evidence that the proposed research model is relatively 

appropriate to explain online purchase of sport products. This finding suggests that trust 

was most influential as a motivator for using the Internet for purchasing sport products. 

Second, as a hedonic motivator, perceived enjoyment was also influential when sport 

consumers form intentions to buy sport products online. However, motivators from the 

original TAM, such as perceived ease of use, perceived usefulness, and attitude, did not 

influence online purchase intentions of sport products. Lastly, sport identification was a 

significant moderator when explaining online sport consumer behavior as consumers 

showed different consumption patterns depending on their level of sport identification.  

These findings provide theoretical implications for future researchers. The 

findings of this study suggest that the extended TAM can be applied to the sport context 

while each construct plays a different role compared to other settings. More specifically, 

the traditional major factors are not that important for sport consumers. On the contrary, 
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relatively less important motivators, such as trust and perceived enjoyment, were found 

salient when addressing online sport consumer behavior. The findings also suggest that 

sport identification is a significant variable to guide sport consumer behavior regardless 

of the consumption circumstances.  

In addition to theoretical implications, the findings provide practitioners with 

practical implications. Given the significance of trust, online sport product vendors need 

to establish safe transaction tools in an effort to encourage purchasing and ultimately 

establishing long-term relationships with customers. In the meantime, they should make 

great efforts to enhance users’ experience while searching and purchasing product on 

their websites. Considering that sport consumers have a certain level of identification 

with sports, online sport product sellers may provide a variety of sports-related 

information, such as products, teams, players, and sporting events, on their websites.  

The importance of understanding the sport consumer cannot be overlooked both 

for scholars and sport marketers. While sport marketers attempt to build long-term 

relationships with customers in an effort to achieve their organizational goals, scholars 

make efforts to identify why and how sport consumers consume sport products in order to 

provide practitioners with guidance from theoretical and empirical standpoints. For these 

reasons, the empirical validation of the model allows for its use by researchers and sport 

marketers. More specifically, the research model will be beneficial both for researchers 

and sport marketers to identify how the features of websites selling sport products and 

consumers’ beliefs toward online purchasing contribute to reliable operation of the 

websites.    
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Appendix A. 

Survey Questionnaire 

Internet Sports Product Purchase Behavior Survey 

Dear Participant:  

You are being invited to participate in a research study by answering the attached survey 

about the Internet purchase behavior related to sport products. There are no known risks 

for your participation in this research study. The information collected may not benefit 

you directly. The information learned in this study may be helpful to others. The 

information you provide will help better understand the Internet purchasing behavior of 

sport products. Your completed survey will be stored at 1900 University Ave. #20 at the 

University of Minnesota. The survey will take approximately 10 minutes to complete. 

Individuals from the University of Minnesota, School of Kinesiology, the Institutional 

Review Board (IRB), and other regulatory agencies may inspect these records. In all 

other respects, however, the data will be held in confidence to the extent permitted by law. 

The data may be published and your identity will not be disclosed. 

Taking part in this study is voluntary. By completing this survey you agree to take part in 

this research study. You do not have to answer any questions that make you 

uncomfortable. You may choose not to take part at all. If you decide to be in this study 

you may stop taking part at any time. If you decide not to be in this study or if you stop 

taking part at any time, you will not lose any benefits or grades for which you may 

qualify.   

If you have any questions, concerns, or complaints about the research study, please 

contact:  Jinhee Yoo at 612-626-0086.    

Sincerely,  

Jinhee Yoo     

University of Minnesota 

612-626-0086       

yooxx121@umn.edu   
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1. Have you ever purchased sport products using the Internet? (please circle one)    Yes / No 

 If you responded "No", please skip to Page #4 

 

2. Please state the name of the website you visited most recently to purchase sport products.  

(___________________________________)         
                                                                                                          

 

3. Please state the type of sport product(s) you bought on the website. 

1. Apparel   5. Sports news/information 
  (subscription) 

 

2. Footwear   6. Accessories  

3. Equipment   7. Novelty items  

4. Tickets   8. Other (please name other)  

 

The following are statements regarding your most recent online purchases of sport products.  

Please rate the extent to which you STRONLGY DISAGREE (1) or STRONGLY AGREE (7) with 

each statement.  Please circle the appropriate number in the scale beside each statement.   

