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Aim and Research Question

This study investigated the motivations to play community club-based sport or to be active
through public aquatic and recreation centres.

Research questions: What are the motivations for Australian adults to be active through
community sport and through public aquatic and recreation centres; do the motivations differ
for the two settings, and do the differences depend on age, gender or region?

Theoretical background and literature review

There have been substantive societal changes in the way that people consume or participate in
sport and leisure, included shifts away from traditional community club-based sport to other
organised and unorganised activities (R. Eime, Charity, & Westerbeek, 2022). The Physical
Activity and Sport Participation (PASP) framework proposes a population-based ‘whole of
sport ecosystem’ lifespan model which demonstrates how individuals move in and out of
sport and other leisure-time activities across the lifespan (Westerbeek & Eime, 2021). Further,
participation in sport and physical activity differ considerably across age, gender and region
(R. M. Eime, Harvey, & Charity, 2019; R. Eime et al., 2022). We utilise the Self-
Determination Theory perspective in describing and explaining the motivations to play sport
and be active (Vlachopoulos, Karageorghis, & Terry, 2000).

In order to meet change consumer needs we need to understand the motivations to be active
through different community settings.

Research design, methodology and data analysis

An online survey of adult registered sport participants was conducted May-June 2020. This
was distributed by national and state sporting organisations to their registered players. The
survey of adult public aquatic and recreation centre (PARC) users was distributed between
January- March 2021. The two surveys included demographic questions (gender, age and
residential postcode) and a question with a list of 11 motivations and asked to indicate all
motivations that applied to their sport or PARC activities. Motivation profiles were tabulated
for the sample of respondents from each survey/setting, and this was repeated for subsamples
based on gender, age and geographical region. In each case, the proportions from each
survey/setting who nominated each motivation were compared using chi-square tests,
implemented in SPSS Version 27.

Results and Discussion

The study included a total of 3,824 sport participants and 685 PARC users. There were many
differences in the motivations to be active through sport compared to PARCs.

Considering the motivation profiles of the two activity settings in turn, the four motivations
most frequently reported by sport participants were fun/enjoyment (92%), physical
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health/fitness (77%), social reasons (77%) and performance/competitions (76%). The four
motivations most frequently reported by PARC participants were physical health/fitness
(89%), fun and enjoyment (71%), weight loss/toning (70%) and psychological/mental health
(55%).

Comparing the two activity settings, there were statistically significant differences between
the proportions of sport and PARC participants reporting each motivation for all but one of
the 11 motivations. Specifically, sport participants were significantly more likely than PARC
users to report: fun/enjoyment (92%, 71%, p<0.001); performance/competition (76%, 9%,
p<0.001), sense of achievement (58%, 25%, p<0.001); social reasons (77%, 29%, p<0.001);
and being with friends (66%, 18%, p<0.001). Conversely, PARC users were significantly
more likely than sport participants to report: physical health/fitness (89%, 77%, p<0.001);
psychological/mental health (55%, 49%, p=0.007); and weight loss/toning (67%, 37%,
p<0.001).

While there were differences in the detail, broadly similar patterns of comparison between the
two settings were observed across genders, age groups, and regions. Most variation was
observed in psychological health motivations, for which there was no significant difference
among men in the two groups, whereas higher levels of these motivations among the PARC
group were more pronounced among women, those aged 65 or older, and residents in
metropolitan areas. Other variations were: among young adults (18-29 years), there was no
significant difference between the sport and PARC groups in the reporting of physical
health/fitness as a motivation; those in the sport group were significantly more likely than the
PARC group to report being motivated as a professional athlete or as part of their job.

Conclusion, contribution and implication

There were statistically significant differences between the reported motivations of sports club
participants compared to PARC users. Sport club participants were more likely to be
motivated by fun/enjoyment, together with performance/competition, sense of achievement
and social factors. In contrast, PARC users were more likely to be motivated by physical
health or fitness, together with weight loss/toning and psychological health reasons.

These differences in motivations between the sport and PARC groups necessitate different
campaigns/communications and the need to reinforce or position outcomes for each that are
aligned with each set of motivations, to encourage ongoing participation. Organisations and
settings for sport and PARC can develop and implement strategies aligned to the values and
motivations of their users. Further, these findings can continue to inform policy and financial
allocation decisions at all levels of government, given that both settings receive significant
funding from these sources.
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Aim and research questions

Purposes of this study aimed: (1) to investigate the relations among awe, fan identification,
and media consumption; (2) to test the potential moderating role of awe; (3) to explore the
stimuli of awe in spectator sports.

Il. Theoretical background or literature review

Since spectator sports events convey a powerful emotional content/value to consumers, the
emotional experience/response in sports consumption serves a determinative role to fulfill
marketing and financial objectives for sports businesses. However, despite that sports
management scholars recently highlighted that self-transcendent experiences in sports
spectatorship can go beyond the experience of pure pleasure, enabling people to find self-
growth and greater purpose in life (Jang, Wu, & Wen, 2020), most of the past studies
exclusively examined the spectators’ experience-outcomes relations based on a hedonic
perspective. The study of the emotional experience of eudemonia in the context of spectator
sport is still in its infancy and its psychological mechanism is still unclear as well.

In the present study, we posit that awe, a self-transcendent emotion, may play a positive role
in shaping spectators’ attitudes and behaviors. Awe refers to an experiential (emotional)
response arising when people encounter a stimulus that is conceptually or perceptually vast
and is required to accommodate their current mental references (Keltner & Haidt, 2003). Awe
frequently arises in sporting events, involving collective situations (Bai et al., 2017). For
example, the sweeping views of spectators gathering and singing loudly the song of the team
together in a stadium may create unparalleled, vast, and somehow astonishing feelings.
Additionally, witnessing the great achievements and sensational performances of sports
teams/athletes may induce a sense of need for accommodation. Grounded in a social
functional approach to emotions, we propose that sports fans who experience awe will
enhance a sense of fan identification, which in turn increase media consumption behavior for
professional sports. The social functional approach notes that emotions coordinate social
interactions in ways that enable the individual to form attachments, negotiate, build alliances,
and collective identities—functions that induce appropriate courses of action, such as
following the information of a chosen social group (Bai et al., 2017). Accordingly, we
expected that sports fans with awe experience might view themselves as true sports fan,
thereby exhibiting more media consumption behavior. Furthermore, following a social
functional approach, we argue that, when awe is higher, the relationship between fan
identification and media consumption behavior will be more prominent. This is because
highly positive awe emotion might help individuals to strengthen the importance of such a
role and identification as a sports fan. Consequently, they may engage in more media
consumption actions.
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Research design, methodology, and data analysis

Data were collected from Amazon’s Mechanical Turk (MTurk) marketplace in United State.
After providing consent, participants were invited to recall and write about their awe
experiences. Then, participants completed a series of measures, including the modified
differential emotion scale (Fredrickson, Tugade, Waugh, & Larkin, 2003), fan identification
(Wann, 2002), and sports media consumption behavior (Dwyer, Slavich, & Gellock, 2018). A
total of 159 sports fans who provided complete data were used for this study. The respondents
contained 107 males with a mean age of 38.29 years (SD = 9.46). Hierarchical regression
analyses were used to examine our hypothesis. In addition, a qualitative analysis was adopted
to explore the content of awe experiences written by participants.

Results/Findings and Discussion

Supporting the proposed hypotheses, results indicate that, after controlling for other positive
emotions, awe positively predicted media consumption behavior via fan identification
(indirect effect = .25, 95% C.1. =.0994 to .4167). Moreover, the results suggest that awe
would moderate the association between fan identification and media consumption behavior
(b =.23, p <.05). Specifically, when awe is higher, those sports fans high in fan identification
tend to display more media consumption behavior to follow the professional sports. In
summary, our findings suggest that the self-transcendent emotion of awe not only induces a
sense of fan identification but also reinforces such a role identity of sports fans in shaping
more sports consumption behavior, corresponding with the notions of a social functional
approach to emotions. Also, our recollection task of personal experiences in sports events
supports the concept and definition of awe.

Conclusion, Contribution, and Implication

This study contributes to the sports management literature in several aspects. First, instead of
adopting a hedonic perspective, our study introduces a self-transcendent emotion —awe that
advances the sports consumption literature in terms of sports fan emotions. Second, by using a
social functional approach, our study identifies the psychological mechanism of awe-behavior
linkage and its boundary condition, which explain the emotion-related process of sports fans
in professional sports events. Overall, these findings provide practical insights to sports
managers in designing and promoting specific marketing strategies for potential sports
consumers.

References

Bai, Y., Maruskin, L. A., Chen, S., Gordon, A. M., Stellar, J. E., McNeil, G. D., . . . Keltner,
D. (2017). Awe, the diminished self, and collective engagement: Universals and cultural
variations in the small self. Journal of Personality and Social Psychology, 113(2), 185-
209.

Dwyer, B., Slavich, M. A., & Gellock, J. L. (2018). A fan’s search for meaning: Testing the
dimensionality of sport fan superstition. Sport Management Review, 21(5), 533-548.

Fredrickson, B. L., Tugade, M. M., Waugh, C. E., & Larkin, G. R. (2003). What good are
positive emotions in crisis? A prospective study of resilience and emotions following the
terrorist attacks on the United States on September 11th, 2001. Journal of Personality
and Social Psychology, 84(2), 365-376.

© EASM 2022 Book of Abstracts 19



Jang, W., Wu, L., & Wen, J. (2020). Understanding the effects of different types of
meaningful sports consumption on sports consumers’ emotions, motivations, and
behavioral intentions. Sport Management Review, Published online.

Keltner, D., & Haidt, J. (2003). Approaching awe, a moral, spiritual, and aesthetic emotion.
Cognition & Emotion, 17(2), 297-314.

Wann, D. L. (2002). Preliminary validation of a measure for assessing identification as a sport

fan: The Sport Fandom Questionnaire. International Journal of Sport Management, 3,
103-115.

© EASM 2022 Book of Abstracts 20



THE RISE OF ARTIFICIAL INTELLIGENCE IN GAMIFICATION:
UNDERSTANDING WHEN SKILL-BASED MATCHMAKING IS BENEFICIAL
THROUGH EXPERIMENT DESIGN

Gupta, Keshav!; Funk, Daniel?; Kunkel, Thilo?
tUniversity of South Carolina, United States of America; ?Temple University, United States
of America

keshavgupta.zidane@gmail.com

Aim and Research Questions

Challenge in gamified services, that allow consumers to compete and strive for achievement,
is an important feature of gamified services that fosters gameful experience. Finding and
matching the right opponents in a competition is imperative as unbalanced matches can harm
consumers’ gameful experience in gamified services and lead to disengagement (Horton et al.,
2016). A recent development in the gamified sport and entertainment industry is the adoption
of artificial intelligence (Al)-based technique, called skill-based matchmaking (SBMM) to
deliver well balanced challenges (Hoppe, 2021). SBMM uses an algorithm that analyzes past
performance of users and matches them with others with comparable skills. While gamified
services utilizing SBMM technique offer users an engaging experience, conflicting opinions
have emerged regarding utilizing this technique (Tassi, 2020). Specifically, some users think
SBMM reduces the fun of engaging in the gamified service by making it more competitive
while others derive fun from competition. As a result, the current research investigates ‘when’
and ‘why’ the Al based technique leads to consumer’s motivation to re-engage with the
challenge-based gamified service.

Theoretical Background and Literature Review

Existing gamification literature indicates users who experience flow in the form of gameful
experience are motivated to engage with the service (Eppmann et al., 2018). A state of flow is
an experience characterized by increased concentration, a distorted sense of time, and a sense
of control (Csikszentmihalyi, 1990). Hence, consumers who obtain a gameful experience in
the gamified service that utilizes SBMM will be motivated to re-engage with the service.
Therefore, we hypothesize:

H1: Gameful experience mediates the relationship between consumers’ perception of SBMM
technique and their motivation to re-engage with the gamified services

The gameful experience in the gamified services that utilize SBMM technique differ based on
the level of competitiveness. Specifically, when less competitive users face consistently
competitive challenges, they experience anxiety, resulting in reduced gameful experience. On
the contrary, hypercompetitive users will perceive Al as assisting them in offering well
balanced challenges, resulting in improved gameful experience. Therefore, we hypothesize:
H2: Hypercompetitive (v/s less competitive) consumers will obtain greater (v/s lesser)
gameful experience in the gamified services utilizing SBMM.

Research Design, Methodology and Data Analysis

A two-study experiment is used to test the hypotheses using fantasy sports as the research
context. Study 1 was conducted to validate a twitter post Al intervention. We screened
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participants to include those who frequently engage with US-based fantasy sports platforms.
Participants were randomly assigned to an Al, non-Al, or no-stimuli group. Participants in the
Al and non-Al groups were shown a twitter post by the fantasy sport platform informing them
of the use of SBMM and random matchmaking technique for matching opponents,
respectively. Random matchmaking technique was used as a control, where participants were
told that the platform does not use Al to match users and instead matches users arbitrarily.
The no-stimuli group was not provided any tweet so as to understand their unguided
perception of matchmaking tactic used by the platform.

Study 2 divided participants in the Al and non-Al group. Before presenting the manipulated
tweet, participants were asked about their level of competitive attitude using a three-items on
a seven-point Likert scale. Additional measures were included to capture the six sub-
dimensions of gameful experience and re-engagement motivation. Hayes-process model-8
was used to conduct a moderated mediation analysis.

