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ABSTRACT

. This study investigatedithe relaﬁionship betwéen
motives of sports fans, and;affinity for televisiOn,
Internét, fadio{ and newspapers.'Specifically, escape,
esonomic, aesﬁhetic, éustress, self-esteem, group |
affiliation, enﬁertainmeht, and family motives all were
expsCted tofinfiuehce affinity for television, Internet,
radio snd newspapers. Using data collected from 254
stUdents'enfslledvin comﬁunication studies clasSes‘this
study examined this relatiohship. Fan motivations was
measured on Wsnn;s messure, affinity for types of ﬁedia
were assessed with a modifiéd measure sf Rubin's
Television Motives Scale.‘Analysis indicated sports fan
mbtives werevrelated to television viewing and Internet

use.
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 CHAPTER ONE

 INTRODUCTION

»Sport faﬁ%motiQAtibﬁé involVe?those’typekof reasons'
whereby fans are enthu81ast1c‘about ‘a partlcular sport or
’athlete Medla afflnlty is an attltude toward a type of
medlum that reflects the 1mportance people a581gn to the
»pmedlum.or specfflcvprograms.~However, relatlvely llttle or
anythlng 1s known about varlatlons in types mediums and
motlvatlons of:sports fans The purpose of this study 1s:hk
to flll thls vold by examlnlng how respondents
‘self reported sport fan motlvatlons are dlfferentlally‘”

'yaffected by types of media.

| Background

Integrated marketlng communlcatlons (IMC) is the?uf
coordlnatlon of“advertlslng, publlclty? sales_promotion;’_
,p01nt -of- purchase communlcatlons, direct marketing, and:'
;eventbmarketlng w1th each other and w1th other elementsvof‘
a brand's marketing'mix.(Shlmp, 2000). IMC'isualso
‘reallgnlngncommunlcatlons to look at 1t the way the
.consumer Sees,lt (Schultz, Tannenbaum, & Lauterborn,'bwi
~ l§93l.‘fwo’keyldatabase 1ngredlents'that are essentlal:to'
.any 1ntegrated marketlng communlcatlon planner or marketer

jare segmentlng consumers or prospects attltudes and



behaviors aﬁd-media fragmentatioh;LTraditionai marketers
agree that demographics, psycﬁographics, and purchase
history are important’factors in segmenting customers and
'prospeets._More recently, IMC researchers recognize that
an expanded database that examines Hew consumers associate
specific information seeking behaviors aboﬁt products and
services with media use is:neededf In particular, Sehultz,‘
et al. (1993)‘observed,'"technology has allowed media
organizations to begin identifying,‘segﬁenting, selecting,
:and attracting smaller, more attentive and focused
vaudiences for their audio, video;.iﬁternet, and'print
Mvehicles" (p- 21); |

Despite overall acknowledgemeﬁt of.thevimportence,of
expahding consumer,segmenting factors and their
relationshipvto a "fragmehted“ media, evidence in support
of these IMC databaSe variables is largely unknown. To
further enhance eur understanding of consumer media
effecte}‘thietStudy will explore how specific sperts fan
motiVations are associated with four main types of media.
The paper will begin by discussing the uses and
gratificatiehs theoretical perspective and the sports fan
mOtivationevtd previde the eonceptual background fer the

study.



SRS Thehuses.and.gratlfication»theoryfand‘itsfmodel iS%d
de81gned to a551st 1n deallng w1th and explalnlng people s

o behav1or w1th regards to- medla usage and the

‘,,~“grat1flcatlonsvor rewards derlved from its use (ConWay7&.'

Rubin, 1991) 6btalning informationvandfunderstandinnghYJ;
‘,people select‘oertaln media is cruclal if- one wants tovfi
| understand the~uSes and‘gratlflcatlon'theory. Researchers"'
‘mare constantly trylng to flnd out‘what spe01flcv | |
k,gratlflcatlons the audlence receives .from the mass medla,u
l-.;Ln partlcularvtelev151on,.newspaoer,llnternet;’and radio
,d(Rubln, 1979) Accordlng to Rubln‘(l§81a)'ttherezare=flve.fd
’rmaln assumptlons to‘the "uses and gratlflcatlon model":

V"gthat are w1dely used and explalned by many authors and

'ﬁvlusedzln’many‘studles The areas to thlS model all

lrepresent’an'attemptuto explaln'the way 1nd1v1dualshaoply’
communioatlons todsatisfy thelr needs and to fulfill their
v9551s. | | |
»oThe audienCelis'lnstltuted of_asvacthe;'therefore,

‘ngoal dlreotion maydheban'important pafﬁjbf mass‘mediumﬁuse
dand seleotion,‘Greenberg:(1974),feelsuthat a main ‘
ldifference betweenduses‘and gratificafionvmodel compared
.'to‘other modelsjhas to do‘withfthe audienoedbeing'aotlvely
dinvolved in the.mEdia‘usage For example, the'weh is a

medlum that applles to thlS model 51nce 1t requlres a



jgreat‘deal'of consumer'inyolvement) assWell as the
television‘médium, Whiehléfferslgratificationsgsuchasr‘
‘coﬁtrol,over ulewingland'dlﬁersity of‘selection; |
R Much‘lnitiatlﬁe invbringingitogether‘need
gratiflcation andﬁmedia:choicehis based”on‘the.audience
,’vmember‘.: 'Accéfdingﬁ fo "Rubi"n and ‘Rubin (1982) the medium
ldoes nothlng dlrectly to the audlence member, and that the:
':daudlence member is thebmost actlve 1n‘the relatlonshlp

The audlence uses the medlum, as’ opposed to the mass

“f medlum that uses them. In agreement thtlejohn (1999)

feels that even though the. audlence member experlences
spelelc gratlflcatlons from the‘medla,‘he or she lS not
: solely controlled by the message or medlum‘ Rather;.thei
'audlence customlzes mass communlcatlon to‘thelr unlque
llklng to accompllsh satlsfylng thelr needs. Also, the
_audlence exhlblts a certaln amount of dlver51ty in- llnklng‘
vgratlfrcatlons~to messages of.the‘medra audlence members}
.Therefore; anllndlvidual's ?alues;’needs; beliefsr andt
vmotiveé'affect”certainobéhavlorhsuchfashmedia selection'
‘tmediaauSe,:and medla exposure As opposed to other:»”l
'communrcatlon models that focus malnly on the content
lthls partlcular model s emphaSls is on,,both the medlum
and the audlence Also in agreement w1th thls assumptlon;'

_ Huesca‘and_Dervin (1994)‘explalns,how the"uses'and;



gratification theory revolves around how situatidnal and
persohélity factors gives certain expectations of need
'gratification that need to be satisfied through media,
media messages, dr other alternatives. He feels that it
deals with the qﬁestion, is the medium in use providing
the user or viewer with the wants and needs they are
seeking from that particular medium and is it satisfying
them. Many of the goals that the audience seeks-through "
mass media‘use can be obtéinedvfrom data; People are aware
what interests and motivates themseives towards media usé
and they are the best to be able to confront in order to
gain research substance. According to Meryrowitz (1993),
the uses and gratification model deals with how people are
motivated to use the massbmedia in order to gain
gratifications.or happiness to please*themselves.
Gratifiéations, as a result of using media, may be
éxperiehded byispecific méssages that the medium provides,
the ease or availability of using the medium, and
particulér'attributes of the ﬁedium itself.