  

 

The website was useful for searching and buying the 
product. 

1 2 3 4 5 6 7 

The website was easy to use. 1 2 3 4 5 6 7 

Based on my experience with the website, I know it is 
honest. 

1 2 3 4 5 6 7 

Given the chance, I intend to use the website to buy sport 
products. 

1 2 3 4 5 6 7 

The website improved my experience in sports product 
searching and buying. 

1 2 3 4 5 6 7 

It was easy to become skillful at using the website. 1 2 3 4 5 6 7 

Based on my experience with the website, I know it cares 
about customers. 

1 2 3 4 5 6 7 

Given the chance, I predict that I would use the website to 
buy a sport product in the future. 

1 2 3 4 5 6 7 

  

Strongly 

Agree 

Strongly 

Disagree 
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Remember, the following are statements regarding your most recent online purchases of 

sport products. Please rate the extent to which you STRONLGY DISAGREE (1) or 

STRONGLY AGREE (7) with each statement. Please circle the appropriate number in the 

scale beside each statement.   

 

Based on my experience with the website, I know it  
understands its market. 

1 2 3 4 5 6 7 

The website enabled me to search and buy the product faster. 1 2 3 4 5 6 7 

Learning to operate the website was easy. 1 2 3 4 5 6 7 

Based on my experience with the website, I know it is not 
opportunistic. 

1 2 3 4 5 6 7 

It is likely that I will transact with the website to buy sport  
products in the near future. 

1 2 3 4 5 6 7 

The website enhanced my effectiveness in sport product 
searching and buying. 

1 2 3 4 5 6 7 

The website was flexible to interact with. 1 2 3 4 5 6 7 

Based on my experience with the website, I know it provides  
good service. 

1 2 3 4 5 6 7 

The website made it easier to search for and purchase the 
sport products. 

1 2 3 4 5 6 7 

My interaction with the website was clear and 
understandable. 

1 2 3 4 5 6 7 

Based on my experience with the website, I know the 
website is predictable. 

1 2 3 4 5 6 7 

The website increased my productivity in searching and 
purchasing the sport product. 

1 2 3 4 5 6 7 

Based on my experience with the website, I know it is 
trustworthy. 

1 2 3 4 5 6 7 

It is easy to interact with the website to buy a sport product.   1 2 3 4 5 6 7 

 

Strongly 

Agree 

Strongly 

Disagre

e 
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Remember, the following are statements regarding your most recent online purchases of 

sport products. Please rate the extent to which you STRONLGY DISAGREE (1) or 

STRONGLY AGREE (5) with each statement. Please circle the appropriate number in the 

scale beside each statement.   

 

 

I use the website quite often for buying sport products. 1    2    3    4    5 

I found using the website I most recently visited for buying a sport  
product to be enjoyable.  

1    2    3    4    5 

I spend a lot of time on the website for buying sport products. 1    2    3    4    5 

The actual process of using the website I most recently visited for  
buying a sport product was pleasant. 

1    2    3    4    5 

I have been using the website for purchasing sport products for a very 
long time now. 

1    2    3    4    5 

I had fun using the website I most recently visited for buying a sport  
product. 

1    2    3    4    5 

“In your opinion, purchasing a sport product(s) on the 

website I most recently visited was…” 

(please circle the number between the pairs of words that best reflects your feelings) 

 Extremely Quite Slightly Neutral Slightly Quite Extremely  

Good +3 +2 +1 0 -1 -2 -3 Bad 

Beneficial +3 +2 +1 0 -1 -2 -3 Harmful 

Wise +3 +2 +1 0 -1 -2 -3 Foolish 

Favorable +3 +2 +1 0 -1 -2 -3 Unfavorable 

Positive +3 +2 +1 0 -1 -2 -3 Negative 

Strongly 

Disagree 

Strongly 

Agree 



 

214 

 

 1. Please name your favorite sport.   (_________________________________)       

 

The following are statements regarding your relationship with your favorite sport. Please rate the 
extent to which you STRONGLY DISAGREE (1) or STRONGLY AGREE (5) with each of the 
following statements.  Please circle the appropriate number in the scale beside each statement.   
  