Results/Findings and Discussion

US-based participants (N=90) were recruited through Prolific for Study 1. 73.3% were male
and 61.1% were white/Caucasian with an average age of 35 years. Results of Study 1
indicated the twitter post intervention created different reactions among users (p<0.05) in the
Al group (M=5.03, SD=0.24), non-Al group (M=3.43, SD=1.77), and no-stimuli group
(M=4.27, SD=0.74). Specifically, participants in the Al group felt that the fantasy sports
platform deliberately matches them with opponents while the participants in the non-Al group
did not. Additionally, participants in the no-stimuli group indicated none of these perceptions.
US-based participants (N=179) were recruited through Prolific for Study 2. 73.3% were male
and 72.3% were white/Caucasian with an average age of 36 years. The level of competitive
attitude between participants in Al group (M=3.72. SD=1.43) and non-Al group (M=3.84,
SD=1.40) was non-significant (p=0.58). Further analysis supported H1 and H2. The results
will be presented in the conference.

Conclusion, Contribution and Implication

This research contributes to the sport management and gamification literature on the
integration of Al in gamified sport services. It examines the varying gameful experience that
users obtain from Al-based matchmaking in gamified services based on their level of
competitiveness. While SBMM provide favorable experiences to users, the varied behaviors
of consumers based on their level of competitiveness in gamified services offer theoretical
contributions to the sport management literature and provides practitioners guidelines to
implement user-matchmaking techniques. While SBMM may improve engagement of certain
type of consumers, the sports organizations must implement it with caution.

References
Csikszentmihalyi, M. (1990). Flow: the psychology of optimal experience. New York:
Harper-Collins

Eppmann, R., Bekk, M., & Klein, K. (2018). Gameful experience in gamification:
Construction and validation of a gameful experience scale [GAMEX]. Journal of
interactive marketing, 43, 98-115.

Hoppe, D. (18 February 2021). How skill-based matchmaking can keep online gambling
games on the right side of the law. Gamma Law. Retrieved from

© EASM 2022 Book of Abstracts 22



https://gammalaw.com/how-skill-based-matchmaking-can-keep-online-gambling-games-
on-the-right-side-of-the-law/

Horton, E., Johnson, D., & Mitchell, J. (2016, November). Finding and building connections:
moving beyond skill-based matchmaking in videogames. In Proceedings of the 28th
Australian Conference on Computer-Human Interaction (pp. 656-658).

Tassi, P. (20 September 2020). The great SBMM debate infects the ‘Call Of Duty: Black Ops
Cold War’ alpha. Forbes. Retrieved from
https://www.forbes.com/sites/paultassi/2020/09/20/the-great-sbomm-debate-infects-the-
call-of-duty-black-ops-cold-war-alpha/?sh=7ba6069a6916

© EASM 2022 Book of Abstracts 23



GENDER DIFFERENCES IN HOUSEHOLD-ORIENTED PRIVATE PRO-
ENVIRONMENTAL BEHAVIOR - EMPIRICAL EVIDENCE FROM GERMAN
FOOTBALL FANS

Scharfenkamp, Katrin; Thormann, Tim F.
Bielefeld University, Germany
katrin.scharfenkamp@uni-bielefeld.de

Aim and Research Questions

Environmental concerns about consequences of one’s own behavior and the willingness to
contribute individually towards a solution for more sustainability refer to our everyday life,
but also our consumption of sport activities and sport events. Besides marketing practices to
strengthen the fan commitment to sport organizations and events, sport managers focus
increasingly on environmental sustainability efforts to address these concerns. Hence,
nuanced knowledge on the pro-environmental concerns and behavior of fans is needed to plan
strategic sustainability initiatives (Casper et al., 2017). Since female fans became an important
stakeholder of European football clubs within the last years, gender differences are important
for targeted environmental initiatives.

While previous studies already showed that women behave significantly more pro-
environmentally in their everyday life, men invest more effort in pro-environmental behaviors
in public (e.g., protests). Previous research outlined gender differences by using overall
indexes (e.g. Hunter et al., 2004) rather than testing particular pro-environmental activities in
the private sphere. However, knowledge about private pro-environmental behavior of football
fans, also by gender, has not yet been produced. Such knowledge might be relevant for
football clubs to improve their ecological sustainability.

This study looks at five dimensions of pro-environmental behavior including energy,
nutrition, consumption, mobility, and recycling in their everyday life. In doing so, we provide
new insights on gender differences in pro-environmental behavior of football fans that sport
clubs can use to learn more about their target group’s behavior when designing environmental
initiatives in the stadium. With this knowledge, football clubs learn how to modify their
product range and sustainability goals since individuals are expected to show similar patterns
of pro-environmental behavior in everyday life and in the stadium

Theoretical Background and Literature Review

According to Eagly’s (1987) socialization theory, gender roles and the expected behavior of
men and women within cultural norms are determined by socialization. Conversely to men,
who are socialized to enforce their competitiveness and independence, women are
increasingly socialized to enforce their interdependence, compassion, cooperation, and
caregiving (e.g. Eagly, 1987). Following Schwartz’s (1968) norm activation model, the
awareness of harmful consequences of one’s own actions increases the likelihood for more
helping behavior. As women are found to have a higher awareness of potential harmful
environmental consequences of their behavior (Zelezny et al., 2000), we assume that women
are more likely to perform pro-environmental behavior in these five dimensions than men.

Research Design, Methodology and Data Analysis
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In cooperation with a German professional football club and by using an online survey,
quantitative data were collected from August to October 2021 (n=1,598). The survey
exploited the importance of ecological sustainability for fans of a first division Bundesliga
club. The link to the online survey was distributed via social media and through university
channels. The survey included two scales for environmental consciousness and pro-
environmental behavior where respondents were asked to state their agreement on a five-point
scale. After descriptive analysis, significant differences between the male and female
subsamples of football fans are exploited using t-tests. Linear regressions are estimated to
identify possible gender differences in environmental consciousness and private pro-
environmental behavior in five different dimensions. The linear regressions control for age,
education, occupation, income, migration background, disability, interest in the football club,
and frequency of attending football games at the home stadium.

Results and Discussion

The dataset contains 25.3 percent female respondents. Linear regressions show that women
score significantly higher on environmental consciousness. Furthermore, they demonstrate
significantly higher energy-saving, recycling, and pro-environmental consumption behavior
than men. However, environmentally conscious women fans do not behave significantly
different than environmentally conscious men fans. Overall, being female is negatively
associated with pro-environmental nutrition, but women with a high level of environmental
consciousness score significantly higher on pro-environmental nutrition than men fans.

Conclusion, Contribution and Implication

Assuming that pro-environmental behavior in everyday life spills over to many areas of life
(Margetts & Kashima, 2017), football fans might behave similarly in the stadium. To avoid
costly sustainability initiatives that might not be effective, this study provides empirical
evidence that implies practical directions in terms of how men and women football fans might
differ in their level of environmental consciousness and pro-environmental behavior. The
findings support the relevance of a nuanced analysis, so that football clubs learn that
sustainability goals targeting recycling, energy-saving, and pro-environmental consumption
are more important for women than for men fans and that women might show significantly
more pro-environmental behavior at the stadium than men fans. Further, women only adjust
their nutrition behavior in a pro-environmental way if they have a high level of environmental
consciousness. Hence, the provision of organic, vegetarian, and vegan food at football
matches is particularly attractive for environmentally conscious women fans. These new
insights might help football clubs to attract more women fans to attend matches at the
stadium.
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There has been exponential growth in legalized sport gambling across the globe. Over the
next five years, the market is projected to grow by US$144 Billion. Online sport gambling is
most prevalent in Europe, and there have been significant signs of growth in Asia and Latin
America as well (“The Rise”, 2021). Within the United States, the 2018 U.S. Supreme Court
ruling allowed states to legalize the activity. This change in the landscape of sport gambling

in the U.S has resulted in considerable increases in betting activity. For example, 45.2 million
people bet on National Football League (NFL) games in 2021, a 36% increase from 2020.
The research in this area is still in its infancy with recent investigations focusing on the
relationship between fantasy sport and gambling behavior (Dwyer et al., 2019), and consumer
reaction to regulation (Shapiro et al., 2020). However, research on the consumer response to
the evolving landscape is limited. Three areas that warrant further attention in the sport
gambling literature are behavioral tendencies, information valuation, and perceptions of
knowledge related to a given sport, league, or team. In the current study, behavioral
tendencies were conceptualized through confirmation bias and illusion of control (10C).
Confirmation bias, or seeking information that is congruent with existing beliefs, has been
examined within the context of consumer behavior. This phenomenon has considerable
implications within the context of sport gambling due to fans’ strong psychological
connection to teams and players. Yet, the research linking confirmation bias to sport gambling
behavior is limited. Additionally, I0C represents a belief in superstitious behaviors or systems
that are believed to influence gaming outcomes. IOC has been examined within general
gambling and sport gambling (Dwyer et al., 2019), but its role in understanding the gambler
as a sport consumer is also limited. Finally, the role of information valuation and perception
of knowledge have been shown to influence the sport consumer, but the connection between
these constructs and behavioral tendencies of the sport gambler is underdeveloped.

Therefore, the purpose of this study was to examine the relationship between behavioral
tendencies, information valuation, perceptions of knowledge, and sport gambling behavior.
Theoretically, bettors are influenced by several internal and external forces including bias,
game knowledge, and favorite team performance (Mowen et al., 2009). In this case, it was
hypothesized gamblers would differ in betting behavior based on confirmation bias,
information platform, 10C, and perceived team knowledge.

A sample of 1,585 bettors and non-betting sport consumers from the U.S. were solicited via
Qualtrics Panel Services (Bettors: N = 1094, Non-bettors: N = 491). Participants ranged in age
from 18-84, were mostly Caucasian males (85.1% and 81%, respectively), and had an average
annual household income greater than $75.000. Confirmation bias was measured using
Rassin’s (2008) Confirmation Inventory. IOC was measured using a 13-item 10C instrument
developed by Ejova et al. (2010). Sources of gambling information (6 items) and perceived
team knowledge (1 item) were developed specifically for this investigation.
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A two-way between subjects ANOVA was developed to examine differences in confirmation
bias based on gambling participation and sport content platform. Gambling participation was
significant F(1, 1584) = 5.26, p = .022, »? = .003. Those who participated in gambling had
higher confirmation bias scores (M = 4.61, SD = .773) than those who did not (M = 4.49, SD
= .804). Sport content platform was also significant F(3, 1582) = 4.13, p = .006, #* = .008.
Those who primarily visited official league websites had the highest confirmation bias scores
(M =4.75, SD = .825) compared to general outlets, favorite team outlets, and unofficial
outlets. Two multiple regression models were also developed to assess the influence of
behavioral tendencies and information valuation on perceived team knowledge and gambling
behavior for sport gamblers. The perceived team knowledge regression was significant F(3,
1091) = 109.27, p < .001, R? = .231. 10C (p = .029) and gambling sources (p < .001)
positively influenced perceived team knowledge. The gambling behavior regression was also
significant F(3, 1091) = 90.81, p < .001, R? = .250. I0C (p < .001), gambling sources (p <
.001) and perceived team knowledge (p < .001) positively influenced gambling behavior.
The results of this study highlight the value of understanding how sport gambling influences
preferences for sport consumers, including behavioral preferences and information
processing. Sport gamblers are prone to confirmation bias when searching for team
information compared to non-gamblers. However, confirmation bias did not influence the
amount of gambling consumption. Sources of information and 10C appear to play a larger
role in these preferences. With the proliferation of sport gambling across the globe, it will be
important to extend this research to understand the relationship between sport consumption
and sport gamblers across Europe, Asia, and Latin America.
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Aim and Research Questions

In recent years, research concerning environmental sustainability (ES) in sports has emerged
and gained some attention in the academic environment (Sartore-Baldwin & McCullough,
2018). Political actors have also recognised the importance of the relation between ES and
sport. The United Nations’ Agenda 2030, for instance, elaborates on sports’ importance for
implementing and furthering ES (Nations General Assembly, 2015).

One area of sport that needs to be seriously considered in this regard, is the sports apparel
industry. Overall, the apparel industry is responsible for about 20% of global clean water
pollution, generates enormous amounts of waste, and produces more greenhouse gas
emissions than maritime shipping and all international flights combined (European
Parliament, 2021). These characteristics result in a high relevance of this industry for reaching
holistic sustainability goals in the future and make the sports apparel industry a very worthy
research field in terms of ES.

However, while research on ES in sports is still rather scarce (Kénecke, 2020), it is almost
non-existent regarding sportswear. To shed some light on this gap in research, this
presentation aims at analysing the effect of sustainability on the purchase intentions of
German runners when buying sports apparel. Furthermore, it provides insights into the
economic impact of implementing sustainability in the sports apparel industry.

To reach these aims, the presentation answers the following research question: How does ES
affect the purchase decision of German runners when buying sports apparel? This is done
based on a representative panel survey among German runners using conjoint analysis.

Theoretical Background and Literature Review

Within the sports apparel industry, the results of a study regarding the brand Patagonia
indicated a substantial price premium for organic cotton sports apparel (Casadesus-Masanell
et al., 2009). This has been the only study on the relevance of ES for the buying decision for
sports apparel so far, which underscores the considerable relevance of further research in this
regard.