While audience orientations are explored'
individuali&,”valﬁe jﬁdgments about cultural importance
should be put to halt. This assumption includes barticular

affinities and contrasts between the uses of gratification



',»kiapproach and'consideration.muSt-be given to speculatiyel:‘

wrltlng about.popular culture

Based on numerous studles and rlgorous tlme and
effort put 1nto studylng thlS toplc, audlence.
gratlflcatlons has been shown to come from three main-
:sources ’medla.content, medla ekposure, and the s001al
‘context that embodles sltuatlons of exposure to varroust
media (Katz, Blumler, & Gurevrtch 1974). These )
researchers feel that all the dlfferent forms of medlums
.tend tO»offer dlstlnct characterrstlcsjln whlch‘audlencen
:members,are:interested‘in; A numher Of Specific
' gratificationsiﬁé?e beenvldentlfledhandyare said tovbeaf‘_
| related'tortheduse‘ofwmass media. Forqexample,.it has been
v suggested that some'ofnthe reasons people‘read newspapers
is due to the need for 1nformatlon, soclalefame, soc1al -
lmpact. and.resplte lRubln, Perse, & Powell' 1985).
v Another study showed that some of the maln gratlflcatlons
,dfrom u51ng the radio medium 1nclude formlng companlonshlp,1.
rellev1ng boredom,lpas31ng tlme;‘as well asvacqulrrngw«:f
1mportant knowledge In‘addltlon, gratificatlons‘gained
*from‘u51ng the telev151on medlum 1nclude lelsure,‘ .
entertarnment,»hablt,‘need of 1nformatlon, andya deoarture
from everyday llfe Greenberg (1974)‘states;that'therefare

seven maln reasons that attract audlence members to watch



_television; They are: watching as a. habit, watching for
‘arouSal, watching.to learn, watchiné for cbmpanioﬁship,
watching to relax, watching to fofget, and watching to
pass time. Finally, users expect different gratificatiqns
wﬁen using the’Internet. Individuals are seeking more than
just plain information whenever they go online. There are
Se§eﬁ‘proposed motivations that are said to attract users
to going online.‘They areg social eséapism motivation, .
transaéﬁioanased security and privacy dealings,
interactive control motivétion, information motivation,
soéialization motivation, nonftransactional»privacy
concerns, and economic motivations. Sports have always
béen a biguinfereét fbr tﬁe'majority of peoplévin the
'wofld‘ahd continues to be tqfﬁhisiday. Sports is universal
sincé”if;is a subject that ¥§s£3§eople‘have some sort of
‘knowledge of and initiating conversations about it
involveé little risk (Rubin & Rubin, 1982). Watching
sports is.such affascinating form of éntertaiﬁment(
watChedvby miilioﬁs of peqple, that if sports- disappeared
forever, many people would feel that'thé world wouid be a
'less'excitiﬁg placé. Even though a high percéntage of the
vpopuiation is somehowrinvolved with sports, either,as a
fan or a sports pléyer,,thére has not been much‘empirical

research that has focused on these individuals (Wann,



1997). Actually, there has only'beén 4% of the research on
vsports that has centered on sports fans (Wahn & Hamlet,
1995). |

A fan can be defined as one who is enthusiastic,
empowering, generating pleasure and passion about a
particular sport or athlete, and a non-fan is one who is
just plainly observing a sporting event, whether in-person
" or not (Wann, 1997). According to Zillman, Bryant and
Sapolsky (1989), being a fan gives a person a sense of
feeling, sharing, loyalty and belonging. A main difference
between the fan and the non-fan is that the'fan feels that
_winning and losing matters, while the non-fan isn't
interested and doesn't care too much about the final
results (Smith, 1988). According to Duncan (1983), sports
fans don't mind the hardships like waiting for hogrs in
iine to‘get ﬁiékets to a game, going to games even in
terrible weather, or even dealing with defeat during a
long, miserable season. Gantz (1981) adds that sports fans
can experiencé the struggles of a bad season and the good
moments of a team or athlete. In addition, non-fans simply
watch the sports event and soon forget aboutiit when it is
over, while the éports fan; interest continues throughout
the entire season (Branscombe & Wann, 1991). Gantz and

Wenner (1995) argue that non-fans don't plan to watch the



oigame well 1n advance,_and'emotionally, they are much more:fﬂ
'_pa851ve and lnactlve 1n nature Overall the‘non—sportsth”'
ufans werevmuch more unlnvolved and less pa351onate towardsdvf
vsports; | T
| ':jgyénwﬁhaﬁgheéhefe'has'béén}a'1a¢kjofv£esearch\¢ﬁ~:
'fisports.fans;dtheipreviousresearch'has'focused on-fand
‘identification’a dreatﬁdeal (Wann & Branscombe,‘199l
.waﬁn;'oaléﬁ, l994 Wann, Sohrader,d&xAdramsony.ZOQO)l As‘h
noted by Wann (1997) ,fan*ldentifioation’isﬁdéfinedwashhow
'individuals‘seeﬁthemselves asﬁfans‘andththheyfrelate to R
:the.team, see the team asva reflectlon of themselves,-and;'
»dareivery much ooncerned about the way the team performs
Wann and Branscombe (1991) found that hlghly 1dent1f1ed
vfans werevmore 1nvolved w1th a team, were ‘more p051tlvely
related-to having COncern for‘the,team'perfOrmancevand‘ﬂ
v,future predlctlons, and-felt that it’was’yery’significant
- for thelr frlends to also llke this partlcular team, as
opposedato‘thosevwho 1dent1fred lowly or.moderately with
the team. “' |
s.Wann‘(1997))argues that it is possible for fans t§

l mahe a differenoe‘in“the outcome of Sport competitions:by
g oheerlnd a partlcular team on. However; only those fans
v’that hlghly 1dent1fy themselves w1th a sport team should

.‘feel that they have the ablllty to somehow control the



outcome"ofhthe:contests Wannb(1997) found'a p051tlye
B ;relatlonshlp between sports fans level of 1dentlf1catlon
and the attempts to control sportlng events results Thesej‘
:hlghly 1dentlf1ed fansbalso recognlze the crowd as belng a
,blg llft to the team and glve credlt to the crowd for |
khelplng to attempt to be a. force 1n the outcome of the
":sportlngvevent . |
Verbal aggresslon has‘also been a popular toplc w1th B
b,aregards to sports fans lelmann, Bryant and Sapolsky ‘
,(1989)dbargue that‘most of the aggre581on by sports fans‘
pﬂhas to do w1th the verbal derogatlon of others,'whlch 1s
done to 1mprove that persons overall self esteem fg’
lAccordlng to thtlejohnv(l999) the severlty of damage
lassoc1ated w1th verbal aggre531onbranges‘anywhere from o
‘dharmrng‘someone .S self concept to harmlng relatlonshlps
‘w1th other people When 1nd1v1duals are notdsuccessful 1nv1r’
'»fargurng thelr v1ewp01nts competently or lf thelr team.ls )

‘“f.hav1ng negatlve results 1n a game, verbal aggre851on can‘”'

'r'act as- an actlve dev1ce for certaln v1olent acts and

| V1olent'behav1or Due to the lack of ablllty of l
"controlllng a player whlle watchlng’a game,,these.fans_l
'sometlmes get very angry w1th results or outcomes, ‘and- the
anger‘may lead to some sort of phy51cal aggreSSlon l'v

(thtlejohn, 1999) These people who partake 1n verbal |



 éggréésioﬁ;‘bédéﬁééffﬁgtfgtédEéﬁdﬁ;iﬁstéad ofw#esQiViﬁ§f,”'
 thQir f£ust£ati§5i£n an‘apéfopgiééé;maﬁﬁeg, fhéy'ﬁseqjjﬂ“
. aggre§siVe cdﬁmﬁﬁicatiOn/tértry‘fo maké:up fértﬂéi?ijf

B fruétrétions; inﬁédd%tioﬁf‘Wanp:(19975 ré§oxte§ épofﬁé ’;
'fans Wh9vhighiyi@eﬁtify wiph‘a parfiéulér-épéfté.téam,afe'f_‘
'ﬁoéitiveiy_reiatedlt6>fah“exﬁiﬁition'and.verbal_ieééoﬁSé t'”
| éppfopriateness; ;; | |

"Iﬁ additicﬁ; dth¢r>résearqh‘on SbetS:faﬁS&haé:b
”‘fbduééa on gféﬁphéffiliatioﬁ éad groﬁﬁ:membérshib.:
According to Wann (1997), affiliation.or béiﬁg in a group
‘isk§ery iﬁporﬁént-to;éports fans;.whiéﬁ.xepreséﬁts'the'
édcialfnaﬁpge.6f beingfa sporté fan; Gantz“andegnhér =
(1995)‘fbund simiiaf résults; sfatiﬁg that TV Spérts aféi
jtaildfed for a sﬁé:ed viéwing expérience( among groﬁps_ofi
ﬁébple Qith siﬁiiér‘fansﬁip and féelings tbwards a-team.bA
Joiners' scale was introduééd to‘fiﬁd‘out‘which péfticuiéf
,iﬁdividﬁals‘maké'an effort tojbiﬁ aﬁd‘suStain’membershipS_
"in‘certaiﬁ:groﬁpsiaﬁd'Whiéh do not (Wann,‘1995).‘Wann |
(1997) réported that even £hough,some differences have A‘
‘beéh fbund*betﬁeenlthose in team and individual‘sporté;‘;
‘there is'no difference betweén‘those‘ceffaih éthletes'?
}ihvolﬁed-in diffé#ént’sports either aéla'fan or a player,
‘with‘tegaras.té théir”desire £0wjoin aﬁd mainﬁainugroup"

’membership. ACéording to Sloan¢(1989xi fahs'acfually»feel"



as if théy belong to a very important group, with their
relationship with the team.

