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ABSTRACT  

 

 

 Sport websites have become an important communication tools for companies and 

business, such as sport organizations, to deliver information, connect with sport consumers, 

generate profits, and much more. It is important for sport marketers to understand why and how 

consumers use sport websites. Based on uses and gratifications theory, a conceptual model of 

attitude toward the sport website including antecedents (user motives and interactivity) and 

consequence (revisit intention) was proposed. A pilot study (n = 106) was completed in order to 

test the scales that would be used in the test of the proposed model. A main study was completed 

(N = 530) in two stages. The total sample was split and a calibration sample (n1 = 265) was used 

to test the measurement model. A validation sample (n2 = 265) was used to cross-validate the 

measurement model from the pilot study, and test the proposed structural model. The results 

indicate that user motives and interactivity are significant predictors of attitude toward the sport 

website, which consequently influence intention to revisit a sport website.  
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CHAPTER 1 

 

 

INTRODUCTION 

 

 

People in modern society are heavily impacted by mass media, and sport participants and 

spectators are no exception (Coakley, 1990). Sport has a reciprocal relationship with the media. 

Mondello (2006) mentioned that “sports are unique forms of entertainment, requiring the media 

to provide a combination of coverage and news” (p. 280). The media provides an important link 

between sport events and sport consumers. Through media, people may enjoy sport games in 

different ways including watching games, discussing games with others, understanding player 

information, learning specific information about teams, and voting for which players are the best. 

The popularity of sport would likely be diminished without media (Zhang, Pease, & Smith, 

1998). Among the various forms of media, the Internet has quickly grown to become an 

important tool for communication, marketing, and advertising.  

Through the Internet, sport fans are able to immediately access volumes of sport data 

(e.g., team’s winning record, player’s statistics), interact with other sport fans (e.g., chat rooms), 

and share their favorite sports team’s information (e.g., MSN messenger) with others all around 

the world. NFL.com, launched in 1995, is considered the first official sport website. Since then, 

ESPN.com, SportsLine.com, and NFL.com have risen to point where they are ranked among the 

top 15 entertainment and information websites (Brown, 1998). ESPN.com reported their monthly 

user count as more than 15.1 million and 945 million page views per month in 2007 (ESPN, 

2007). NASCAR.com exceeded 1.5 billion page views and averaged 2.7 million users in 2003 

(Shank, 2005). The website for the 2000 summer Olympic Games attracted over 7.2 billion 

visitors (Shank, 2005). In addition, sport websites have become a valuable resource in generating 

revenues. According to Online Publishing Association research, sport fans in the United States 

have spent $30 million on online sports content (Shank, 2005). Real (2006) noted that 

MLB.com’s membership in 2004 included 300,000 subscribers (each spending $14.95 per 

month), generating approximately $6 million in revenue. Table 1.1 shows the number of monthly 

unique visitors to the four major sport websites (Street & Smith’s Sports Business Journal, 

2005). 
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Table 1.1  

Number of Unique Visitors in an Average Month to Professional League Websites 

 

 

 

 

 

 

Given the expanding impact of the Internet, it is important for sport marketers to turn 

their interest toward sport websites as a profitable and effective means of marketing. Mahony 

and Howard (2001) mentioned that sport marketers need to adapt to the changing marketing 

environment and approach potential customers using new technologies to increase profits. For 

example, successful sport marketers will need to focus on developing new markets, improve 

marketing strategies to reach target populations, and establish relationships between sport 

organizations and consumers, in order to predict customer needs in a changing environment. To 

succeed in these critical areas, it is essential for sport marketers to adopt Internet marketing and 

other new communication technologies (Mahony & Howard, 2001). Brown (2003) also 

emphasized the importance of Internet marketing as a future marketing tool, noting that 

organizations in the sport industry can generate profits through Internet websites, encouraging 

consumers to buy official team merchandise and event tickets, while reducing marketing costs. It 

is important for sport marketers to understand sport websites as a marketing tool in order to 

generate profits (e.g., selling team products) and use them as a communication tool to reach 

consumers. 

Statement of Problem 

Despite the increasing importance of the Internet, only a small amount of academic 

research has been conducted in relation to sport websites. Additionally, there are several 

limitations to previous research that has been conducted pertaining to sport websites. First, a 

majority of existing research has focused primarily on content analysis (Brown, 2003; Caskey & 

Delpy, 1999; Duncan & Campbell, 1999; Filo & Funk, 2005; Smith, Pent, & Pitts, 1999). For 

example, much of the work has investigated whether sport websites provide traditional 

marketing mix content (e.g., product, price, promotion, and place) (Brown, 2003; Filo & Funk, 

League Number of visitors per month (Thousand) 

National Football League (NFL) 9,438 

Major League Baseball (MLB) 6,454 

National Basketball Association (NBA) 4,241 

National Hockey League (NHL)  1,400 
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2005) or whether website marketers track hit rates, visitor rates, or the personal information of 

customers (e.g., demographic information) (Brown, 2003; Duncan & Campbell, 1999; Filo & 

Funk, 2005). Beech, Chadwick, and Tapp (2000) mentioned that many sport organizations utilize 

their websites to gather consumer information and track consumer movement rather than using a 

website to satisfy consumer needs. Sport marketers can utilize content analysis to assess website 

content and basic design. Content analysis, however, has limited utility in determining website 

effectiveness in terms of user satisfaction, revisit rate, and intention to purchase products via a 

website. It is not beneficial to design a website with numerous marketing-oriented tools if users 

are not interested and involved in the website. Therefore, it is necessary to research more 

consumer-oriented approaches, such as focusing on advancing our understanding of motivations 

for visiting a particular website, satisfaction with a website, attitudes toward a website, and 

behavioral intentions. 