As a theoretical background for further interpretation of the results of the empirical analysis,
the model of product bundling is chosen (Leal-Arcas, 2017) to understand the effect of
bundling a private good with a public good on the willingness to pay (WTP) of customers.

Research Design, Methodology, and Data Analysis

A survey was conducted among German runners in collaboration with a panel provider
between 07/07 and 22/07/2021. The questionnaire consisted of various single- and multiple-
choice questions and a choice-based conjoint design (CBC) with 16 sets of product concepts
that also included “none” as an option. The reference product in the CBC was a short-sleeved
functional T-shirt because it is easily comparable regarding the product features and certainly
known to all active runners.
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After initial screening, 1,000 data sets were included for further analysis. To be considered,
the respondents must run at least once per month. A check of the descriptive statistics showed
that good representativeness of the sample was given due to its nearly even distribution
between males and females, age and education. Most of the respondents know the term
“sustainability” and its meaning and around 46% pay attention to sustainability when buying
sportswear. In the analysis, the average utilities were calculated, and the choice-based
conjoint analysis was used to determine the consumers’ WTP for different levels of ES and
other factors when buying functional T-shirts.

Results and Discussion

The results indicate an almost linear increase in WTP for higher levels of ES when buying the
reference products. The same tendency can be recognized among the average utilities.
Another compelling finding is that the WTP for social sustainability increases almost
simultaneously.

Taking the model of product bundling into consideration, the results allow the conclusion that
product bundling of private and public goods can be financially beneficial in a sports context.
However, the value action gap between environmental values and behaviour needs to be
considered when interpreting the results. Even though the CBC limits this phenomenon by
surveying indirectly, limitations of the CBC and WTP are discussed in the presentation.

Conclusion, Contribution, and Implication

In conclusion, the average utilities show that a product with a high percentage of ecological
sustainability is preferred by the respondents. Furthermore, the results of the WTP analysis
underscore that German runners are willing to pay an almost linear price premium for
environmentally and socially sustainable sportswear.

This presentation contributes to the state of research by providing an academic basis as to
whether a higher prioritisation of sustainability can be economically viable for companies in
the sports apparel sector. In addition, the results help to understand the relevance of ES for the
preference generation of consumers in this market. Apart from their academic importance, the
insights gained in this study have high practical relevance and yield important managerial
implications not only for sports fashion businesses but also for other industries. These will be
discussed in the presentation.
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Aim

Autonomy is recently increasing in sport and recreative activities and a mismatch between the
service offer and the consumer demand is often observed. Consequently, understanding the
values that is experienced when practicing an activity would allow a better services’ design.
In this context, this study aims to analyse which value components influence the choices of
self-organization of equestrian consumers.

Theoretical Background

Using consumer behaviour approach, this paper studies on the organizational principle of self-
organization and the motivations to be autonomous. The main idea of self-organization is to
not delegate to someone else what you can do yourself. In the self literature, self-efficacy is
fundamental as it increases people's ability to choose more challenging tasks. Self-efficacy
measures perceived competence but also includes awareness of the possible error’s risk.
However, self-organization and more generally consumers’ participation to the production
process depends on the experiential value created. The value created by the consumer
experience differs according to the situation and it includes several components (Aurier et al.,
2004). In their netnography, Medberg and Heinonen (2014) add the heritage value that also
influences the customers’ relationship with the services and is defined as “the history of bank
relationships initiated by parents or relatives of the customer”. However, this paper introduces
a new value, which is the transmission value defined as the transmission of a know-how
subject to transformation.

In sport, creativity and innovation lead to autonomous practices as professional structures
have too constraining frame to offer diversified experiences (Galewicz, 2017; Riffaud, 2018).
Self-organized equestrian users may be motivated by increased satisfaction or experiential
stimuli. They are passionate about their activity, wish to exchange with others who share the
same goals and values, have a wider social network, or pass on their passion to their relatives.
Despite the many similarities between the different recreational practices, equestrian self-
organization activities have the specificities to represent a way of life and to be expensive
(practice and caring for the horse). Thus, the influence of purchasing power and economic
value could be important. Moreover, this research considers the ethical value component
related to the animal's welfare that depends on how equines are housed.

Methodology

First, we conducted a qualitative exploratory study based on semi-structured interviews with
30 self-organized equestrians in various areas in France. Based on these results and the
literature review, we realized an online quantitative survey in France among 660 respondents
via social networks. The survey uses literature scales to measure constructs of general self-
efficacy, purchasing power concern, overall value (Aurier et al., 2004), economic value
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(Mathwick et al., 2001) and discovery of new experiences (Rousseau et al., 2002). New value
components (transmission value, error risks and ethical value) are measured using items
adapted from the literature or created from the interviews. All these scales were confirmed by
exploratory and confirmatory factor analysis using R software. Lavaan package is used for the
SEM.

Results

The respondents are between 15 and 78 years old,with various socio-economic status, and the
average self-organization time is 8 years.

The overall model verifies goodness of fit robust indices ((CFI1=0.964; RMSEA=0.029;
GF1=0,957) and explains better the overall value (R?>= 42%). The discriminant validity for
construct of self-efficacity, transmission value, purchasing power and error risks are also
validated. However, the convergent validity and reliability for the other constructs are slightly
below the standard (AVE< 0,5 and a < 0,7). The results highlight that preoccupation for
purchasing power, self-efficacy and discovery influence significantly different dimensions of
the value and the overall value. Concerning the effect of value components, only ethical value
influences positively and significantly the overall value, whereas the effect of other value
dimensions on overall value is not significant, even if close to significance.

This research brings an original focus on the transmission value. The literature showed the
influence of a heritage value considered as inherited from entourage (Medberg & Heinonen,
2014), whereas in this study it reflects the idea of a transmission to relatives.

Conclusion

Even if this model seems promising, some limitations persist in this study, as the low
reliability of some constructs. The number of individuals in the sample, although sufficient for
this type of modelling, could be increased. Reworking the scales and increasing the number of
individuals in the sample are perspective avenues.

To conclude, this paper adds transmission value to the literature on autonomy in sport and
shows the determining influence of ethical value for self-organised equestrians. This shows
the need to keep an open mind about new practices and research on animal welfare. In the
equestrian field, the search for autonomy learning instead of dependence should be reinforced
in the apprenticeship, as well as learning about the care of horses. The equestrian services
offered in the professional structures would then serve as a support or relay by offering a
network and adapted advice for self-organized people.
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Aim and Research Questions

As a country of 1.3 billion people, India has a significant role to play in growing football’s
global appeal. However, in terms of stadia attendance and media consumption, the sport still
lags well behind cricket in the country (Statista, 2020). Against this backdrop, the popularity
of football in Kerala — one of India’s southern states — warrants special attention as it exhibits
far greater interest than other parts of India. Although the Kerala Football Association (KFA)
and All India Football Federation (AIFF) do not recognise it, people follow a local version of
the game known as “Sevens”. Consequently, the current project uses sevens football to
explore how identification with a modified game format (the sevens) is related to support of
other teams in the parent format (the Indian Super League team Kerala Blasters FC in this
case).

RQ1: Why do fans identify with a team in the sevens and Kerala Blasters FC?

RQ2: How is fans’ identification with their team in the sevens and Kerala Blasters related?

Theoretical Background and Literature Review

To explore our research questions, we draw from the social identity approach which combines
social identity and self-categorization theories. There is widespread evidence showing that
fans form meaningful identities with sporting teams due to, for example, success,
identification with a sport, or community (Lock et al., 2011). However, little is known about
why people simultaneously identify with different forms of the same sport and how
consumption of different sports, format, or teams are related. Specifically, while the player
and organisational sides of modified sports have been studied, not much attention has been
shed on the fandom of these sports and how this has contributed to the parent sports.
McDonald et al. (2010) found that interest in overseas competitions was a significant
antecedent to A-League consumption in Australia. More recently, Brown et al. (2018) found
that fandom of eSports had a positive relationship with traditional forms of sport
consumption. Furthermore, individuals can form meaningful and interrelated attachments with
teams, leagues, and sports (Kunkel et al., 2017). Knowledge about related identities is key for
marketers, because when fans identify with a sport entity, they are more likely to attend
games, pay more for tickets and merchandise, and exhibit long-term loyalty. Therefore, we
aim to exploit a gap in knowledge about (i) identification with modified game formats, and
(ii) the ways in which this relates to other forms of consumption.

Research Design, Methodology and Data Analysis

Due to the scarcity of existing research on the relationship between fandom of modified sports
and parent sports, we will use an exploratory and inductive research design. The research is
currently in progress and we will present data analysis at the conference. We plan to conduct
in-depth interviews (N~10) with fans of the Kerala 7°s and Kerala Blasters FC to explore our
research questions. To recruit participants, we will contact members of the official fan
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community of the Indian Super League (ISL) team Kerala Blasters FC-’Manjappada’.
Following verbatim transcription of all interviews, we will apply the method of thematic
analysis to the data (Braun & Clarke, 2006). For this, we plan to execute a coding process to
identify the semantic and latent levels of meanings that the fans derive from their interactions
with football. We then shift the codes to themes based on the areas of similarity or ‘patterned
responses’ (Braun & Clarke, 2006). We will define these themes against our study objectives
and support our interpretations using anecdotes on identification with the sport in general and
sevens in particular, and transfer of this identification between the two formats and/or the
teams in both.

Expected Findings

In relation to RQ1, we expect to discover intersections between identification with local
communities that drive and nourish identification with a sevens team, and more abstract
bonds with the sport of football that lead to attachment with Kerala Blasters. For RQ2, we
plan to present insights about how supporters of the sevens and Kerala Blasters understand
their self-concept at different levels. For example, as a supporter of football in India, the
Blasters in the ISL, a team in the sevens and how these different group memberships relate to,
and potentially nourish, one another.

Conclusion, Contribution and Implication

This project will make one contextual and two theoretical contributions. Contextually, we will
provide novel insights about supporters’ social identification with different forms of football
in India — a national situation that is presently under researched. Theoretically, by looking at
why people identify with sporting properties within the same sport, we will move beyond
prior work that has concentrated on identification with individual teams. Finally, we will
contribute to the scarce research on modified sporting formats, by exploring how
identification with different forms of the same sport are related culturally and socially in
supporters’ self-concept.
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Aim and Research Questions

This study explores the key drivers of member satisfaction in sports clubs via a novel second-
order member satisfaction index (MSI) model and furthermore, tests the relationship between
overall satisfaction and behavioral intentions (willingness to stay; WTS) with consideration of
the mediating effect of identification with the club. The study measures service quality via a
formative measurement model which is why PLS-SEM is considered the primary approach
and what has not been presented in sport management before. The study proposes five
research questions

RQ1: What are the relevant indicators of each of the service quality dimensions in tennis
clubs?

RQ2: How does each of these indicators perform and how are their total effects on overall
satisfaction?

RQ3: Which of the dimensions of service quality and value are predictors of member
satisfaction in tennis clubs?

RQ4: Does member satisfaction influence the willingness to stay (WTS) of the club
members?

RQ5: Does identification with the club mediate the relationship of member satisfaction and
WTS?

Theoretical Background and Literature Review

Conceptualizing service quality, we follow the framework of Howat and Assaker (2013), and
examine general facilities and core services (tennis courts outdoor), and as secondary services
club restaurant, club office and club magazine which also include evaluations of staff quality.
The main adjustment is the inclusion of club atmosphere as an “aesthetic quality” dimension
(Biscaia et al., 2021, p. 1) reflecting interaction between sports club members and their
emotional bond among themselves and the club. Similar to Garcia-Fernandez et al. (2020) in
addition to service quality, we also included value, in form of the price/quality ratio of the
membership fee conceptualized as "services deserve what they cost” (p. 213). Following on
from the research of Bodet and Bernache-Assollant (2011) who demonstrated the mediating
role of team identification in spectator sports between satisfaction and loyalty, we examine
whether identification with the club also influences sports club members' loyalty, i.e., their
WTS, as the boundary between spectators and members blurs in leading tennis clubs with
teams that play in leagues.

Research Design/Methodology and Data Analysis
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This study uses variance-based partial least squares structural equation modeling (PLS-SEM)
to estimate the MSI model, which was tested in a leading tennis club in Germany (n = 185; N
= 491). Data analysis followed Hair et al. (2022). To identify the antecedents of full-
membership member satisfaction as service quality dimensions and its indicators in tennis
clubs, we reviewed about 40 previous studies on service quality and satisfaction in participant
sports, conducted semi structured interviews with 12 club members and pre-tested the survey.

Results/Findings and Discussion

The results reveal that club atmosphere, club facilities, and the price/quality ratio of the
membership fee are the most important drivers of member satisfaction in tennis clubs.
Member satisfaction has a large influence on the WTS of tennis club members. Identification
with the club, when included as a mediator in the model, is a complementary partial mediator
and increases the variance explained in WTS considerably. The R? values of member
satisfaction (0.509) and WTS (0.680) are significant (p < 0.01), and the predictive power of
the model is shown by Q2 predicted values above zero and PLS-SEM values of root mean
square error (RMSE) for all indicators that are below those of the linear model.