In addition, grOup»membership is rélated to the
social ideﬁﬁity theory. The social identity theory argues
that the best wéy to‘selfeenhancé‘avperson is to find ways
to achieve and méintain a sense of in%grou? supériority
‘compared‘to the Qut—group (Gantz & Wenﬁer( 1995).vOne
reason peopie like to join groups is'that they want to sée
the in—grdup( fhe group:people join, as being completely
different and unique frbm other groups. Each group feels
that they are supérior to oﬁher groups. This theory
rélates with the»sports world too. For example, sport fans
of a partiéular teém feel that they aﬁe in a special
gfoup, far”superior to the:rest of the fans of teams
throughout the league. Thisitype Of'feelihg is a férm of
in-group favoritism. |

Throughout the previousifesearéh on sports fans, much
' has'been focused on degree of identification with a team,
verbal aggression,'and group affiliation. Howe&er, there
has ﬁot been litfle attention placed on media usage thét
sports fans prefer or use to follow their team.'Therefore,
this new area would be a géod additioﬁ to combine with the
Sports Fan-Motivétion Scale, to find out what motivates

fans and what mediums these people seek when they want to

12



.obtaln lnformatlon about thelr team'or sportv Much of thls"
'new lssue, relatlng to what partlcular medlum S people
fchoose over others 1s based on theorles of‘Communlcatlon
‘IMedla Usage. . |
Prev1ous research on mass medla suggests that the
~Internet medlum has become a. much blgger player lately 1n
'the’battle for.medla selectlon among 1nd1v1duals McLeod
d and Becker (1974) feels that the demographlcs of Internet
'-QuSéré‘are abruptly startrng*to_change andvresemble;the;“‘
diVersityfotxthefAmerlcangpopulaticﬁiQmeanlng_moreband :
more‘nationalitleSTand differentlaées are interested:nomi'
t | Researchers are predlctlng that by the end of the
"m,year‘that'32° of black households in the U.s. 39%‘of
,-whitebhouseholds,{43% of»Hispanlc, andy67% of ;;~
,AsianéAmerican;households will”be using‘thisbnewbonllne‘d
Jmedlum Of all factors that contrlbute to the p0351b111ty
-10f consumers.acce331ng the Internet 1ncome was fQund'tO
fbe the‘maln factorcdrlvlngmaccess”on theglhternet'
‘(thtlejohn, 1999). According‘to'Sloans(1989)
yaddition; even. though the younger generatlons are the maln :
7target audlence‘for the Internet medlum and have the most
gof,the_new‘medlum‘s;optlons, they aren 't only the only
fﬁéérs on“thelInternet anymore. Ind1v1duals aged 55tto 64

vcurrently’account*for approximately 22% of households




"online, and the number is expected to reach up to 40° by
»vthe’year 2003“(Sloan, 1989). While taking a trip 1nto;

| cyberSpace vialthe:lnternet..the-average user spends;;
'approx1mately one hour per time yiSited (Shimp,‘ZOOO);
:According to‘Shimp»(ZOOO) the typical‘person who uses the
Web isbawarey absorbed, and enjoys the use of the medium
tPrincipal.mot‘ivations found for u51ngcthe Internet'are |
‘recreation, a change-of coursey and amusement Heavy‘
'users, when they log onto the net they spend at least twov
or more hours for each time ViSited Once these heavy
users get online,bmore than 85 ’of‘them.read and writev
e-mail, 65% of themn access the Internet”for typical
isurfing“purposes,,636 of them for gaining knowledge on.
services'and products, and 48% for buying certain products
: or‘servicesfonline; On.the contrary, 80% of the‘people who
haven't_tried uSing’the‘Internetffor'electronic purchasing
gneveriplanﬂto”do so‘in the future‘because their-preference»
is to.shop only at.nOn yirtual stores,ydue‘to their fear
hof‘giving'out:personal.information online;’and theirbfear
of‘not trusting online credit card tnansactions. Anotheﬁ”

' plushabout this new‘mediumbisgthat thepuse‘of it'isdfiéing.
for'those people'with leSSfmoney;jwhich}is-a plus béaéusé_,t
when it was rirst intrOduCedmany'feared,that‘thepeople~

' _Withuthe'lower income levels would notlbeiable to affordfap



-computer w1th Internet access and take advantage of the
. new cyber explosron ThlS new medlum, the Internet offersr*"
- dvantages that the other tradltlonal medlums can 't

:'COunter, for example, as for.sports,ilt prov1des regularlyf;‘

‘updated scores, team reports, and even prov1des sports 1ﬁfff7

v‘dlscuss1on and analy51s of all teams 1n all sports (Wann,?!";»f

':1997) bIn addltlon, it 1s.a much ea51er and qulcker
zﬁprocess to look forbscores‘on the Internet,,31nce*1t»h55_f
all the box scores saved from every game and w1throne o
aCIlckrof,avbutton,-an 1nd1v1dual can f1nd anythlng they
‘bfpwantvtohabout‘a partlcular game;wShlmp (2000)'argues that f

ilt 1s very 1mportant for sports statlstlcs and scores to

ﬁl‘updated frequently and found eas1ly, Wthh the Internet 1sf"‘

;‘eas1ly able to accommodate, compared to the troubles the
;other medlums are hav1ng | .dvydi;_ffkfifin'b,. o
Accordlng to Wann (1997) sports fans have already
”ftaken the drlve towards the Internet and are already
'lshow1ng thelr-loyalty to those 31tes that are user
’ffrlendly, authentlc, and entertalnlng It 1s predlcted jihf'
nfthat fans spendlng money onllne for tlckets, sportlng .
fhgoods, and other varlous sportlng attlre w1ll leap up to‘;f
“$3 bllllon by the year 2003 (Wann, 1997) It has beeni@"m’
| noted that people who use sport 51tes are‘more wealthyandt_

"uare»more w;lllng.to make an onllne’transactlons compared.,v?
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tofthosetwhohaccess other types of sitesi The variouS'
-sports leagues are learnlng what the fans are interested
in when they visit an online sports souroe In response_to
'the fanS-needsvand 1nterest>1n fanta3121ng»about playing-a'
profeSSlonal sport varlous companles have set up fantasy

leagues to 1ncrease 1ts membershlp The NFL added a

fantasy league on . 1ts onllne 51te and SO far has 1ncreased‘,-~'

“todmore than 300 000 members It is a very‘successful
strategy.81nce 1t 1nvolves fans playlng the game, while .
1ncrea51ng its need for more news and statlstlcs The_
older medlums, newspabers,‘television, and,radio, have
‘been affected a great deal with 16%'of'Web users onllne‘
»durlng a tlme they would be readlng newspapers,'affeoting'
more than radlo s 10% but affectlng less than the lmpact
of television'vlewlngvat 456 (Shlmp, 1999)a Telev131on is

Cean remarkable communlcatlons tool that has been in

veXlstence for aﬂ'ery long tlme It offers the most -
v~complete, ultlmate level of medlated experlence today

(Guttman, 1986) Telev151on has had an enormous 1mpact onl

b'the‘entire-WOrld 'whether by entertalnlng, 1nfluenc1ng, or7f‘7‘

xfeducatlng a vast majorlty of the populatlon Accordlng to
_Mcleod and Becker (1974) a Nlelsen reportrshoWed that the
;-1970 71 average for watchlng sportlng events on’ telev151onf

. was 5 8 mllllon adult males, 3 4 mllllon adult females,¢’
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- and 2.6 million ofvthose people who are under the agé of
i8 per bfoadcaét.>Recently/ households have been watching
even more television lately, on averége 7 hours and 58
‘minutes per déy and 9 more minutes thaﬁ last year at the
same time, and the Internét is not having much of an
impact on tﬁe:viewingvpattern of American TV kShimp,