 

My friends view me as a strong fan of my favorite sport. 1     2     3     4     5 

It is very important to me that my favorite sport games are played. 1     2     3     4     5 

I see myself as a strong fan of my favorite sport. 1     2     3     4     5 

 

 

Please tell us a little about yourself by responding to each question below: 

 

How often do you use the Internet?                         Hour (s) /week 

 

Gender:   Female   Male  

 

Age:   years 

 

Ethnicity:  

 Black/African American  Native American  Hispanic 

 White/Caucasian  Asian or Pacific Islander  Other (please name) 
 

 

Marital Status:  

 Single  Married  Domestic Partnership 

 
 

 
Divorced/Separated 

    

 

  

Strongly 

Disagree 

Strongly 

Agree 
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Your Class:  

 Freshman  Sophomore  Junior 

 Senior  Graduate student   

 

 

In which state is your university located? 

                    

 

Yearly household income:  

 Less than $35,000  $35,001-$50,000  $50,001-$75,000 

 $75,001-$100,000  $100,001-$125,000  $125,001-$150,000 

 $150,001-$175,000  $175,001-$200,000  Over $200,000 

 

 

What is your personal disposable monthly income? (NOT your parents’) 

 Less than $150  $151-$200  $201-$250 

 $251-$300  $301-$350  $351-$400 

 $401-$450  $451-$500  Over $500 

 
 
 
 
 

Thank you for participating! 
I truly appreciate all of the valuable information! 

 

  



 

 

 

 

2
1
6
 

Appendix B. 

Scale Items and Constructs 

Constructs Items 

 

Perceived Ease of Use  

(Gefen et al., 2003) 

 

PEU1 

PEU2 

PEU3 

PEU4 

PEU5 

PEU6 

 

The website was easy to use.  

It was easy to become skillful at using the website. 

Learning to operate the website was easy. 

The website was flexible to interact with.  

My interaction with the website was clear and understandable.  

It was easy to interact with the website to buy a sport product.  

 

 

Perceived Usefulness  

(Gefen et al., 2003) 

PU1 

PU2 

PU3 

PU4 

PU5 

PU6 

The website was useful for searching and buying the product. 

The website improved my experience in sports product searching and buying.  

The website enabled me to search and buy the product faster.  

The website enhanced my effectiveness in sports product searching and buying.  

The website made it easier to search for and purchase the sports product.  

The website increased my productivity in searching and purchasing the sports product. 

 

   

Trust (Gefen et al., 2003) TR1 

TR2 

TR3 

TR4 

TR5 

TR6 

TR7 

Based on my experience with the website, I know it is honest. 

Based on my experience with the website, I know it cares about customers. 

Based on my experience with the website, I know it understands its market. 

Based on my experience with the website, I know it is not opportunistic. 

Based on my experience with the website, I know it provides good service. 

Based on my experience with the website, I know it is predictable. 

Based on my experience with the website, I know it is trustworthy. 
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Scale Items and Construct (continued) 

Constructs Items 

 

Attitude (Davis, 1993) 

  
In your opinion, purchasing a sport product(s) on the website I most recently visited was: 

 

 ATT1 

ATT2 

ATT3 

ATT4 

ATT5 

Good/Bad 

Wise/Foolish 

Favorable/Unfavorable 

Beneficial/Harmful 

Positive/Negative 
 

 

Online Purchase Intentions 

(Pavlou, 2003) 

 

 

INT1 

INT2 

INT3 

 

Given the chance, I intend to use the website to buy sport products. 
Given the chance, I predict that I would use the website to buy sport products in the future. 

It is likely that I will use the website to buy sport products in the near future. 

 

   

Online Purchase  

(Porter, & Donthu, 2006) 

PUR1 

PUR2 

PUR3 

I use the website quite often for buying sport product. 

I spend a lot of time on the website for buying sport product. 

I have been using the website for purchasing sport product for a very long time now. 

 
 

   

Sport Identification  

(Dees et al., 2008) 

SI1 

SI2 

SI3 

 

My friends view me as a strong fan of my favorite sport. 

It is very important to me that my favorite sport games are played. 

I see myself as a strong fan of my favorite sport. 
 

 