Conclusion, Contribution and Implication

The current study contributes to the literature by investigating service quality, value,
satisfaction and WTS in one comprehensive model: the member satisfaction index (MSI)
model. The MSI model offers sports club, and more specific tennis club managers, valuable
insights into ways to improve member satisfaction and WTS. Thereby, the study offers five
major contributions. We firstly revealed indicators of aspects of service quality in tennis clubs
and showed how they contribute to the satisfaction with each of the service quality
dimensions. Second, we showed the performance and the total effects of each of the
significant indicators on member satisfaction and discussed these findings in an importance
performance map analysis (IPMA). Third, using the MSI model, we outlined an approach to
measuring member satisfaction in tennis clubs including the provision of performance values
based on antecedents of service quality and value, conceptualized in terms of their
influenceability by club management. Forth, since, as member retention is one of the main
issues of sports clubs, we substantiated evidence of the strong influence of membership
satisfaction on WTS. Fifth, we extended our model by including the mediating effect of
identification with the club on the relationship between member satisfaction and WTS to
identify further positive management opportunities on WTS. In this way we showed that
findings of previous research on the relationship between fan identification and increasing
loyalty are transferable to sports club members. The MSI model was applied here to tennis
clubs but is also suitable for application to other sports clubs.
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Theoretical Background and Literature Review

Downhill skiing participation rates in Canada have declined from 14% in 1992 to 7% in 2015
(Statistics Canada, 2013). Although climate change had a significant impact on ski
participation due to shorter snow seasons, finding ways to counteract this decline is necessary
to avoid further negative effects on the economic sustainability of the ski industry (Gilaberte-
Bdrdalo et al., 2014). Moreover, although many models have been created and investigated to
help understand sports participation (e.g., sociological and psychological factors), to date,
scant few studies have examined the relationship among facilitators, constraints, and sports
participation (with the notable exceptions of Alexandris et al., 2008). Besides, these models
highly focus on external and situational factors or are simply grounded in psychological
theory but are not helpful in a comprehensive understanding of sports consumer behaviour.
Shank and Lyberger’s (2015) model has a myriad of other factors that could also affect skiing
participation. The decision-making process, at the center of this consumption behaviour
model, is influenced by three components: (1) internal or psychological factors; (2) external
or sociological factors; and (3) situational factors. Past research noted that non-users represent
a major marketing opportunity for ski organizations but that more effort would be needed to
convince non-skiers to hit the slopes (Hudson & Gilbert, 2000).

Aim and Research Questions

This study investigated the relationships between constraints and facilitators in skiing
participation among Canadian consumers and considered Shank and Lyberger’s (2015) sports
consumption model. This study also utilized a market segment approach (e.g., non-, low-, and
high-frequency skiers) to further understand ski behaviour and developed a framework to
explain the negotiation process by incorporating constraints and facilitators (Lyu & Oh,
2014).

Research Design, Methodology and Data Analysis

In this study, a survey was created (29 items) to test the model and examine how people make
decisions regarding ski behaviour. The survey items used a Likert scale approach (1= strongly
disagree to 7=strongly agree) and open-ended questions (e.g., why you do not participate or
will participate in downhill skiing incoming winter season?) were also asked to obtain a better
understanding of the constraints and facilitators. The survey consisted of four sections: (1)
skiing participation behaviour (4 items), (2) constraints (12 items, including internal and
external factors), (3) facilitators (7 items, including internal and external factors), (4)
demographics (6 items). A research ethics board approved the study. The data collection
period began from November 1st 2021 to February 1st 2022. The participants were over 18
years of age in Vancouver (Canada) from the public sample of 432 participants. Qualtrics, an
online platform was used for recruitment. Descriptive assessments, confirmatory factor
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analysis (CFA), internal consistency analysis, and multiple regression analysis were
calculated by SPSS 24.

Results/Findings and Discussion

For the ski profile of the study participants, 32.2% were non-skiers (n=139; i.e., who never
skied before), 35% were current low-frequency skiers (n= 151; i.e., who skied less than 2
times per season), 32.9% were current high-frequency skiers (n=142; i.e., who skied more
than 3 times per season). 48.1% were female (n = 208) and 51.9% were male (n = 224), the
majority were full time employed participants (n=290; 67.1%). A Principal Components
Analysis was run on the items pertaining to constraints and facilitators of downhill skiing that
had demonstrated sufficient reliability in prior research. As expected, the scales demonstrated
a high level of internal consistency (constraints alpha = .94; facilitators alpha = .92). Among
non-skiers, 1 (still) do not know how to participate in skiing (M=5.09; SD= 1.582) and skiing
is too expensive (M=5.04, SD=1.375) were the most important predictions. For high-
frequency skiers, downhill skiing is fun (M=5.89, SD=1.046), downhill skiing is exciting
(M=5.75, SD=0.991), and downhill skiing releases tension (M=5.53, SD=1.165) are the main
facilitators. The multiple regression model significantly predicted ski behavior, F(2,
429)=126.92, p < .001, R? = .37. Constraints (B = -.317, p < .001) and facilitators (B = .322, p
<.001) as expected, significantly predicted behaviour.

Conclusion, Contribution, and Implication

The findings of this study are generally consistent with Shank and Lyberger’s model and
support previous research and demonstrated that the constraints (internal and external factors)
and facilitators (internal and external factors) are important predictors of ski frequency.
Moreover, findings denoted nuance between consumers’ perspectives on constraints and
facilitators based on which market segment they are a part of. The results also provided
evidence of the negative and significant relationship between constraints and facilitators.
Results illuminate those facilitators can increase participation frequency. Past literature on ski
participation is predominantly grounded in internal psychological constraints whereas, this
study provides evidence of the external constraints (e.g., financial factors) important for the
non-skier group in particular. From a practical standpoint, segmenting different groups (e.qg.,
non-skiers, low-frequency skiers, and high-frequency skiers) gives the opportunity to predict
the ski consumer behaviour more effectively.
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Aim and Research Questions

The primary aim of this research is to investigate the effect of brand fit (functional fit and
symbolic fit) on consumers’ purchase intentions and willingness to pay in a co-branded eco-
friendly sportswear products context. The present research will examine the following
research questions: (a) Does functional fit or symbolic fit influence consumers when
purchasing co-branded products that contain eco-friendly features? (b) How does the
perceived symbolic and functional fit between the focal sportswear brand and partner brand
differentially influence the consumer behaviors of the co-branding partnership?

Theoretical background and Literature review

There have been drastic changes in consumption patterns that moved from functional
consumption to value-driven consumption which weighs symbolic and intrinsic meanings that
go beyond the tangible features of products. With these changes in consumer values, the eco-
friendly trend is one of the fastest-growing trends and has gained a significant increase in
awareness among global consumers (Amed & Berg, 2020). As sports have been widely used
as an effective means of conveying social values, sportswear brands are also showing
initiatives by embracing this eco-friendly trend. They are responding to the demands of
consumers who are striving for meaningful behavior from this eco-friendly trend by utilizing
a co-branding strategy in their business practices. This strategy has enabled sportswear brands
to reap the benefits of brand equity enhancement and positive image transfer from their
partner brands. Meanwhile, previous studies have suggested brand fit as an important factor
influencing the success of co-branding strategies (Monga & Lau-Gesk, 2007; Simonin &
Ruth, 1998).

Although past studies have primarily focused on a unidimensional conceptualization of brand
fit that emphasizes functional fit, recent co-branding literature has revealed that brand fit can
be divided into the two dimensions of functional fit and symbolic fit. Functional fit refers to
the extent to which product attributes of each partner brand are similar, while symbolic fit
accounts for associations of similarity between the two brands’ personality, image, and
concept (Monga & Lau-Gesk, 2007; Simonin & Ruth, 1998). Previous studies suggested that
brands have to put greater importance on the functional fit to achieve positive image transfer
(Aaker & Keller, 1990; Park & Milberg, 1991). However, several findings show that symbolic
fit should also be equally considered for consumers. Ahn and Sung (2011) argued that
symbolic fit was regarded as a more important factor than functional fit when consumers
evaluated co-branding partnerships. Upon this background, considering the characteristic of
eco-friendly trends, there is a need to simultaneously investigate the influence of symbolic
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and functional fit on the purchase intentions of co-branded eco-friendly sportswear products
to shed light upon their possible differential influences.

Methodology

The current research will conduct the quasi-experimental study using a series of 2 (Functional
Fit: Low and High) x 2 (Symbolic Fit: Low and High) mixed experimental designs to examine
the effect of the brand fit on consumer behavior (Purchase Intention and Willingness to Pay)
in co-branded eco-friendly sportswear products. Functional fit and symbolic fit will be
manipulated by creating stimuli through a pilot study. A total of 400 sportswear consumers
who had an experience purchasing co-branded products will be recruited as participants for
the main study where an online survey will be used for data collection. Participants will be
randomly assigned to one of the four stimulus conditions. The SPSS statistical package will
be used to conduct a two-way MANOVA (multivariate analysis of variance) with collected
data.

Results / Findings and Discussion

(1) Consumers will display differential consumer behaviors for types of the brand fits in co-
branded product consumption depending on their functional and symbolic level.

(2) The level of symbolic fit (high and low) will moderate the effects of functional fit level on
consumer behaviors. In the low level of symbolic fit, purchase intention and willingness to
pay will be higher when the functional fit is high than when it’s low. On the other hand, in the
high level of symbolic fit, results are expected to be different from the low level of symbolic
fit level due to the distinctive characteristics of eco-friendly products.

Conclusion and Implications

This study will highlight the importance of considering symbolic fit in conjunction with a
functional fit in co-branding and particularly when considering eco-friendly sportswear
products context. As both sports and eco-friendly trends have commonly shared values
concerning the welfare of all humans and nature, this research will take an eco-friendly co-
branding context into account to understand the purchasing behavior of eco-friendly
sportswear products. In terms of theoretical contribution, this research will provide insights
for scholars to consider symbolic fit as an important dimension of brand fit that can
potentially have a more substantial influence on consumer behavior than does functional fit.
Practically, the current study’s results are expected to assist sportswear brands in making
better-informed choices when considering their potential co-branding partners.
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Aim

The main objective of this research is to identify the factors shaping contemporary women’s
football (WF) fandom in Ireland. This study, which is the first phase of a research project that
explores the role of fan engagement (FE) in developing WF in Ireland, seeks to answer the
following questions: what are the main factors shaping contemporary WF in Ireland? What
are the most common challenges experienced by WF fans in Ireland? How are fandom and FE
concepts perceived by different stakeholders of WF in Ireland?

Literature Review

Women’s football is growing; from grassroots development and number of academies to
game coverage and stadium attendance. Although this has not been a “stable linear upward
trend”, it has grown considerably (Pappalardo et al., 2021). However, one of the key elements
to sustainable growth is effectively engaging fans, improving their experience, and increasing
the fan base. Developing FE in WF without understanding fandom culture and the factors
shaping it as well as fans’ perceptions, expectations and behaviours is an impossible task.

In the fandom literature, the empirical evidence on women’s sports fandom is scarce. Being a
sports fan is just as important for women as it is for men, playing a key role in the
construction of their social identities and sense of self (Pope, 2017), however, women appear
to define fandom with different characteristics as those typically associated with men. They
are aware of how they are understood, treated and valued differently, which affects their
willingness in displaying conventionally feminine traits while engaging with sports (Sandvoss
& Ball, 2018). In Ireland, similar to many other countries, despite the social, cultural and even
symbolic importance of sports, the study of it has been a “male preserve” leading to
marginalisation of women’s sports.

There are many factors shaping contemporary WF fandom that are overlooked, including
different perceptions and expectations of fans and various stakeholders, and their experiences
that impact FE. Moreover, little is known about fan experiences in WF fandom. All these gaps
highlight why identifying factors shaping WF fandom is important in order to reshape
perceptions and achieve greater recognition in women’s sport (Crawford, 2004). A better
understanding of WF fandom serves to meaningfully engage fans, ultimately utilising fandom
to the benefit of the sport and its stakeholders to develop social and commercial opportunities
(Maderer et al., 2018).

Method

This ongoing ethnographic research identifies the factors shaping contemporary WF fandom
in Ireland, and the issues and challenges of the game in the country. They will be identified by
incorporating the findings obtained from 35 semi-structured in-depth interviews with football
fans and other stakeholders of WF in Ireland, including Football Association of Ireland and
clubs’ administrative managers, players and coaches, media and sports journalists. The
interview guide includes three main sections, namely background of the participant and their
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relationship history with football, issues related to WF fandom, such as challenges they (the
participant) and WF itself experience, and the way every participant perceives FE. The
findings will be merged with participant observations at local and international games. Taking
the popularity of football in Irish culture into account, and considering that WF in Ireland is
on the rise but not professionalised yet, that makes it similar to many countries, it provides a
good methodological context for an ethnographic exploration of issues and challenges in WF.

Findings

A summary of the process and findings will be presented at the conference, as the data
collection and, hence, analysis are still ongoing. However, based on the interviewees’
responses and observations, the following findings will be discussed:

1. The most common challenges in WF according to fans are lack of visibility, insufficient
promotion, and lack of attention paid to the game by decision makers and organisers. On the
other hand, limited resources (human and financial) and stadium attendance are believed to be
the main challenges of WF by the officials.