2000) . Thé heaviest users of television“come from thbse
viewers and their‘families that are high?school*educétéd,
with middle income (Littlejohn, 1999). Television has an
advantage that the'othér mediums don't have; it combines
visual movement‘and audio at the same time, for those
individuals‘watching a chtesﬁ. As. opposed to having ﬁo
wait to get the results the next day with the newspaper,
orvreading,about the game or listeﬁing to it on the
Internet; felevision offers viewers the‘opportuniﬁy to see
the actual game-play, while it is occuriing, and to hear
it at the same time. Additionally, this medium is so
amazing, since it has the ability to present close-ups,
color, slow motion, spilt screens,»and even instant
replays for the ultimate viewing panorama (Guttman, 1986).
Newspapers are a medium that hasvbeen read by the majority
of people in the world today. It is a communications tool
fhat delivers'the publié the written word about news

happening all over the world. According to Shimp (2000),
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the readership of daily newspapers,has decreased from
56.9% last'fail tb 56;2% this spring. More thén haif of
all aduits still read the néWspaper each and every day,
and the Sunday‘edition, two-thirds of the population read
(Littlejohn, 1999). Thé heaviest readership of newspapers
come from'the middle aged and the older population of
~people, 45 to 54 yeérs of age, as opposed to the lower
readership of the younger generation. Minorities don't
show much of an interest with newspapers, showing that
only a little more than 1/3 of Hispanics,
African—Américans, and other minorities read the newspaper
on a daily basis (Shimp, 2000); White people represent the
largest segment éf readership, eSpeciallykthose that have
graduated from college and are educated According to
Littiejohn (1999), they argue that newspaper readership
can be similér to smoking a cigarette; it's aihabit that
is reinforced early in life by parents or other siblings
which is very difficult to quit. The Internet is-starting
to also have a'négative effect on newspapers. People would
rather go on the Internet to find breakiﬁg news or sports
scores than to wait an entire day to get the results of
the article or the box score. Radio has also been in
existence férvablbng fime. In the 1930's and 1940'3 this

medium was at it peak in sports casting and after that
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~basically abandoned the market giving away to television
(Guttman, 1986).‘According to Shimp (2000) the population
of radio listeners has also decreased, tumbling from 17.5%
in 1990>to 15.9% in 1999, which represents the lowest
level of radio listening since 1981. Of the population of
radio listeners, Hispanics showedbfhe most interest in
radio sports, 44.7%, and turned their dial to tune into
sports radiQ_at:leastbonce during the 1998-1999 season,
followed by African-Americans at 42.1% and then whites at
41.3%. The one advantage that radio offers over print
mediums is immediacy; fans hear the game being played live
‘and don't have to wait till the next day to find out the
results as with print mediums (Guttman, 1986). In an |
intefesting result, people who use the Internet are 19%
more likely to be the heaviest users of radio compared to
the average adult (Shimp, 2000).

Accordiﬁg to Rubin (1979), motivation is a primary,
important condition of learning. Therefore, in order to
understand motivation} it is important to firSt{reélize'
that motivation is a part of learning. In.the definition
of learning, a motivating condifion iS defined as a .
stimulating condition thét starté and leadsbaction until
it is completely removed. In addition, the motivation

circumstance may be of two different types. It can be

19



'dhysiologioal deallng Qlth sex, the need for rest hunééif"
and thlrst or psychologlcal that pertalns to an ,' o
:1nterest a wanty or an- attltude As hnman}belngs;‘onr,xlfw
entire llfe‘of an ordanlsm rs nnder‘the route of’some“‘
motive or .r}e_e‘dk thusymotlvatlon"help's.f’:us ?-ach,l;e‘."ev‘-v,theéef
needsldfl' | N | EX |
diThe'motivating-condltions,yor-mOtiyationﬁof'an‘fh
: onghiém,{hasdthrééfspécificﬂfuhctiéhs1iﬁ theslearnind )
l‘process Firstly, they make the organlsm actlve by glvlng}‘

1

them a sense of energy ThlS energy helps the organlsm to :

"*remaln constantly on ‘the move,[always wantlng somethlng

bnewland better Secondly, for the organlsm, the»motlvatlng‘
‘hcondltlon dlrects the varlable and tena01ous act1v1ty
When there is an lncentlve-presentb the dlrectlve functlon_
k':of the motlve drlyes an organrsm towards the.organlsm The;
'dlrectlve functronfrs‘also 1nvolved'w1th past experrencess
.of/an‘ordanismablffthe pastiexperience”Wasibeneficial tov
Utheloréanism‘the}direCtive fhnctionvremembers that andimaYd'
fstlll dlrect an organlsm ‘towards that past benef1c1al
hoondition When the motlve oomes up agaln in- a dlfferent
ffsitdation;.it tends-to seek the-acts, whloh;relleved.and~ji
“made the condltlon better 1n the prlor 51tuatlon Lastly;sm:
lanother functlon of the motlvatlng condltlon may be called |

selectlveaor_emphaslzlng'functron ThlS functlon deals



http:functions.in

»w1th reward and punlshment A reward ls deflned as a
"131tuatlon or an object that fulfllls‘and allev1ates the. " .
present motlvatlng condltlon; a punlshmentﬁls av51tuatlon
or object that does not fulflll the present motlvatlng
ycondltlon | | bt

When deallng‘w1th‘sports fan motlvatlon; the fans are"
ronly 1nterested 1n the p0331ble rewards they can . recelve

‘rfrom»watchlng‘a game They watch the games because they
- benjoy the feellng of follow1ng sports,‘whether watching a

,dgame at the stadlum, watchlng the game on telev131on, |
-llstenlng to the game on the radlo or readlng the box’
!scores of last nlghts.games‘ln‘the newspaper To sports~h‘w
fans, these klnds of act1v1tles give them a sense of |
;reward ‘a pleasurable feellng that they constantly want towv
'{be aSSOClated w1th and experlence often

| There arelmany dlfferent reasons why sport fans are
motlvated tobwatch sports, and they can vastly dlffer‘L:v
ajamong each 1nd1v1dual Accordlng to Gantz (1981) Vlewers(
‘1nclud1ng‘sports'v1eWers, are“motlvated by many‘reasons,h
|

‘rwhlch all stem from around satlsfylng thelr own 1nternal
-’needs and the act1v1tles that they are watchlng VleW1ng
f?iis a.chosenﬂactlon that seems to attempt to meet‘needs as.

. " , -

'opposed to just pa351ng time . and rellev1ng boredom (Gantih

_'&JWenner,.l995) Bas1cally, watchlngvsports is a win-win



7situation,.sinCefit;offers people a chancepto:escapetfromv
" the routlne llfe, a’chance‘to.relaX; a‘uniqueIOpportnn;ty,j

’vto fantas1ze as 1f they were playlng the game, and even.tov'

‘ ’n'reduce tensions (Gantz, 1981). Fans, in addltlon,renjoy

'ifeellng in therr'glory when theiteam wins or they find a“
“vway to dlsa53001ate from the’team when rt loses The
,_majorlty of past research on sports‘fan.motlyatlon has;n':"
_malnly f0cused on,motlyatlon for‘watchlngrtelevlsed
spOrts. HoweyeryltheSeHmotiyatronreasonsdtor indiVidnalsh
-.are basically_the,same; WhetherbtheyEare;watChing Sports'
foh'a televisioniorzattending'sportingfeyents:ihfperson
5(Wénnerf§LGantZ[ 1989). | | |
v‘Gantzﬁandeenneeri995f%feelhthat many peopie‘aresy;v
:_motrvated to - watch sports, ih"péftiauiar televised'sportsy'
nicause it offers somethlng dlfferent than normal telev151on»~~
t’-proorams.or other forms of entertalnment dAccordlng to

”Guttman-(l986)- Amerlcan v1ewers are so 1nterested 1n"‘

sports that they would rather'watch teleVlsed sportind
”ievents‘over documentarles, newscasts; and s1tuatlon |
comedies. Telev1sed sportsﬂoffer a llve, unscriptedv
sspontaneous formVof entertainment; whlch'doeS'not 1nciudede'
'.,planned plots.(Gantél&twenner; 1995). Most 1mportantly,"di‘
dtelev1sed sports 1s‘advantageous because it glves v1ewers

L a sense of reallty and uncertalnty,vas opposed to most



telev151on programs whlch are scrlpted and totally fake 1n‘
H’nature Gantz (1981) ‘found that the most 1mportant