2. While the stadium culture in women’s games is generally family-oriented, the stadia and
FE strategies and practices are not family-oriented.

3. Although participants support the idea of professionalisation of WF, there is a tension
between different stakeholders in terms of how and to what extent the game should grow with
regards professionalism and commercialisation.

Contribution and Implication

The findings will contribute to the women’s sport and fandom literature, as there is no similar
research on WF that show the factors shaping WF fandom to enable us to assess the current
reality and the way forward. This research will also shed light to better understand WF fans
and its other stakeholders, and provide opportunity for more and effective engagement. In
addition, the findings will contribute to a small literature on commercialisation and
professionalisation of women’s sports. The results could influence public and policymaking
debates on women’s sport fandom in Ireland and beyond.
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Aim and research guestions

The aim of this study is to shed light on the current situation of community sports clubs in
Tyrol from two different angles: the perspective of both, voluntary sports club officials and
sports club members. Research questions target how board and club members experience the
ongoing pandemic situation, how sports clubs deal with changes in turbulent times and which
potential opportunities for nonprofit sports clubs arise from the current situation for future
action.

Theoretical background and literature review

The recruiting and retaining of voluntary board members and young sportspeople as well as
the number of rules, regulations and provisions can be identified as current challenges in
community sports clubs (Barth, M; Stura, C; Schnitzer, M, 2022). Like other organizations
also sports clubs had to deal with emerging regulations of the worldwide COVID-19
pandemic (Grix et al., 2021). Restrictions like social distancing and lockdowns forced
amateur sports organizations to shut their doors, cancel offers for members and stop sports
activities and social gatherings for an initially indefinite period of time. Consequently,
nonprofit sports clubs run the risk of ever-increasing challenges in terms of the retainment and
recruitment of members and volunteers leading to a tense financial situation (Feiler, S;
Breuer, C, 2021). As a central pillar of society, sports clubs now have to take action to
recover, rebuild and transform to maintain and even expand sports participation (Doherty, A;
Millar, P; Misener, K, 2022).

Research design, methodology and data analysis

The importance of volunteer officials for organized sports is repeatedly emphasized.
Therefore, it is relevant to know who these officials are and what current problems they
perceive. The results should help to grasp the actual situation of sports officials’ activities. In
addition to this view on current challenges, the sports officials are also asked for their
estimation of the development of the organized sport in Tyrol in regard to the pandemic
situation. In keeping with the subject matter, the approach to data collection here was more
open and less structured, in order to identify central themes. In the first step, data collection
was done via an online questionnaire (n=422). In the second step, results were reflected in
focus groups with experts (n=24). In addition to the possibility of communicative validation,
the results available at this time can thus be complemented and expanded, allowing us to draw
a more reliable and comprehensive picture of the current situation of community sports clubs.
Furthermore, these experts were selected in close cooperation with the four Tyrolean sports
umbrella organizations. Building on these key constructs identified by officials, a member
survey is planned for fall 2022 focusing on their perception of sports clubs’ resilience. As a
basis for the member survey, an online pilot study (n=152) was conducted in June 2022 to
give initial insights into the resilience of sports clubs.
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Results and discussion

The results of the sports officials’ and club members’ surveys are based on an internal study
that has not yet been published. Since statistical analyses are not yet available, this abstract
presents initial results descriptively and briefly. Considering current challenges in sports clubs
particularly the recruiting and retaining of voluntary staff and young members, the risk of
liability and regulations as well as insurance and legislative topics were stated as serious
problems in the field of voluntary work within the sports officials’ surveys. Members
indicated that clubs have the capability to cope with the impact of unexpected incidents,
restore services quickly and continue to deliver their services during unexpected events.
Moreover, club culture is designed to foster a sense of community among members and the
relationship between members and the club board was also perceived as being good. In
contrast, clubs seem to struggle when it comes to multiple sources of financing or the pursuit
of a robust strategic growth model. Based on the initial results, it can be assumed that the
organization and ongoing operation of clubs will change due to the pandemic situation. The
specific problems and potential solutions of the ongoing pilot project focusing on the
perspectives of sports club members will be put into the context of the overall research project
and will be discussed at the EASM conference in Innsbruck.

Conclusion, contribution and implication

The expected results will provide more specific information about the COVID-19 pandemic's
impacts on grassroots sports. Based on the findings of the present data, a deeper insight into
the central issues of organizational resilience of community sports clubs focusing on assessing
human and financial resources, strategic positioning, club culture as well as communication,
cooperation and adaptability of sports clubs will be obtained. Moreover, also technical
innovations (e.g. e-sports) have to be taken into consideration in this multi-step strategic
process for gaining new knowledge for a more resilient community sports sector in the future.
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Aim and Research Questions

In October 2021, the Amaury Sport Organization (ASO) announced details for the 2022 Tour
de France (TdF) Femmes, to debut in July 2022. On social media, consumer reaction to the
announcement was mixed; while some celebrated the launch, many criticized race organizers
and the route. As such, the purpose of this study is to use critical discourse analysis (CDA) to
understand consumer reaction the TdF Femmes 2022 route reveal. Our specific research
questions are:
1. How do discourses related to the TdF Femmes 2022 announcement (re)produce and/or
challenge gender inequality in professional cycling?
2. How do discourses related to the TdF Femmes 2022 announcement provide meaning
to women’s cycling supporters’ identity?

Theoretical Background and Literature Review

The social identity approach suggests that individuals draw a sense of self from the perceived
awareness, value, and emotional significance of belonging to a group. Social groups are fluid,
based on historical, cultural, and economic circumstances (Hornsey, 2008). Concerning sport,
consumers perceive membership to social groups via shared support of a sport entity (Delia,
2020).

Women’s sport receives considerably less media coverage, fan interest, and financial support
than men’s sport (Lebel et al., 2021). Compared to men’s sport, scholars have only scratched
the surface of understanding the experiences of women’s sport consumers. Concerning
women’s sport and social identity, it is possible for consumers’ identity to represent the

women’s movement and gender equity (Delia, 2020); this aligns with social identity theorists’
discussion of the determination of individuals in marginalized groups to bring about social
change (Hornsey, 2008).

Investment in professional women’s road cycling has grown over the last decade, yet
disparities between men’s and women’s cycling persist in terms of regulated race distances,
prize money, and media coverage (Ryder et al., 2021). In 2021, after years of advocacy for a
women’s TdF, the ASO announced plans for a 2022 TdF Femmes. However, the race would
be just eight stages in one region of France (compared to 21 stages across France in the men’s
TdF), and offer significantly less prize money than the men’s TdF.

Research Design, Methodology, and Data Analysis

We employ CDA in this study, answering calls for more critical and methodologically diverse
research in sport management (Sveinson et al., 2021). CDA uses discourse to examine a social
problem or wrong (Markula & Silk, 2011). Such work involves critically exploring the
relationship between dominant and subordinate groups, and associated belief systems
(Markula & Silk, 2011). In this regard, CDA allows researchers to study discourse and its
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meaning in a particular social context, as well as how micro level discourse informs
ideologies at a macro level (Sveinson et al., 2021).

Data were collected via replies to TdF Femmes’ (@letourfemmes) Twitter and Instagram
route detail posts on October 14, 2021. The @letourfemmes Twitter post received 93 public
replies (520 retweets, 295 quote tweets, 2,255 likes), while the @letourfemmes Instagram
post received 127 public replies (5,314 likes). Public replies were downloaded using a social
media data exporting software. Replies were written in English and French; for analysis,
French comments were translated into English using a translation service.

Analysis will follow the four-step process outlined by Markula and Silk (2011) — analysis of
text, analysis of connections to existing narratives, connection to ideology, and connection to
power. Recognizing the subjectivity of CDA, we will engage in critical reflexivity throughout
the analysis.

Results and Discussion
Analysis is in progress and will be completed by the conference in September.

Conclusion, Contribution, and Implication

The findings of this study will contribute to a growing body of knowledge around social
identity and women’s sport, and relatedness to the women’s movement. Analyzing

consumers’ reaction to the TdF Femmes announcement will reveal how gender ideologies are
(re)produced and challenged in women’s cycling, and the extent to which this impacts
consumers’ identification with women’s cycling. Practically, we anticipate implications for
multiple stakeholders within professional women’s cycling, including governing bodies, race
organizers, team management, media, and sponsors.
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Aim

The global health club industry experiences steady growth and generated estimated revenues
of 97.7 billion U.S. dollars in 2019 (Statista, 2022). This industry is service-intensive and
therefore highly dependent on customer satisfaction and word-of-mouth (WOM). Most health
clubs offer different membership options and allow customized individual programs.
Customers’ willingness to recommend a health club to friends results from how well the
customer is treated by frontline employees (Wirtz & Lovelock, 2016). However, perceived
injustice (e.g., unfriendly, or incompetent service employees) can lead to customer detraction.
The present study contributes to existing research on justice perceptions in service encounters
by investigating the circumstances under which injustice perceptions still yield positive
customer responses. Specifically, the aim of this study is to investigate if higher levels of
customer participation (e.g., designing individualized training plans) can offset customers’
perceptions of injustice in service encounters.

Theoretical Background

Interactional justice is defined as the “interpersonal treatment people receive as procedures
are enacted (Colquitt 2001, p. 2001)” and includes characteristics such as respect, honesty,
courtesy, and politeness. Customers retaliate against injustice through negative WOM or
through even more subtle counter-behavior. Customer participation pertains to providing or
sharing information or making suggestions for the creation and production of the service, for
example, creating customized training plans (Yi et al., 2021). We propose that WOM should
be directly related to customers’ participation behaviors and to justice perceptions. When
customers have a high degree of participation (e.g., expressing personal training preferences)
in an unjust service encounter (e.g., incompetent service employee), WOM should be higher
than when customers show a low degree of participation, because customers attribute the
success of a service encounter partially to themselves (Scholl-Grissemann et al., 2020). Our
hypothesis is that participation should help to compensate for justice shortcomings such that
high levels of participation improve WOM, even if the service encounter is perceived as being
unfair.

Research Design, Methodology and Data Analysis

We used a 2 2 between-subjects design with a scenario-based technique. Participants read a
scenario about membership in a health club and then responded to questions. We manipulated
customer participation at two levels (low vs. high) and interactional justice at two levels (low
vs. high). The low customer participation scenario s includes participants’ minimal
involvement in developing the service (that is, training) whereas the high customer
participation scenario enables respondents to bring in their own suggestions and develop
training plans. Interactional justice comprises the perceived fairness of the interpersonal
treatment of the customer by the service employee. The low interactional justice scenario
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includes low fairness such as minimal support by the employees during the participation
process. The high interactional justice scenario includes sufficient support from the customer
and good interpersonal treatment. WOM measures were adapted from existing marketing
scales and were assessed on seven-point, agree—disagree Likert scales (1 = strongly disagree
to 7 = strongly agree). We collected data from 122 customers in a health club (41.0 %
women; mean age = 30.97 years).

Results/Findings and Discussion

We found support for the effectiveness of both factors on the manipulation check items. We
used an ANOVA to test the interaction of interactional justice and customer participation. The
results for WOM revealed significant main effects of interactional justice (F (1, 118) =

4.26, p < .05; Mhigh= 4.14; Miow= 3.49) and customer participation (F (1, 118) =29.42, p <
.001; Mhigh=4.60; Miow= 3.01). The two-way interaction between customer participation and
interactional justice on WOM was significant (F (1, 118) = 4.20, p < .05). The mean values in
WOM in the low interactional justice condition were significantly higher for high customer
participation than the mean values in WOM for low customer participation (F (1, 69) =

5.56, p < .05; Mhigh=4.05; Miow= 3.01). Our results indicate that having customers participate
in service interactions makes up for service encounters low in interactional justice. Customers
still engage in positive WOM even if interactions are perceived as unjust when they can
participate in service encounters.

Conclusion, Contribution and Implication

In this study, we find that customer participation can potentially offset the negative effects of
injustice perceptions in service encounters such as health clubs. While companies should
always strive to offer a just service encounter with high levels of perceived justice, this is not
always practical. Thus, it is imperative for service companies, to integrate customers and find
a good level of participation for making the best use of participation’s effect in mitigating low
levels of procedural justice. Health clubs should therefore follow the trend toward
individualization and give their customers the opportunity to express their individual wishes
and needs instead of selling standardized training programs.
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Aims and Research Questions

When the COVID-19 pandemic first emerged, many organized youth sport and physical
activity (SPA) opportunities were cancelled, leaving families to rely on non-organized youth
SPA, or cease to participate completely (Brady, 2020). As waves of infection rates fluctuated,
organized youth SPA began to be reintroduced, however, in different ways than it had been
offered pre-pandemic (e.g., virtual options, in-person modifications to maintain social
distancing; Brady, 2020). These ways of participating in non-organized or modified forms of
organized SPA during the pandemic were new ways in which families experienced youth
SPA. Since new experiences may lead to new preferences (Best et al., 2017), this presentation
aims to address the question: if/how families’ preferences for the nature of youth SPA have
shifted because of the pandemic.