- motlvatlons to watchlng telev1sed sports, 1n~part;cular R

Qbaseball hockey, football. and.tennls,“were'that.the»fans‘;fv,

‘yfeel good when thelr team or player w1ns,-they.Watchvtof"
vseeiwho wlns the.contest and that they enjoy cheerlng forh"
hfa player or a team Gantz and Wenner (1995) sllghtly f':
'dlsagreed clalmlng that they found that the strongest
'motlve for watchlng telev1sed sports is: to see how one-s
i”kfavorlte team/athlete performs, followed by that they
’,;llked the drama and tenSlon 1nvolved 1n the sportlng
event, and they enjoy learnlng and relaxlng whlle watchlng?'i
‘pthe'game ThlS dlfference found by these two groupsHof |
'fresearchers justlfles “the fact that all people arev ’
‘dlfferent and all are. motlvated by dlfferent reasons ;1,
.vGanté and‘Wenner (1995) feel thatiln‘most lnstances;f
| fnon sport entertalnment programs are unreallstlc and
;jrehearsed‘ Wthh can sometlmes play a‘factor 1n afloss of
,f;interestgamong'1tS'v1ewers Characters 1n these shoms are
'_factors playlng roles‘to recelve money and‘don 't mlrror'.'
}ggthelr llfestyle off the set as they are portrayed in the
’show In a telev1s1on serles, _the audlence can normally
always flgure out:whaththe outcome w1ll be; so%the'showszl

H'attempts to make up for the dlsadvantage w1th fake,-

’ '72'.3“: e



tw1st1ng plots to tryvto keep the audlence unaware, whlch
leads to ant1c1pated results | |
| Motlvatlons are the most powerful w1th those who llkefb
watchlng sports and are 1nterested 1n sports programmlngJ
"‘(Gantz, 1981) The majorlty of people who are 1nterested
~in watchlng sports are the hlghly 1dent1f1ed sports fans :
These sports fans that are hlghly 1dent1fled to»a team_‘-
"have the most knowledge;'for thelr'preferred'team,‘ofhall
:fans and are hlghly motlvated to watch thelr teams
B performancekevery game Gantz (1981) found that when a‘
"~team.e$per1ences success and performs well

hlghly 1dentlf1ed fans share the success because they feel.

"la flerce connectlon between them and the team and as 1f

they may have contrlbuted to the team s extraordlnary
performance In agreement uWann,(l997) reported that these
loyal fans go.on the same emotlonal rlde as the athletesf
- on the team,;as if- they were actually a member of the
~team These strongly 1dent1f1ed fans actually feel as 1f
they are bound together in the same group of fans of a
| team agalnst another group of fans of another team, llke
as. if in a war (Wann & Branscombe, 1991)

Recently,‘Wann, Schrader, and Adramson-lZOOO)’
'proposed that fans. who are hlghly 1dent1f1ed also show

‘ hlgher levels of anx1ety, compared to spectators who are.
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lowly'identified.»ln addition, they also. felt that even

,fseveral days after a sportlng event, 1t is p0331ble for;‘
?spectators to prec1sely recall thelr dlstress Wann (1997)]
' ureported s1m1lar results, agreelng that lowly 1dent1f1ed
ﬁfans ‘show 51gn1flcantly less 1ntense reactlons and

‘fdlstance themselves.after»a~team falls,tcomparedvto:thoSe‘t'

fans who were hlghly 1dentlfled

: In addltlon, 1n other research on fan 1dent1f1catlon “v

'Wann (1997) reported that fans that were hlghly 1dent1f1edf
dtto a‘team_weregseeklng'ego enhancement’ 81nce those fans |
serVed‘partlculary attrlbutlon patterns after a.v1ctory
-;fnstead.of‘avdefeat.'ln thelr studles, they were able to'“ s

hshow that it was a case of ego enhancement as opposed to o

ego protectlon, 81nce those partlcular patterns were shown“

’after a. v1ctory 1nstead of after a loss In addltlon,‘theyc‘
lfound that 1nd1v1duals with a surplus of self esteem are
‘more llkely to be attracted to flndlng ways to enhancei'

"thelr egos as opposed to those that are just 1nterested in

protectlng thelr egos 'so they will not get damaged

Accordlng to Wann (1995),'the maln reasons belleved

‘to motlvate sport fans to watch sportlng events revolve o

around elghtuproposed motlvatlons These motlvatlons

ffnclude,‘escape, self—esteem;‘economrc,Qentertalnment,

’haesthetlc, group afflllatlon,feustress,‘and'family needs.
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Each of these motivations provide a different reason,
which is said ‘to inspire sport féns to watch a sporting
event.

Escape - this hypothesiied motivation of fans is their
desire to see sports as an escape route or a
diversion from normal, evéryday life (Wann, 1995).

‘An escape 1s seen as temporary and does not become
reality. To sports fans, watching sports serves as
a fantasy function and can be a joyful experience
if'a"bertain team or athlete performs better than
accustomed (Gantz,.1981). |

Self-Esteem - this motivation of fans is the need to
enhaﬁcé their overall self—confidencev(Gantz,
1981). Fans who ére motivated by type feel a sense
of achievement and accomplishmeht by watching or
éttending a sports game (Wann, 1995).
Identification with an athlete or a sports team
can overall boost a person's self-esteem and
vprestige-(Gantz & Wenner, 1995). For these fans,
when their team wins they are full of pleasure and
happiness, however, if their team loses, they get
very mad and hostile. When the team of interest is

winning and is successful, that gives the fans a
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feellng of self worth and satrsfactlon'(Gantzbki7;’
1981) b . ‘ .
| ',’E'cbrioml.? - this ..fr???fi*ia.tion of fans is the need to improve
S ;ﬁdiviaﬁélsjgelfgaﬁ&"éébiai»imagé; through anotherjf
*iarea;5%7§érti¢i§éti6n' Whenuan 1nd1v1dual w1ns a
;iisports gambllng bet there‘are certa1nd§]f=ﬁ
fpsychologlcal rewards that make the trlumphant
rlparty feel good and make them uant to»repeat thelrjw
'hjact? Sport fans who are motlyated by thls reasonliv
”»usually are more 1nterested ln w1nn1ng moneyvthan
"Qrtéams standlngs, but they stlll flnd some sort of »l
ig*aﬁ enjoyment from belng a‘sports fanf(Wann, 1995)
These people who bet‘on sports.con51der themselves
:5sportsvfans because 1t glve.them an opportunlty tO'”n

wager on. games and p0581bly w1n money

Entertalnment = thls motlvatlon of fans Ais. the need serves S

*} basrcally‘as_a-pastrmemfor“havrngpfunf'sLm}lar‘tQJ
'iwatchlng movres, goinglto'concertsfvand.liStening
t*lito mu51cb(Wann, 1995) These‘lnd1v1duals enjoy |
:jiwatchlng a sportlng contest for theupleasure theyv”‘
'urecelve from 1t and en]oy belng‘entertalned These»
"fans galn 1ncreased pleasure, happlness and
“'ysatlsfactlon,{regardless of the outcome of theb



Aesthetlc - Certaln fans are motlvated by the excellence,_
'beautyﬁnand creatrvrty‘of athletes ln’sportsn To
"h‘these'pertlcular:fans, sportlno events are seen as
'-fa'farmﬁof art; a'lovely,‘beautlful experlence f
‘Jb(Wanny 1995) for”ekample,»these'people_mlght"il
&ﬂreally enjoy seelng‘spectacular catches made in.
-lfootball perfect baseball sw1ngs, or-entertalnlng‘
flslam—dunks 1n basketball Wlth thlS klnd of o
fmotlvatlon, the beauty of sports may 1mprove
'n"peoples5oVerall lrferand make.them feelogood:about :
GroupiAffiliationif‘thlsimotlyation-lS'based:on a.fan'sb
| ,'desire‘tovbefwlth atéroupboffotherypeople’(Gantz&»
‘wenhe’r,. 1995) . The's‘é"“ iféséaréhe»'rs feel -t'hat" th:e )
"great thlng about sports is that it is a form: of
‘uenjoyment 51nce 1t glves people w1th s1mllar
',lnterestslavchance to 1nteract, These 1nd1v1duals
‘areimostly interestedlinvmaintalniné'grOupAf
cOntacts so they m'o”’n't' feel alie‘na‘ted _(W‘anﬁ,“
1995) These people llke to get together w1th
.others to watch shows, sports and other forms of
”entertainment'to talk to everyone‘and,have a goodvt
ta:tlme together‘ Watchlng sports can be a. soc1al |

:form of fun for some people, for‘exampley maybe ‘



goihgwoutcto-Sports bars;and watching:the game
with aflarge group'of fans[or_non4fans.:éports
. promotersuand,businesSes‘bank'of this need for
' sport fans to soc1allae by.openlng sport-bars,f
'"offerlng a famlly nlght at the stadlum or evean -
‘creatlng and formlngufan cfubs; | |
EuStress'+tthis.common motiVatfon forwfans,states thattﬁh
o vsports are gratlfylng because 1t prov1des theéj
»energy‘and stress that these people seek and. need
(Wann, 1997). The fans en}oy eXCltement and.
'anx1ety 1n thelr sportlng events These fans go
v’through an obv1ous change in ten31on and energy,v,l
whlch these people seek. Those spectators who’ iﬁf:
jrvnormally show the most.lntense:reactlons are‘thoseh'
who are hlghly 1dent1fy w1th a spec1f1c sports"
,team ThlS form of stress actually makes a}personv-f
feel better than worse. and it can have the power
:toylmprove‘a persons, . overall llfe; Resultsvfrom.ah
:istudy on prev1ew1ng behav1ors and motlyatlons by
most watched sport, found that the majorlty of |
"fans watch sports for thlS reason, ‘since they llke
“ the drama and tenslon feellng they recelve whlle

iwatchlng the game :
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Famlly Needs —1thls motlvatlon has to do w1th a fan s
de31re to want to spend tlme w1th hlS or her
famlly at a sportlng event (Wann, 1995) These

ipeople who watch games are not lnterested in the

outcome necessarlly,,but for the fun and closeness'w‘f

v.riw1th the famlly Gantz and Wenner (1995) argueaff

'that sports,.espec1ally telev1sed sports, are»pljf,,- s

'rvsultable for marrled and famlly llfe In addltlon,vr
for those partlcular famllles that have chlldren,:f'

,88 of Amerlcans feel that chlldren can learn hard

_work*and dlsC1pllne from,both»Watchlng‘and play;ngl S

fsportsr
ThlS papervuses the Sports Fan Motlvatlon Scale to
j“examlne what are fans motlves for watchlng/attendlng sportp
_ oames.~The Sport”Fan Motlvatlon Scale (SFMS) 1s,an‘v
1nstrument developed to measure elght dlfferent sport fan
mot1Ves (self—esteem;1eustress,iaesthetlc,,group
: affiliations,ﬁeSCape,Tentertainment,»economlc.andfamily)
'[wann, 1995] IR | | |

’p TV afflnlty is an attltude toward the medlum that -
‘reflects the 1mportance people a551gn to TV or. spec1f1c
~pprograms Greenbergv(l974)wf1rst reported'us1ng a -
'three 1tem leert scale to measure the 1nten31ty of one S

“attachment to TV Rubln (1977 1979) used that_measure,ﬂd
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and later increased it to five items (Rubin, 1981la).
Adoptions of the Television Affinity Scale (TAS) have been
used to measure affinity wifh soap operas (Rubin, 1981a),
TV news and information programs (Rubin, 1979), religious
programs (Ruban, 1983), and talk radio (Rubin, 1979). |

Affinity measures have been used in uses and
gratifications studies in which affinity is not usually
the primary:focus of the research. Affinity is usually
used to mediateior moderate the relationships between
other TV viewing variables such as motives and exposure.
Only a few studies have treated affiﬁity as a criterion
variable (Rubin, 1983).

In early studies, affinity was correlated with
viewing motives to explore the meaning of reasons for
using TV (Greenberg, 1974; Rubin, 1979). Other research
considered how éffinity related to ritualiétic and
instrumental media orientations (Rubin; 1983) and to
watching various TV‘programs such as 60 Minutes (Rubin,
19815) and the 700 Club. In recent research, affinity has
been a predictor variable for viewing outcomes such as
éérasociél iﬁtéraétion, soap opera cultivation, and Soap
opera involvement (Rubin,‘Pérse, & Powell 1985).

Most studies using adoptions of the scale report the

items they used. The TAS used by Rubin and Rubin (1982) is
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' giyenrbeloW:?Earliesztudles (Rubfn;yl9§9.rlQSIa)“usedlaf

:hnegatlvely morded‘ltem two, "If the telev131on wasn t
1work1ng, I would not ‘miss: 1t "vBut the double negatfve y»,
r‘made 1t conqu1ng Respondents mark thelr agreement w1th
the statements u51ng 5 p01nt leert scales, from strongly -
dlsagreevdll to strongly agree (5). Ayeraged scored-are U;
' usually used in analyses The scale ‘takes about l mlnuteﬂl
Hto cOmpleter_Thevltems»are'often.mlngled“w1th‘other_;': |
fattitudinal Statements.b | ) o
Although Greenberg (l§74) dld not report the

"rellablllty of the orlglnal three 1tem scale,‘four— and

flve 1tem Ver81ons are 1nternally‘conslstent Cronbach
ﬂalphas for the four 1tem yer51on range from, 75 to‘.83;
‘Halphas for the flve 1tem verSlon range from .79 to .93,f

fFour 1tem ver51ons usually exclude the negatlvely worded

1tem tO’lncrease-rellablllty Themscale has been used
rellably w1th dlfferent samples chlldren\(Rubin,;l979);
“tradltlonal and nontradltlonal college students (Rubin,'
Perse; & Powellv l985)~vadults‘(Rub1n, l98la)‘ and elders
(Rubin'&ARubln,ol982). Although afflnlty is conceptuallzed;.
asran:attitudehtOWards TV studles have not assessed theb‘
o scale S test- retest stablllty S
. Establlshlng valldlty for the TAS has‘not been a%f

primaryvresearch focus. Although there is no dlscuss1on of
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b‘scale,development#in thefliterature,hthe scalefitemsh"

fappear‘to>have;face.valldity;xThat lS]fthetitems Seemeto“
'ffhebasseSSind-a‘senseSof TV lmportance'and attachmentmto d
the medlum Researchers have found that the more motlvated '
people are to watch TV the more 1mportant they belleve TV}
cto be (Greenberg; 1974; Rubln;_l979,vl98la;;Rub1nv& Rnbln,'
7l1982) | | | |

Because afflnlty measures.how 1mportant people

,helieve TV or rts content';s; analyses do prov1de supportx
for coHStruct yalidity. Seweral authors-polnt out:thathV
'fshOUld?be'morehimportantfto.respondents who.hawe fewerf; |
'opportunfties for maSs.or interpersonal.communicatlon;'For:
‘example; u51ng contextual age measures,?ﬁubiﬁfand Rnbin
'(1982) observed that afflnlty was- negatlvely related to’:
self- rellance 1n an elder sample Talk radlo afflnlty also.
related to. perceptlons of belng less moblle, more frequent‘
_talk radlo telephonlng behav1or, av01d1ng‘1nterpersonal
i 1nteractlon, and receltlng fewer rewards from~
CCommunicating wrth.qthers (Rubln; l981a); And Rubln and
anbin (l982) obserVed_thatqdeaf respondentS‘report greater
affinity*fOr TV than do hearingvviewers They explalned
'that TV s 1mportance mlght reflect 1ts role as a social

surrogate-for the deaff-s‘
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Later studies that tested multivariate rélatibnships
among variables sudgest the scale's criterion-related
validity{ Affinity is a predictor of para-social
-interaction,vor feelings of interaction with TV
peraonalities (Rubin, Perse, & Powell 1985) . Soap opera
v affinity also predicted planning to watch a favorite soap
opera, engaging in fewer distracting'activitiea When
watching, and thinking about and talking about the program
after watching. |

Although there is‘enidence fdr»the scale's
reliability»and validity, affinity'acbrés are usually low.
On S—point scales, averaged affinity scores have ranged
from 1.45 to,3.38. MoSt.scores are in the 2.00-3.00 rangé
sdggesting thatrmost respondents do not see TV or specific
bprograms as‘eXtrémely important in their lives.

Research using the TAS has beén'restricted to uaes
and gratifications research. Becauae few studies nave
focused on affinity as an‘outcome»variablé~(Rnbin, 1981a),
little is known about va:ious influences on attachment to
different media. Becauae of its positive relationship to
exposure and initial results that support links to viewing
doutComes, affinity might hafe utility for media effects

studies.
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Although the literature on uses and grétifications
and_media usage inéludes many'studies of the negafive
influence of media effects on a number of consumer .
behaviors, research;delineating chaﬁacterisfics_of sports
fans and media’usage has not beén‘exéminéd. Specificélly,
a major‘gép in the current body of résearch on uses and
gratifications théory is the lack of comprehensive
understanding of how‘sports fan motivations differ as a

function of type of media use.
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CHAPTER TWO

-~ METHODOLOGY

Thebrespondents con31sted or 254 undergraduate
.‘college students (566 female and 44 ﬁaleltdrawn fr0m~"
Lcoﬁmunlcatlon classes/at cal;fornla StatebUniyersltyy'Saﬁp;ﬁ
vBernardino;"All:respondents.volunteeredu:althoughlcredityh
‘for a comﬁunlcatlon class was glven for part1c1patlon To'>'
malntaln‘raters. anonymlty, other than gender the study -
:g'dld not address other demographlc data All subsequent

findlngs are'based_onrthlsldata.