Theoretical Background and Literature Review

While families’ past experiences with youth SPA shape preferences for future experiences
(Best et al., 2017), the built and sociocultural environment (Bronfenbrenner, 1977) of families
shape the nature of youth SPA. As such, consumer behaviour theory (Arnould & Price, 1993)
was drawn upon to understand how families felt about the changes to their youth SPA during
the pandemic, and Social Ecology Theory (Bronfenbrenner, 1977) was drawn upon to
understand the role of the socioecological environment of families in this process.
Specifically, families’ satisfaction with changes to their youth SPA experiences during the
pandemic can shape how they would like to engage in youth SPA post-pandemic: if families
were satisfied with their experiences during the pandemic, they would likely seek similar
experiences post-pandemic (Arnould & Price, 1993). Socioecological levels (Bronfenbrenner,
1977) shape how families might participate in youth SPA at the intrapersonal level (e.g.,
preferences and past experiences), interpersonal level (e.g., parents’ and friends' influence),
institutional level (i.e., club offerings, school participation), community level (e.g., access to
sport infrastructure) and political level (e.g., sport system).

Research Design, Methodology, and Data Analysis

This collective case study employed an exploratory mixed methods approach (Creswell,
2014). Focus group interviews with families (i.e., at least one parent/guardian, at least one
child aged six to 18) in Ontario were conducted to understand the demand-side of youth SPA
post-pandemic (n=14). Semi-structured interviews with youth sport providers were then
conducted to understand the supply-side of youth SPA post-pandemic (n=12). Scenarios for
youth SPA post-pandemic were then determined from these qualitative phases of data
collection and presented to 550 families via questionnaire to determine how much value
would be derived from each scenario. Four composite scenarios were created for analysis: 1)
Value in family-based participation scenarios; 2) Value in socializing-based participation
scenarios; 3) Value in changes to program structure scenarios; 4) Value in virtual-based
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participation scenarios (measured on a 7-point Likert scale; 1= not valuable at all, 7=
extremely valuable). Families were also asked about their youth SPA during the pandemic,
their satisfaction with those experiences, and questions around their socioecological
circumstances. Hierarchical regression analyses were run to determine if the addition of
satisfaction with change in SPA items improved the prediction of socioecological variables on
the outcome value variables.

Results/Findings and Discussion

Families would find value in continuing to participate as a family post-pandemic, having an
emphasis on socializing in their youth SPA, and having options for modified in-person
participation structures. Families would not, however, find much value in continuing with
virtual participation post-pandemic. The addition of satisfaction items did not add to the
strength of the prediction of finding value in family or socializing-based scenarios. Families
who were satisfied with participating in fewer activities during the pandemic would find value
in modifications to program offerings post-pandemic, and families who were satisfied with
less non-organized youth SPA during the pandemic would find value in continuing with
virtual participation post-pandemic. Families who felt they had access to youth SPA
infrastructure in their communities would find value in family, socializing, and program-
based scenarios post-pandemic. Moreover, families who felt they could afford youth SPA
would find value in all four scenarios. As families who already had physical and financial
(Best et al., 2017) means of participating in youth SPA had higher rates of participation than
those without such means, these findings indicate that the pandemic seemed to expose
families who had access to participation opportunities to new forms of participation, while
families with less access continued to experience barriers to participation.

Conclusion, Contribution, and Implication

The results indicated that issues of access to youth SPA might have been amplified during the
pandemic. Barriers to taking up participation in youth SPA increase as youth age (e.qg.,

Kingsley & Spencer-Cavaliere, 2015), and youth with lower access to SPA were likely unable
to engage in SPA during the pandemic. Therefore, additional scenarios to the ones provided in
the presentation will need to be developed to better address barriers to youth SPA for families.
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Aim and Research Questions

The concept of a Circular Economy (CE) has recently been gaining attention within the
corporate sustainability field including the textile sector (Geissdoerfer et al., 2020). Moreover,
CE related literature often mentions single actors from the Outdoor Sporting Goods Industry
(OSQ@I) as forerunners (Bocken et al., 2016). However, an analysis of users’ acceptance of
circular outdoor products is so far missing in that literature. To address this gap, our aim is to
investigate if users of outdoor equipment in important European outdoor markets value
circular product attributes of a functional rain jacket using an Adaptive Choice-Based
Conjoint analysis (ACBC). To do so, we chose a three-step procedure: first, we answer the
question how users value circular product attributes in comparison to functional product
attributes. Second, based on this, we look at what covariates have an influence on this relative
valuation. Third, we investigate how users assess circular product attributes in comparison to
social sustainability.

Theoretical Background and Literature Review

The origins of the CE concept date back to the work of Boulding (1966) who stressed that the
planet is a closed system and therefore, natural resources are limited. The European
Parliament defined CE as

A production and consumption model which involves reusing, repairing, refurbishing, and
recycling existing materials and products to keep materials within the economy wherever
possible. A circular economy implies that waste will itself become a resource, consequently
minimising the actual amount of waste. (European Parliamentary Research Service, 2018)
Only on a few occasions, the OSGI has been discussed in CE related literature. For example,
Bocken et al. (2016) identified Patagonia as visionary and holistic actor when exploring CE
business models. Further, there is a lack of specific investigations of outdoor consumers’
preferences related to circular product features. Notwithstanding, many studies have
addressed general consumers’ purchase behaviour regarding sustainable products. Based on a
review of this literature, we derived and tested six hypotheses related to the following aspects:
1. The relation between circular and functional product attributes.

2. The influence of environmental awareness on purchasing.

3. The influence of gender on purchasing.

4. The influence of age on purchasing.

5. The influence of product knowledge on purchasing.

6. The relation between circular and social product attributes.

Research Design, Methodology and Data Analysis
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We configured our ACBC choice experiment based on previous literature and on an expert
interview with an outdoor retailer. Accordingly, we decided to use a functional rain jacket
since it is a comparably common outdoor item and previous studies suggest further research
for clothing (Rothenberg & Matthews, 2017). Next, we determined attributes, attribute levels,
base price, and price increments per level. Moreover, to achieve our study aims, we
incorporated circular, functional as well as social attributes. Thus, we established attributes
with a strong relation to circularity (condition, recyclability, recycled material, repairability)
as well as attributes with a strong relation to functionality

(breathability, elasticity, waterproofness, weight). Durability is related to both concepts,
while certificate for fair labour conditions and wages represents the social aspect. To conduct
the ACBC, we used Sawtooth Software’s Lighthouse Studio 9.13 and included all four
sections of the ACBC approach (Build-Your-Own, Screening, Choice Tournament,
Calibration).

As previous research on purchase behaviour related to sustainable products (Klein et al.,
2020) recommended to extend the national perspective, we conducted a European-wide
survey. Accordingly, with the help of language professionals, we created a multi-language
(English, French, German, Spanish) questionnaire. While a total of 2080 participants started
the questionnaire, we deleted incompletes (n=1032, dropout rate=49,6%), non-European
residents (n=10), speeders (n=7) and random responders (n=19). Thus, 1012 participants were
taken into consideration for the analysis.

We first analysed data via Hierarchical Bayes estimation (HB). Next, after reviewing internal
validity, we transferred part-worth utilities as well as Importances from the HB to SPSS 27
and used these values as means to look for significant differences between segments.

Results/Findings and Discussion

Our conjoint data show that functional and social attributes are more important for the
purchase choice than circular attributes while product durability and the share of recycled
material are the most relevant circular attributes. Further, environmental awareness, gender,
and age moderate the preference for functionality rather than circularity: green, young, or
female users are comparatively receptive to circular product features.

Conclusion

Our study contributes to literature on consumers’ preferences for sustainable products by
adding a CE, OSGI, European, as well as ACBC perspective. Further, our results have several
implications for practitioners related to the OSGI. For example, outdoor firms should keep in
mind that certain functional product features are most relevant for the purchase decision of
users. Only when these functional requirements have been met, users look at circular aspects
which are kind of an add-on. Thus, circular features could be used to contrast a product with
similar competing items.
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Aim and research question

This study focuses on semi-professional athletes’ consumer behavior pertaining to
performance monitoring device (PMD) usage. Therefore, the aim of this study was to
determine the specific factors influencing performance monitoring device (PMD) usage
among South African student-athletes. In this regard, the research question is: “What are the
influential perceived benefits and risk factors on student-athletes’ PMDs usage?”

Theoretical Background and Literature Review

Student-athletes’ usage of PMDs has increased in recent times, where their purchasing power
augmented lucrative business and marketing opportunities. In this regard, marketers and
device manufacturers need to capitalize on this target market by gaining specific information
regarding factors influential to student-athletes” PMD usage. The acceptance and usage of
technology have been described by various models and theories and for the purpose of this
study, a conceptual model was created by combining the technology acceptance model
(TAM) by Davis (1986) and a model by Yang et al. (2016). The conceptual model combined
perceived benefits and risk factors deemed influential to student-athletes’ PMD acceptance
and usage.

Research Design, Methodology and Data Analysis

This study was conducted from the functionalist quadrant of social theory since it seeks to
explain a social issue in a pragmatic manner (Burrel & Morgan, 1979). A purposeful sample
of student-athletes who compete under the auspices of University Sport South Africa (USSA)
was chosen for the study. The qualitative data were gathered through purposeful sampling
since a specific group of individuals with experience or knowledge of a specific issue was
under investigation. A semi-structured interview schedule was developed based on the
conceptual framework constructs. Semi-structured interviews with student-athletes were
conducted until data saturation was achieved. The interview data were analysed using
ATLAS.tiTM software and applying the constant comparative method (CCM) as prescribed
by Boeije (2002) during the coding process. Deductive and inductive coding was applied
where deductive codes were derived from the constructs of the conceptual framework and
inductive coding was applied where new meaning units were identified within the data. The
simultaneous creation of a codebook during data analysis ensured careful documentation of
the process and the calculation of Cohens’ Kappa values of k = 0.86 and 0.85 indicated a high
inter-and intra-rater reliability respectively to substantiate the coding process that was
followed. The codes were categorized and clustered together to create categories related to
benefits and risk and displayed as data networks.

Findings and Discussion
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The data provide new knowledge regarding student-athletes’ consumer behavior related to
PMDs. The findings indicate that students-athletes have very specific perceived benefits as
well as risks associated with the use of PMDs. In this regard, the student-athletes identified
perceived benefit factors such as subjective norm, performance enhancement, perceived
usefulness, perceived enjoyment, social image and perceived control to be influential in PMD
usage. Newly identified factors influential to the perceived benefit factors category include
comfort, functionality, compatibility, perceived ease of use, visual attractiveness and brand
name. Student-athletes also indicated that they have very specific perceived risks associated
with the use of PMDs which included performance risk, financial risk, performance
expectancy, effort expectancy and privacy risk. The data networks were conceptually
concatenated to develop a novel conceptual framework of factors influencing student-athletes’
PMDs usage.

Conclusion, Contribution and Implications

The findings of this study provide specific knowledge for businesses, manufacturers and
marketing practitioners to fully capitalize on this lucrative and growing target market of
student-athletes’ PMD usage. The development of the conceptual model that indicates the
most influential factors can potentially guide manufacturers and marketing practitioners to
enhance their PMD products, functionalities and marketing strategies aimed at enhanced sales
within this target market. Similarly, university management will receive insight into student-
athletes’ utilisation of PMDs, for which strategies can be developed to enhance university
sports PMD usage.

Originality/value

The novel model developed provides in-depth insight, addresses a market knowledge gap and
will empower PMD marketers and manufacturers through a detailed understanding of the
factors influencing a lucrative future target market. Considering the increased use of PMDs
and the economic contribution of the student-athlete PMD market, marketing practitioners can
potentially use the study’s contribution to consumer behaviour of PMDs. The findings could
be applied to improve the design and functionality of PMDs focused on the needs of this
specific semi-professional market which has shown tremendous growth in recent years. This
paper will therefore also assist marketing practitioners to promote PMDs to student-athletes to
use the devices according to the identified preferences.
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Aim and Research Questions

In the sport fan context, customers exert considerable influence on each other’s consumption
experiences. The phenomenon of customer-to-customer (C2C) influence is particularly
complex in this context, because sport fans interact in various physical and digital
environments, they often consume in peer groups with strong social ties that are nested in
larger, widely anonymous fan communities, and the consumption experience is an ongoing,
multi-episode process lasting over years or even decades. The present research develops a
framework of C2C interactions in the sport fan context that aims to (1) classify C2C
interactions, (2) show the value outcomes of C2C interactions, (3) illustrate how C2C
interactions influence value, and (4) identify contingencies that may influence the
relationships included in the framework. Based on the framework and recent trends, we
identify areas for future research.

Theoretical Background and Literature Review

While this narrative review considers diverse theoretical perspectives, the service dominant
logic (SDL) provides an overarching conceptual foundation for our work. The SDL suggests
that the mutual influence that customers have on each other’s consumption experiences is one
important form of value co-creation and co-destruction (Woratschek et al., 2014). The present
research further draws on Gronroos and Voima’s (2013) conceptualization of the interaction
concept. This conceptualization defines interactions as situations in which actors are involved
in each other’s practices through physical, virtual or mental contact.

Research Design and Methodology

We conduct a domain-based narrative literature review. This approach critically assesses and
integrates conceptual and empirical contributions in the domain of C2C interactions across the
service, marketing, and sport management literature.