Measures

‘Sportlfan-Motivation,Scale?

| 'fRespOndentSTgperceptionspof‘theirumotivationsffor
| ‘sports»were»neasured-uith»the mortified»versionvof the
veSports:Fan5MOtiyatlon Scale7(Wann, 1997) Thls‘measure
_consistsyof.elght,differentymotiVes:=eustress,v |
Self—esteem, escape,‘entertainment aeconomic,”aesthetlcyv
.Hgfoup afflllatlon,‘and famlly The scale Was ﬁodifiedytohy
Ahﬁlnclude four 1tems grounded 1n thesportshtanuconteXtfor‘
eaCh.of the elght.motlvatlons. The24fltems;werev§resented
1n four groups of elght 1tems each onfa”fiVe—point i, |
'leert type scale-(strongly dlsagree to strongly agree)

Each group 1ncluded one 1tem from each dlmenSlon This
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‘precedure was employed as_a'safeguard against possible
meSsage’distertion. |

ibEVidence‘of construct validity for the original
- version of the scale is reported by Wann (i995). Estimates
ef interﬁal cOhsistency (chfficient.alpha) in this
adminietration were: eustress, .89; self—esteem, 183
escape, .76; entertainment} ;83; economic, .87; aesthetic,

.81; and group affiliation, .77; and family, .86.

Media Affiﬁit?

To assess media affinity, respondents were presented
with four possible types of mediums (television, radio,‘
internet, and'newspaperS) and asked which of type of
medium is'"one'ef the most important things I do each
day." In addition, a fifth other cetegory waS’aQailable to
respondents to,deseribe a medium - not included in the four
medie types. No respondent empioyed the other category.

Consequently subsequent analysis was based on the internet

(n = 71), television (n = 108), radio (n = 34), and
newspaper (n = 36) types of”mediums;b
Analysis

' The first set of analySesiassessed the level
motivators varies with each type of media. Stepwise

multiple discriminant analyses were performed on the
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entire eample,‘with the eight sport fan motivators as the
independent Variable and preferences for type of media
(television, internet, radio, and newspaper) as theﬁ
dependent variable. The stepwise selection criterion used
was Mahalanobis distance, in which the variable that
maximizes the distance between the tno‘closest groups is -
'selected. In addition, the canonical discriminant
functions were rotated, using varimax criterion and
Kaiser's nermalization, to improve their interpretation.
The second analysis used the ANOVA method to assess
individual motivator scales with those of media types.
This technique is basically similar to that»of regression
analysis. The main difference is that eaeh of the
predictor variables is dichotomized using a median-split
procedure. A major advantage of ANOVA is that it provides
a straight forward way of examining the direction of the

effects (mean scores for each of the‘conditions).'
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CHAPTER THREE

RESULTS'

f] The dfscrlmlnant anaiy51s produced one s1gn1ffoant
‘,canonlcal dlscrlmlnant functlon, and the sports fanvt'
lmotlvatlon scale‘dlscrlmrnated.among’the four medla typesg
fThe.drscrlmlnant functlon;(X£h= 30.27,vp <;g01)bwhrchljpff
E'expiainedETiéfofxthe‘relativeivarfanoe;,had positive
‘coefflc1ents for telev131on k 98y, internet:(.44);”radio

' (.31y,‘and newSpapers (10); The groups w1th pos1t1ve -

L Toentroid-were’television‘(,69)‘and Internet (- 31) media?*’fw "

,'ﬁypésr and the- groups with negatlve centr01ds.were radlof
':f—}28) and newspaperb(—;ZO) medla types These 1nd1cated o
.'that.résbaﬁaénté' were more llkely to have a preference |
_Efor telev1s1on and 1nternet to satlsfy thelr sports fan
- motlvatlonSuthan preferences-for.rale'and-newspaper‘.

E Table 1 1nd1cates 51gn1f1cant dlfferences were B
ohtalnedrforueustress (F = 5.16 df : 3/240 p < OOi;‘,
‘etaz %.fo7),,Seif-§steem"(' 3 15 df ; 3/244 p < ;05,
eta? = .05), escape (F = 7.11, df‘% 3/243 D <',001}j
eta2-=f,Oé),féhtertalnment»(E_; 4g21 df 3/245 p< o1,
r‘eta2‘= ;05);1é50n0mr¢'(F';.2;64;>dfi 3/245 p < 05 o
étaé';f}os), aesthetlcs (> $2.78, # 3/245 b < ECE_,_‘.

, eta2'='§04),_group afflllatlonp(F‘% 5.40,de1¥ 3/242,t,,ﬁ»
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P < .001, eta2 = .05), and family (F = 3.44, df = 3/243,
p < .05, eta2 = .06). s | |
“,Table"l;*

»Slgnlflcant Analy51s of Varlance Results, Means and

‘_Standard Dev1atlons for Motlvatlons on Types of Medla

T T T Wedis T

‘Motivations F—ratlo _d.f. p |Radio | TV | Internet Newspaper-

Eustress | 5.16 |3/240/.001 1.89 |2.68] 1.86 1.88
R N [ .93 [1.47] 1.07 .06

Self-Esteem. | )3i15‘,v3/244- 05 |2.27 [2.62] 2.08 | 2.16 _

=

.03 [ 1.37 | . .97 .| 1.05

o N [

 [Escape | 7.11 |3/243|.001]1.41 |2.15 97 | 1.51
o T | | | .65 |1.33 34 75

Entertainment | 4.21 |3/245] .001[1.89 |2.56 -89 79|

=

.98 .50 .21 .03

=

" [Economic | 2.64 3/245j 05 | 1.20 |1.50] 1.56 .27

.50 |1.11]  1.05 | - .62

HAA Y Y TS e e

[Resthetics | 2.78 “3/245» 05 | 1.63 |2.21] 1.70 74
stheries =2 I | .74 [1.39] .89 01

Group -  5.40 3/24231,ooif;1$8§j, .85 o1 | o2a1

| Affiliation . | - e _
N 99 |1.54 | 1.33 .05

R N R

Family | 3.44 |3/243| .05 |1.82 |2.24] 1.53 72

B ST S P ST P IS IS PR ISR N B

1 .92 }1.41 ) . .77 | 910

Scheffe' contrasts revealed that sport fan
vff;respondents w1th a. preference for telev151on (M = 2:68}_01
M =-2§55;:M,= 2 21, M= 2 85 ’% 2. 24) Were'more likelyip’

fato be motlvated by eustress,xentertalnment ‘aesthetlcs,“tﬁ.‘

'group afflllatlon, and famlly sports fan motlvatlons than;ﬂ*7"H

;iipaipreference for radlo (M 1 89; M ; 1. 89 1 63

-1 w

.1582) ilnternet (_~; 1, 86 M.: 1.89,

~ter=f1;70ifM‘ ,2;1i;fM;= 1. 53) or newspapers (M 1. 88

di‘M;¥~1;79j Mf?31.74LdM'£‘2}17(,Mo=_1¢72):nMoreover,'sport"
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fan respondents with a preference for television

(M = 2.15,>M‘= 1.50) were more likely to be motivated by
escape and economic than preferences for radio (M = 1.41}
M = 1.20) and newspapers (M = 1.51, M = 1.27). Finally,
sport fan respondents with a preferences for television
were more likely to be motivated by Self—esteem (M'¥ 2.62)
more often than preferences for the internet (M = 2.08.)
and newspapers (M = 2.16), respectively.

Scheffe' contrasts also indicated sport fan
fespondéntsiwith a preference for the internet (M ='1{97,_
M = 1.56) were mofe likely to be motivated by escape and
economic than preferences for radio (M = 1.41,.M = 1.20,),
and newspapers (M = 1.51, M = 1.27). Moreover, fespondents
Qith a preferénce'for‘the Internet (M = 1.53)‘werebleés
likely to be motivated by family than preferences for
radio (M = 1.82), television (M = 2.24) and newspapers

(M = 1.82).
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"DYVI SCUSSION ~ = -

The flndlngs lend llmlted support to the notlon thatb‘
bplndrv1duals w1th preferences for dlfferent medla possess ;jr
"dlfferent sports fan motrvatlonai patterns Spec1f1cally;7'
‘i,results 1nd1catefki5ifans reasons to seek out sports on. a:f
‘ipartlcularfﬁedlumipreferred telev151on and the 1nternet
»rather’than radlo and‘newspapers;p(Z) fans preferrlng to _"

"»v1ew sports onrtelev1s1on were llkely to be motlvated by ;fd

eustress, entertarnment”“aesthetlc, group afflllatlon and*

Vfamlly,,(3) fans preferrlng to v1ew sports on telev1Slon__

:rather than llsten to the radlo or read the newspaper wereﬁ'“-"'

v.llkely to be motlvated by escape and economlc reasons,,(4)i‘;’w

foans preferrlng to view sports on telev151on were llkely .
1yto be motlvated by self esteem rather v1ew sports on thei
, internet or read about sports in the newspaper, (55 fansv~
fpreferrlng to use the 1nternet to seek out sports rather"
bthan llsten to the radlo or read the newspaper were.more
.llkely motlvated by escape and economlc reasons,:(oj fans e
’preferrlng to use the lnternet rather thanvllsten tovthe
radlo, watch televrsronkbor read the newspaperbare less

'llkely to be motlvated by famlly reasonsv -



]The'?resenttobservétlonsfhave_§i§nifiCant:
-ffimplicatiQnS for‘researCh‘on sportsffanﬁmotivations’and:
media usefflt7had been’suggestedvthat previous‘research
focused'on (l)jhow-fan characteristics;affect motivathns,
ﬂdand KZ) fan‘motlvatlons were assoc1ated with antecedent
factors related to type of sport The pattern of flndlngs ‘,'

across the four types of medla, espe01ally telev151on,»‘

.pornts to the 1mportance thlS use of medla by fans to bothvﬂ

lresearch approaches For 1nstance, based on the present
flndlngs future sports fan motlvatlons research needs to
: address the assoc1atlon to characterlstlcs of teleV1s1on.
:Vlewers"and other telev1slon Vlew1ngyantecedents such as
programming, and cable versus network avallability;'The
.'_connecthn'betweenftelevision'Viewing and‘sport fan
'motiyations‘is Strong;'The'lack of:siénfficant differenCesv
'between fan preferences for radro and newspapers to seek
-out sports and scores on the sports fan motlvatlon scale
1s not clear One plau51ble explanatlon is perceptrons of o
pmedla preference may be llnked to medla usage motlvatlons
fThls”conclu51onvls con51stent'w1th the research:of Rubln/v
(1977;?l979 1981a) who found elght reasons why people
-j'watch teleylslon Reasons why 1nd1v1duals use other medra
v is’ not as clear However, based on Rubln.s researchllt ls

fp0581ble that fan users of radlo and newspapers may be.

1‘f43ih;b



‘bmore metivatedibyhﬁedia:reasbns than:fandreasons.'Aﬂyf
further study is needed to assess whether-fan metlvatlons
are related to-teleylslon ylew1ng-met1Ves; Anotherfh
‘explanatlon for the lack of s1gn1flcant drfferences rn‘ﬂ
‘radlo and‘newspaper,preferences reportedlln thls.study 15;?‘
.»fthe sampllng | : | y | | |
The present study was desrgned to be exploratory in
'nature.‘One prlmary llmrtatron’ls that the_sample was,
»nQnrande;and limited to coilege students whOn o
;seiffseleeted intthhe respondents.yIn_additibn; iny
seif—reported‘data‘uere“used:‘» S o

Several research 1ssues are ralsed by the present
','studyr.For example, it would be worthwhlle to know whether

:the flndlngs generallze te dlfferencesvrn gender and

‘::ethnlc1ty Longltudlnal studles would further
;:understandrng Qf‘theyuse of medra;and:sport’fan

“motivations.
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APPENDIX

QUESTIONNAIRE

45



Instructlons ‘Below are a series of statements'people,mayx
- make about sports spectatlng ‘and media use.. There are no
- right or wrong answers. Indicate the degree each statement.

"1applles toyou by plac1ng a number from 1 to 5 1n the

~ space provided. A 1 means you strongly. disagree, a 2 means_’
you disagree; a 3 means you are neutral or unsure, a 4. -
means you agree, and a 5 means you strongly agree

I ,One of the main reasons. that I watch read ,and
‘ -~ /or. dlscuss sports is that d01ng so glves me. the
-uopportunlty to temporarlly escape llfe s problems

2. ;__sOne of the main reasons that I watch read and/orﬂ,

‘ dlscuss sports is so I can bet on the sportlng '
events : :

3. ~One of the ‘main reasons that I watch read"and/ors

discuss sports is that I get pumped up when T am
vwatchlng my favorlte teams C . -

4.  One of the main reasons that. I;watch,fread, and/or
‘dlscuss sports 1s for: artlstlc value. ' -

5. ’jOne of the main reasons ‘that I watch, read, and/or
',JdlSCUSS sports is that I enjoy'the-beauty and
"grace of sports - ‘ '

,6;"-'f0ne of the main reasons that I watch read,'and/Orl |

. discuss sports is that I enjoy: belng _
‘ ‘phySlologlcally aroused by the competltlon

7. ;_; Sports are, enjoyable only 1f you can bet on the
B outcome . , : '
8.  One of the main ‘reasons that I. watch read and/or

.}dlSCUSS sports is that d01ng so makes me feel good
jwhen my team wins. : ’

x&;:"f One of the maln reasons that I watch read, and/or’
, dlscuss ‘sports is that" d01ng Yo} allows me to
»forget about my problems

E 10.. B Maklng wagers is the most enjoyable aspect of
’ ,belng a sports fan :

~11.  One of the main reasons that I watch, read, and/or
o .dlscuss ‘'sports 1is because most of. my frlends are
~ sports fans : :



‘:I'12;1__

13.
'_l4;

15.
16,
17,

18.
19,

- 20.
21,
22,
23,

24,
25,
26,

27?‘”?%

I enjoy watchlng sportlng events because to mei

“sports are a form of art.

‘To me, watchlng, readlng,‘and/or‘discussing sports
is like daydreamlng because it takes me. away from
“life! 's hassles : :

One of the maln reasons that I watch read and/or

dlscuss sports is I am the kind of person who
llkes to be w1th other people ‘ DR

‘I enjoy sports because of thelr entertalnment
~value. : . L

I en]oy watchlng sports more when I am w1th a

.large group of people

I ‘enjoy. watching sports because 1t 1ncreases my

'self esteem

I llke the stlmulatlon I get from watchlng sports

I enjoy watchlng, readlng, and/or dlscu551ng
‘7sports 51mply because it 1s a- good tlme

To me, sports spectatlng 1s 51mply a form of
recreatlon : :

To: me, my favorlte team s successes are’ my

' successes ‘and thelr losses are my losses

I like to watch, read, and/or dlscuss sports' v

because doing so glves me an opportunlty to be
with my spouse. -

I llke to watch, read; and/or discuss spOrtsyf

because, d01ng so gives me an opportunity to be
with my famlly G L : R

”fWatchlng telev1sron 1s one of the more 1mportant.

hlngs I do each day

U51ng the world w1de web is one of the more
1mportant things I do, each day

: Llstenlng to the radio is one of the more
”;1mportant thlngs I do each day ‘

Readlng the newspaper is one. of the more 1mportant
thlngs I do each day : : e e R
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2.
| 29,
» 30#'
Lt 31.
d33;

34,

35,

36.
37,

.38,
39,

40.
42.

43,

I would“

ﬂI would

web

‘be‘lQSt'w1thout telev151on to watch

be lost~wrthoutsaccess to the world w1de "

I would be losthwithout:radio to listen'to'

1 would

be lost w1thout the newspaper ‘to read

-Watchlng teleVlSlon 1s very 1mportant in my llfe

Access to the world w1de web 1s very 1mportant in

my llfe

'Llstenlng to the radlo 1s Very 1mportant in my

life.

Readlng the newspaper 1s very 1mportant 1n my llfe,ii

I could

days

UI could

web- for
I could

VI'couldQ

.several

eas1ly do w1thout telev1sron for several

‘easrly do w1thout access to the world w1de'
_several days - -

'eaSlly do w1thout radio for several days;

easrly do w1thout the newspaper for
days - :

If the televrslon wasn t worklng, I”wOuldvreally'

miss. 1t

If'I couldn t access the world w1de web ‘I would

1t

really miss 1t

If the radlo wasn t worklng, I?would.really‘miss

,If I didn' t recelve the newspaper, I;would really
,mlSS lt . . S AT :

mFor statlstlcal purposes only

~»Your favorlte spectator sport isz

: Your gender.

© Age:

,Female‘Male

'.Thank'You7For Your Assistance:

)


http:importa.nt
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