Findings and Discussion

The framework developed here classifies C2C interactions based on the two dimensions
temporal order (direct vs. indirect) and directionality (unidirectional vs. multidirectional) of
social influence. These two dimensions define four types of interactions: direct multi- and
unidirectional interactions and indirect multi- and unidirectional interactions. This
classification takes into account typical characteristics of C2C interactions in the sport fan
consumption context. These characteristics include the often long-term character of
interactions, the multiple physical, virtual, and mental touchpoints with others, different types
of groups (from dyads to large crowds), influence beyond situations of momentary contact as
well as the fact that social influence is often unidirectional, i.e. the source of the influence
itself is unaffected. Regarding the value outcomes of C2C interactions, the framework

© EASM 2022 Book of Abstracts 63


mailto:s.uhrich@dshs-koeln.de

distinguishes four types of value: hedonic (e.g., sensory stimulation), social (e.g., emotional
support), symbolic (e.g., status), and utilitarian (e.g., learning) outcomes. C2C interactions
can create or destruct value for fans in terms of these four categories. The explanatory
mechanisms underlying these value outcomes are grouped into physiological (e.g.,
physiological mirroring), psychological (e.g., perceived group entitativity), and social (e.g.,
collective effervescence) processes. Finally, the framework suggests contingencies of the C2C
interaction effects at both the fan (i.e., identification, status, group size, and relationships) and
the brand (i.e., dynamics [organic vs. amplified], orientation [shared focus vs. spectacle], and
resources [provision vs. loss]) level. Based on the framework and considering major trends
that likely change sport consumption in the next decade, we identify and discuss relevant
topics for future C2C-interaction research, in particular relating to technology-supported and
virtual interactions among fans, the identification of fan communities in larger fan networks,
and the improvement of detrimental fan-to-fan interactions.

Conclusion, Contribution and Implication

We synthesize and integrate C2C research into a framework in the context of sport fans and
use this framework to stimulate future studies in this domain that can address pressing gaps in
sport management research and practice. The proposed framework provides a basis for future
research not only in sport management, but potentially also in general service management.
For example, the framework can help design interventions that policy makers can use to
prevent (or at least attenuate) detrimental fan behaviors and improve consumer wellbeing.
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Aim and Research Questions

In this study we explore entertainment utility from football games, i.e., utility derived from
the temporal resolution of uncertainty during the course of the game, by analyzing 19m tweets
in combination with in-play information for overall 380 games played in the English Premier
League.

Theoretical Background and Literature Review

Ely et al. (2015) were the first to model the demand for non-instrumental information by
focusing on entertainment utility from suspense and surprise. While suspense is attributed to
the variance in the next period’s beliefs (a forward-looking measure), surprise results from an
outcome that contradicts anterior beliefs (a backward-looking measure). The authors close by

Writil’lg: “How suspense, surprise, and other aspects of belief dynamics drive demand for noninstrumental information is

fundamentally an empirical question, one that we hope will be addressed by future research” (Ely et al., 2015, 25 1).
Yet, however, only two papers have followed their call by empirically exploring this in sports.
Bizzozero et al. (2016) used minute-by-minute TV viewing figures from 80 Wimbledon
men’s single matches and operationalized suspense and surprise with information coming
from the betting market. Buraimo et al. (2020) used minute-by-minute TV viewing figures for
540 Premier League matches and added a further concept, i.e. shock. While these studies find
that suspense, surprise, and shock are important drivers of demand, two shortcomings

exist. First, the studies fall short in exploring the underlying mechanisms since information on
fans’ sentiment during the course of the game is largely missing. second, according to affective
disposition theory, emotional reactions by fans are a function of the content and a fan’s
disposition toward a team in contention. However, TV viewing figures do not allow to
distinguish between fan groups of the two teams in contention.

Research Design, Methodology and Data Analysis

We approach both shortcomings by combining three different sets of information, i.e., (i) in-
game events on a sec-by-sec basis, (ii) in-play betting odds on a 20-millisecond basis as well
as (iii) tweets per game on a millisecond basis for overall 380 games played in the Premier
League season 2013/2014. While the former two data sets are used for operationalizing
surprise, suspense, and shock, the latter data allow to distinguish fans of both teams in
contention and to derive temporal sentiment.

We start by generating sentiment scores for each tweet using a random forest (RF) estimator
trained on data from Stanford’s Sentiment Tree Bank. Broadly speaking, RF is an ensemble of
decision trees popularly used for natural language processing. In contrast to neural nets — a
high performing though black box approach — the RF shows how important individual
features are in determining outcomes. The calculated average post-game sentiment scores for
every twitter user enable us to identify “fans” and “haters” of a club as well as “neutral”
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Twitter users for each game. In order to explore entertainment utility from football games for
these different types of individuals, we then regress the number of tweets per minute on
surprise, suspense, and shock as well as a number of relevant control variables.

Results/Findings and Discussion

Initial results suggest that our empirical approach of identifying “fans” and “haters” of a club
as well as “neutral” Twitter users for a given game seems promising. Moreover, we find that
emotional cues significantly influence the number of tweets in a given minute, though
differences occur with regard to the type of individuals under consideration as well as teams
involved.

Conclusion, Contribution and Implication

Our contribution to the literature is threefold. First, we present a novel setting for testing
whether and how belief dynamics drive behavior. This seems highly relevant given the lack of
research about immediate emotions and the consequences of a wide range of visceral factors for
(immediate) human behavior (Loewenstein, 2000). second, by looking at behavioral responses to
the temporal resolution of uncertainty during the course of a game, we offer a different type of
empirical test for the well-known uncertainty-of-outcome hypothesis (UOH) in sports. This
seems relevant from a policy perspective, since the hypothesis still lacks in empirical support
even though it forms the basic argument for all cross-subsidization measures and labour
market interventions in professional sport leagues around the globe (see, for instance,
Pawlowski, Nalbantis, & Coates, 2018). rinally, we present a novel way for detecting “fans”
and “haters” of a club as well as “neutral” Twitter users via sentiment revealed in Tweets.
From a managerial perspective this approach might help to further develop and implement
personalized forms of communication by clubs and sponsors (for a recent discussion on the
personal, social, and commercial relevance of understanding such behavior, see Jiwa et al.,
2021).
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Introduction

It is a major challenge for marketers to develop effective marketing strategies to continuously
encourage fans’ supporting behavior and boost their engagement toward a sport team, even
when a team is facing failure (e.g., losing in the championship, scandal). To meet this industry
demand, it is important to provide a theoretical understanding of the factors that help maintain
and increase fans’ supporting behavior even in a challenging situation. Accordingly, drawing
on social comparison theory (Frestinger, 1954) and the Reflection and Evaluation Model
(REM; Markman & McMullen, 2003), the current research aimed to develop a theoretical
understanding of how sports teams’ comparison information (i.e., upward vs. downward) and
counterfactual thinking jointly affect sports fans’ affective, behavioral responses (i.e.,
BIRGing, CORFing, advocacy), and subsequent consumption behavior.

Theoretical Background

Prior research has demonstrated the theoretical linkage between the direction of comparison
and counterfactual thinking. If an individual compares their group to another one that is better
off (i.e., upward comparison), this unflattering comparison produces negative emotions.
However, in this case, counterfactual thinking (e.g., “what if a team had actually performed
better”; reflection mode) enhances possible alternatives, which leads to a decreased negative
affective state compared with focusing on the existing inferior standing (evaluation mode).
Conversely, downward comparisons lead to the establishment of positive distinctiveness
between one’s own group and another collective, which leads to positive affective
consequences. However, unlike focusing on superior standing, counterfactual thinking (e.g.,
“what if a team had actually performed worse?”’) generates worse imaginary realities, which
result in a decreased positive affective state.

Research Design and Methodology

A total of 140 students were recruited from a large university and were randomly assigned to
one of the four conditions of a 2 (Direction of comparison: upward vs. downward) x 2 (Mode
of counterfactuals: reflection vs. evaluation) between-subjects design. A U.S. college
basketball team’s regular-season ranking was used as the stimuli for the direction of
comparison. In the upward (downward) condition, participants were asked to read a fictitious
news article that stated that the opposing team’s ranking was higher (lower) than that of the
team they supported. The mode of counterfactuals was also manipulated. In the reflection
mode, the participants were asked to imagine (upward) “what if your support team should
have done better to be included in the postseason tournament?” or (downward) “what if your
support team had actually lost the last game and low chance to be invited to the postseason
tournament?”’. The evaluative mode in both the upward and downward conditions directed
participants to describe their thoughts about their team’s present situation. Participants were
then asked to describe these thoughts in writing using a minimum of five words. Following
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this, the participants completed the dependent variables, which were their emotions (e.g.,
disappointed/relieved, discouraged/heartened, unhappy/happy, tense/relaxed, shame/proud,
bipolar scale), BIRGing, CORFing, advocacy behavior, preference for logo size, purchase
intentions for team t-shirt, and control variables (i.e., levels of team and university
identification). Lastly, the participants completed a questionnaire for a manipulation check
(i.e., perceived ranking).

Results

Two independent coders checked each response that was generated from the manipulation
tasks and excluded eight invalid cases where contributors failed to respond appropriately,
leaving a total of 128 useful cases. Regarding affective responses, a two-way MNCOVA
analysis revealed that there were only significant interaction effects between direction of
comparison and mental simulation mode on disappointed - relieved (r(1, 122) = 5.662 p =
.019), discouraged — heartened (r(1, 122) = 8.003, p = .005), and tense — relaxed (r(1, 122) =
6.935, p=.010). A two-way ANCOVA also revealed an interaction effect on BIRGing (r(1,
122) = 6.792, p = .01), Advocacy (F(1, 122) = 11.149, p <.001), CORFing (r(1, 122) =
7.977, p = .006), preference for logo size (F(1, 119) = 5.181, p = .025), and purchase intention
(F(1, 119) = 5.839, p = .017).

Contribution and Implication

Our findings offer new theoretical insights to clearly explain sport fans' emotions, supporting
and discontinuing behavior. Specifically, when fans in the upward condition partook in
counterfactual thinking, they elicited more positive emotions and behavioral responses via
BIRGing, along with increased advocacy; further, they were less engaged in CORFing
compared with fans who focused more on their team’s current inferior situation. In addition,
we found that counterfactual thinking led to a greater preference for brand conspicuousness
and purchase intention in relation to their team’s t-shirts for symbolic reinforcement (i.e.,
symbolic self-completion). Conversely, in the downward condition, focusing on their team’s
superior situation rather than counterfactual thinking triggered positive affective and
behavioral responses among fans, which led to a greater desire to engage in consumption
behavior. Our findings also suggest that, once marketers carefully articulate a promotional
message that evokes fans’ counterfactual thinking, they can minimize fans’ negative
associations with the team’s inferior standing, which boosts their supporting behavior toward
sports teams.
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Aim and Research Question

The COVID-19 pandemic has immensely affected and changed social and societal life. Many
areas of our everyday life attributable to the sports industry were directly restricted and
regulated by crisis measures. However, even in times of pandemic relief, demand was slow to
recover from the restrictions. When many stadiums and arenas in Europe reopened their gates
to spectators, many stayed away from the sporting events and TV ratings for numerous sports
also plummeted. However, similar trends are also evident in other areas of the entertainment
industry. This raises the question of whether there has actually been a lasting change in
demand behavior with regard to entertainment offerings, or whether we can still observe
pandemic related after-effects.

While football has played a central role in social interaction and it was hard to imagine
Europe's offices, restaurants, and pubs without it as the content for passionate debates, in
recent years it has moved from the centre of public perception. As a consequence, the victory
against the arch-rival became less important when it could not be held against the unloved
colleague and the relegation fight of the local club lost its horror when it was not the subject

of heated round tables. Thus, the central research question of this project is:
How relevant is social feedback from other fans for the behavioral loyalty of football fans and how can it be strengthened?

Theoretical Background and Literature Review

The possible reasons put forward for the decline in sports consumption during the Covid-19
pandemic are numerous. Financial aspects, lack of stadium atmosphere, exit behavior in
response to over commercialization, etc.

However, one central component of passive sport consumption is identity related. Sports fans
in general, and European football fans in particular, express their social identity by supporting
their favorite team or the national team, express their (local) patriotism, organize themselves
into social groups around the object of sports consumption (Katz, Baker, & Du, 2020),
distract themselves from the worries of everyday life, or enjoy the sense of triumph for their
team during times of sporting success, which they view as their own achievement. Social
feedback within the group of fans always plays a central role in these processes. Using
football as a stage and projection surface for social identity only works if an audience is found
there to whom this identity can be presented, physically or online.

This research project therefore intends to investigate the relevance of social feedback for
passive sports consumption and subsequently enable sport associations, leagues, and clubs to
target the demand for passive sports offerings and create attractive incentives for consumers
(Chidambaram & Tung, 2005).

The idea that other people can decisively influence people's actions has been the subject of
various fields of research in humanities and social sciences for decades (e.g. Solomon, 1986) .
The phenomenon is discussed as "social presence™ (Argo, Dahl, Manchanda, 2005), "social
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evaluation™ (Bruder, Fischer, Manstead, 2014; Parkinson, 2019) or "emotional feedback™. In
the course of the present research project, social feedback is understood as any form of
presence of and interaction with members of the same social in-group, i.e., the fan
community, in physical contact and online.

Research Design and Methodology

Confirmatory factor analysis (CFA) and structural equation modelling (SEM) will be used to
test the proposed research model and investigate the effect of social feedback on behavioral
loyalty of football fans (n = ~500) and to explain it on the basis of the mediator of increased
fan group identification. Social feedback is cumulated from the football fans' statements on
the regularity, intensity and frequency of social exchanges regarding the football organization
in the personal and digital environment.

Expected Results

In the current stage of the project the data collection is not completed. Therefore, the results
will be presented at the conference. However, building on the theorizing, the following results
are expected.

More intense social feedback should increase fan group identification. In addition,
strengthened fan group identification should have a positive effect on behavioral loyalty.
Consequently, there should be a significant positive effect of social feedback on behavioral
loyalty via increased fan group identification.

Contribution

The study will shed light on the extent to which social feedback influences the consumption
behavior of football fans. Specifically, it will examine how digital and face-to-face feedback
increases fan group identification and ultimately behavioral loyalty.

Overall, this will enable football organizations to understand how individual consumption is
influenced by feedback from other group members and to take appropriate measures to
increase and secure the behavioral loyalty.
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Aim and Research Questions

In a recent commentary published in the Soccer & Society journal on professional football
and the COVID-19 pandemic in England, Kevin Moore (2021) argued that despite the
importance of the sport in English culture, “It is just a game. We can easily live without it — if
we have to” (p.43). The overall aim of this research, therefore, is to explore what happened
when domestic supporters of England’s professional footballs teams did live without the sport
throughout the COVID19 pandemic (during national lockdowns and social restrictions, and
cancelled fixtures and seasons), how the pandemic impacted upon them and their support for
the sport (and beyond), and what they did when the game slowly returned. In doing so, the
research is guided by the following research question: “What were the effects of the COVID-
19 pandemic on football fandom and supporters’ social capital in the UK?”

Theoretical Background and Literature Review

Since the first COVID-19 Stay at Home Order was introduced in the United Kingdom (UK)
on 234 March 2020, there have been a number of commentary pieces concerning the impact
of the pandemic on sport in general, and football in particular. Among these commentaries,
the impact of the pandemic on supporters of professional football clubs in England has
provided a notable topic of discussion, given a.) the aforementioned importance of the sport in
English culture (Moore, 2021), and b.) the importance of supporters as stakeholders in and co-
creators of the game (Bond et al., 2022). Despite these commentaries, however, there has, to
date, been little in the way of empirical investigation that that has sought to explore the
potential issues, observations, and predictions raised in these (and other) commentaries, and
one of the objectives of this research, therefore, is to address this lack of research.

This research draws on Putnam’s (2000) theory of social capital, which he defined as the
‘connections among individuals — social networks and the norms of reciprocity and
trustworthiness that arise from them’ (p. 19). Sport and sports organisations have been
identified as contexts and spaces through which social capital can be created and developed
(Putnam, 2000; Widdop et al., 2016) and football fandom, in particular, is regarded as a form
of social capital which can be “transferred to other social spheres,” where it “can been used by
individuals for their own benefit” (Grodecki, 2019, p. 474). Given then that previous research
has proposed that natural disasters can affect social capital both positively and negatively (of
which global health pandemics might be similarly considered), the purpose of this research is
to explore how such impacts might be explained in the context of people’s support for
professional football. Further, since Grodecki (2019) highlights how “despite wide acceptance
of this concept in analyses of sports-related issues, social capital has not been very popular
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among scholars exploring the social phenomena of sports fandom” (p. 461), another of the
objectives of this research is to add to this growing body of literature.

Research Design, Methodology and Data Analysis

This research is informed by an interpretive paradigmatic position and adopted a qualitative
research approach to data collection and analysis. Data were collected using semi-structured
interviews from 22 football supporters in the UK (male = 18, female = 4) during the first half
of the 2021/2022 men’s English football calendar. Keeping in mind Moore’s (2021)
observation that professional football in England is more than just the Premier League, this
participant sample is made up from supporters from a range of clubs spanning the men’s
English football league system, from Level 8 (the Northern Premier League’s regional
divisions) up to and including Level 1 (the EPL) recruited using a combination of purposive
and snowball sampling techniques. The collected data is currently being analysed by way of a
thematic analysis (see Terry, Hayfield, Clarke et al., 2017).

Results/Findings and Discussion

Data is currently being analysed and will be completed by August 2022 (in time for the
EASM conference). Given that the COVID19 pandemic is still ongoing, this data collection
represents the first of three rounds of planned data collection for the project overall (with
further data collection planned for 2022/23 and 2023/24). The purpose of this presentation is
to present a preliminary examination of the findings of the research and seek feedback from
experts in attendance at the conference.

Conclusion, Contributions and Implications

This research will contribute toward a number of literatures, including: consumer culture,
sociology of consumption, social capital, and football fandom. The findings of this research
will also result in recommendations to the football and wider sport industries in relation to
managing club-supporter relations and disaster/pandemic response and planning.
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Aim

Today, the Fear of Missing Out (FOMO) is influencing consumer behaviour across various
industries. In the sports context, FOMO-related perceptions such as ‘I do it because it is the
current trend’, and ‘it is a big game that you should not miss’ are found to prompt people to
consume popular sporting events (e.g., Super Bowl, Olympic, EPL, NFL) (Kim, Lee, & Kim,
2020). Furthermore, popular sport contents have more topicality and garner more attention
than other genres and it is important to understand the relationship between FOMO and sport
consumption behaviour. Despite its potential to explain modern sport consumption behaviour
and possible applications, on the relationship between FOMO and sport consumption
behaviour is an under-researched area (Larkin & Fink, 2016).

Thus, the following research questions (RQ) guided this study:

rQ1: How does FOMO (Personal-FOMO and Social-FoMO) impact sport consumption
behaviour?

rQ2: How does the FOMO-consumption behaviour manifest in the context of sports?

Theoretical Background and Literature Review

FoMO is a psychological construct defined by an apprehension of being absent from other
people's rewarding experiences and the desire to constantly stay connected with others'
experiences (Przybylski, Murayama, & Dehaan, 2013). In the sports context, previous studies
suggest that FOMO is a meaningful motive, as conforming with social others can stimulate the
behaviour of sport fans (Larkin & Fink, 2016). Also, the FoMO was moderately strong and
indicates the positive influence of behavioural intention in a sport context (Kim et al., 2020).
In particular, many scholars have found that peer pressure (FOMQO) is an important trait in
millennials’ consumption behaviour (Argan & Argan, 2019). When millennials make
consumption decisions, one of the main motivations is “to look good in the eyes of their

peers”, and they make decisions that they perceive will make them look “cool”. Also, Kim
and colleagues (2020) characterized FOMO as one of the strongest motivations to engage in
sport consumption. Based on this background, understanding the influence of FOMO on this
consumer group is critical to the long-term success of sport organizations.

Zhang, Jiménez, & Cicala (2020) proposed a conceptualization of FOMO that included two
dimensions (individual and social FOMO) based on the Self-concept Theory. The researchers
suggested that the previous frequently utilized scale by Przybylski and colleagues (2013) did
not consider the individual dimension of FOMO. In other words, in the past, only Social-
FoOMO was considered. However, FOMO-driven Consumption is driven by two dimensions of
FoMO (i.e., Personal-FoMO and Social-FoMO).

On the other hand, the perceived reward resulting from consumption affects future consumer
behaviour. According to Kim and colleagues (2020), intrinsic reward refers to the satisfaction
or self-fulfillment an individual feels as a result of an action, while extrinsic reward refers to
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external forms of rewards that originate from another person or environment (e.g., social
status and praise from others). Previous studies related to FOMO predominantly focused on
extrinsic rewards. Still, Argan & Argan (2019) argued that intrinsic reward could be obtained
through FOMO-driven consumption in that it provides immediate needs satisfaction. In
addition, it was found that perceived rewards affect consumption intention and satisfaction
(Kim et al., 2020).

In particular, the English Premier League (EPL) is one of the most globally successful
sporting mega-cvents. The league now attracts the world’s greatest players, who have
attracted a new and increased fanbase (Woods & Ludvigsen, 2021). It has been frequently
argued that ‘globalization’, ‘digitalization’ and ‘commercialization’ processes have had
profound impacts on the EPL (Woods & Ludvigsen, 2021). Therefore, the EPL was selected
as an appropriate context for because the study of FOMO which can be particularly
pronounced for popular sporting events.

Methodology

In pursuit of the aforementioned purpose, an online survey will be developed to assess FOMO
driven-consumption (Personal-FoMO and Social-FOMO) as an independent variable, reward
(intrinsic reward and extrinsic reward) as a mediation variable, and intention to continue
viewing as a dependent variable. Data will be collected from millennials who have watched
the 2021-2022 Premier League through the media. The data will be analyzed and interpreted
through descriptive analysis, reliability analysis, confirmatory factor analyses (CFA), and
structural equation modeling analysis (SEM) using the SPSS 26.0 and AMOS 26.0 statistical
packages.

Results/Findings and Discussion

The findings are expected to reveal (a) whether FoOMO-driven Consumption (Personal-FoMO
and Sicial-FoMO) affects reward (intrinsic reward and extrinsic reward), (b) whether this
reward affects the intention to continue viewing, and (c) the mediating role of reward between
FoMO-driven consumption and intention to continue viewing. The results will be provided at
the time of the conference.

Contribution and Implication

This study will contribute to the existing sport consumer behaviour literature by investigating
the relationship between FOMO and actual consumption behaviour. Practically, the results of
the current study will provide further insights on the motivations for sport consumption of the
millennial market segment. Furthermore, the results are expected to guide future marketing
strategies.
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Aim and Research Questions

Two research questions were established based on the literature. (1) Sport fans’ coping
responses to sport team will vary depending on sport scandal severity and crisis response
strategy. (2) The level of sport team identification will moderate sport fans' coping responses
to sport team according to sport scandal severity and crisis response strategy. Thus, this study
aims to examine the influence of sport scandal severity, crisis response strategies, and sport
team identification on sport fans’ coping responses to sport team.

Theoretical Background and Literature Review

Crisis management is one of the major management activities that can increase corporate
reliability and achieve its goal. The importance of crisis management has increased in the
sport context. Serie A’s Calciopoli scandal and the Houston Astros’s cheating scandal in
major league baseball have brought a crisis for the team and the entire league. Negative
incidents in the sport spread faster, and the negative ripple effect is greater than ever (Stoldt,
Ditmore, & Branvold, 2012). It is because professional sport teams or sport organizations
have a high popularity and actively communicate with fans, thus they require professional
crisis communication skills more than any other organization (Stoldt et al., 2012).

The extant sport management literature has shown that the sport scandal negatively affects its
principal stakeholders such as athlete, team, league, and sponsor (Lee, Bang, & Lee, 2013).
However, it has predominantly focused mainly on athlete scandals or transgression. In team
sports, athletes, managers, or other authorities often commit misbehaviour together (Lee et al.,
2013). Scandals involving multiple parties could be perceived as more unfavorable than
individual scandals (Hughes & Shank, 2008). There have been numerous sport teams’
scandals and most of them tended to be responsive to crises rather than proactive, which
means incorrect or inoperative crisis management can expand the damage to other
stakeholders (Coombs & Holladay, 2014). In this respect, Coombs and Holladay (2014)
suggested a situational crisis communication theory (SCCT) to investigate how consumers’
behavior differs depending on the type of crisis and how to respond (deny, diminish, and deal)
appropriately to the specific crisis.

The Exit, Voice, Loyalty, and Neglect (EVLN) model (Farrell, 1983) offers a typology of four
specific coping responses that consumers may exhibit: to terminate the relationship with a
brand, speak up, patiently and confidently hope for a better, or to be lax and disregardful. In
addition, sport fans' behaviour to sport scandal may differ depending on the sport fans' social
identity. For this reason, sport team can provide important building blocks for social identity
development, as people can often achieve a sense of who they are through sport team
identification (Lock, Funk, Doyle, & McDonald, 2014).
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Research Design, Methodology, and Data Analysis

To achieve the purpose of the study effectively, two studies will be conducted. Study1 will
follow a 2 (sport scandal severity: athlete-related and team-related) x 2 (crisis response
strategies: denial and apology) x 2 (sport team identification: high and low) experimental
design (n = 400). Sport scandal severity and crisis response strategies will be manipulated by
creating stimulus. Participants will be randomly assigned to one of the four conditions.
Questionnaire items will include measures for (1) sport team identification and (2) coping
responses to sport team. SPSS 26.0 statistics package will be used for three-way MANOVA.
Study2 will be text mining and semantic network analysis based on Twitter messages.
Through study2, information and implications about sport scandal issues in the real world can
be classified and clustered to identify semantic structures and reproduce information. Python
and UCINET software will be used for analyses.

Results/Finding and Discussion

This study will be completed before the conference, and the expected results are as follows.
(1) When the crisis response strategy of the team-related scandal is denial than an apology,
sport fans' coping responses to sport team will be displayed negatively.

(2) The level of team identification (high and low) will moderate the effect of sport scandal
severity and crisis response strategy on sport fans' coping responses to the team. In the low
level of sport team identification, sport fans' coping responses will show negative when team-
related scandal and crisis response strategy is denial than an apology. On the other hand, in
the high level of sport team identification, results are expected to be different from the low
level of sport team identification due to in-group bias.

Conclusion, Contribution and Implication

This study will add to the body of knowledge in sport management and marketing and hav