 Second, although various technical functions including interactivity, immediate 

information processing, multimedia, and hyperlinks are prevalent and major factors in internet 

marketing (Palmer & Griffith, 1998; Ruggiero, 2000), there has been little attempt to understand 

how and/or whether technical functions impact the effectiveness of sport websites. Technical 

functions have resulted in substantial changes in the delivery of sports information to audiences 

compared to traditional media such as television and radio (Real, 2006). Among them, 

interactivity is considered to be a distinguishing feature of the Internet (Ko, Cho, & Robert, 

2005; Liu & Shrum, 2002). Media research shows that users of interactive websites can control 

information by searching, modifying, and eliminating information (Ghose & Dou, 1998; 

O’Keefe, O’Connor, & Kung, 1998; Sicilia, Ruiz, and Munuera, 2005). On sport websites, 

interactivity functions allow users to check team or player information at any time, log onto 

forums and blog sites to discuss their teams, watch highlights of games, and vote for the day’s 

best player. Interactivity can be one of the key functions on a sport website used to build a 

positive relationship between users and a sport organization. However, researchers in sport 

marketing have yet to comprehensively study the importance of interactivity functions. 

Although, Milne and McDonald (1999) identified the interactivity dimension as one of the 

important factors in the evaluation of sport websites, most sport organizations fail to use 

websites as an interactive marketing tool and ignore the potential to improve their websites using 

interactive functions (Brown, 2003). Considering the role of interactivity, it is important for 
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researchers to understand how people use interactive functions on sport websites and how 

interactivity may influence attitudes toward a website and prospective behavioral intentions.    

 In summary, this study will address the following problems: (1) the paucity of academic 

knowledge about ‘user motives’ and ‘user attitude’ toward sport websites and (2) the lack of 

knowledge regarding the importance of technological functions such as ‘interactivity’ in sport 

websites. I will include the proposal of a conceptual model and empirical test of the effect of user 

motivations and interactivity on attitude toward sport websites. 

Purpose of Study 

The main purpose of this dissertation is to examine the effect of user motives and 

interactivity on attitude toward a sport website, which is expected to influence intention to revisit 

a website. The purpose of this study is three-fold: First, to measure the importance of key 

motives in driving the use of sport websites. To investigate motives to visit sport websites, I will 

apply uses and gratifications theory as a theoretical framework. Since uses and gratifications 

theory is used to measure media effects from a user-oriented perspective, it can be a useful and 

practical tool in understanding sport website user’s motives (Ko, Cho, & Robert, 2005). Second, 

assess the importance of the interactivity dimensions considered to be key features of sport 

websites based on previous studies. Interactivity is regarded as one of the most significant and 

well-known technical functions on the Internet (Liu, 2003; Liu & Shrum, 2002; McMillan & 

Hwang, 2002). Third, examine the impact of proposed motives and interactivity on attitude 

toward the sport website, and the influence of attitude toward a sport website on intention to 

revisit the website. 

Conceptual Framework 

Attitude toward the Website 

 The term “attitude” can be defined as “a person’s overall evaluation of persons (including 

oneself), objects, and issues” (Petty & Wegener, 1998, p. 323). Attitude refers to individual 

views that can be positive or negative, favorable or unfavorable to an object, idea, or other entity 

(i.e., person, behavior, or event) (Ajzen, 2001). In the marketing literature Foxall, Goldsmith, 

and Brown (1998) write that, “An attitude is generally understood to refer to a predisposition to 

respond in a consistent manner to a stimulus, i.e., a tendency to act or behave in some predictable 

way” (p.102). Consumers have definite attitudes toward brands, products, and companies, 

mentioning that “I like something” or “I dislike something.” It is important for marketers to 
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measure and understand consumer attitudes to effectively develop products, a company’s brand 

image, advertising, and promotional strategies (Foxall, Goldsmith, & Brown, 2002).  

 As more and more consumers visit and use sport websites for activities such as joining 

communities, personalizing content, and buying products, sport organizations are increasingly 

interested in providing content and features which consumers desire. Sport organizations cannot 

be satisfied with just having a website; they must consider what content to include and what 

interactive features to incorporate in order to develop profitable websites. Long-term survival 

and profitability may be determined by better understanding what consumers think about a 

particular website and why they do or do not like a website. In other words, it is important to 

understand whether consumers have a positive or negative attitude toward a website. 

 Attitude toward a website can be defined as “…predispositions to respond favorably or 

unfavorably to web content in a natural exposure situation” (Chen & Wells, 1999, p.46). Chen 

and Wells (1999) developed their Attitude toward the Site ( ) scale to measure “general 

favorability toward the website” (p. 28), based on previous Attitude toward Advertising ( ) 

research (Aaker & Stayman, 1990; Brown & Stayman, 1992; Haley & Baldinger, 1991; 

Mackenzie, Lutz, & Belch, 1986; Lutz, 1985; Shimp, 1981). There are several measurements of 

website effectiveness such as visiting rate, duration of time, clicking time, and website 

satisfaction. However, most researchers currently agree that attitude toward the website is the 

most valuable indicator to measure website effectiveness, since there is evidence of consistency 

between attitude and behavioral intentions (and actual behavior) (Bruner & Kumar, 2000; Gao & 

Koufaris, 2006; Hwang & McMillan, 2002; McMillan Hwang, & Lee, 2003; Ko, 2002; Ko et al., 

2005; Luo, 2002). The results of several studies supported the premise that there are positive 

relationships between Attitude toward the Site ( ) and behavioral intention and actual 

behavior such as purchasing activity (Buuner & Kumar, 2000; Ko et al., 2005) and revisit rate 

(Luo, 2002). Gao and Koufaris (2006) also mentioned that attitude toward the website mediates 

the effect of attitude toward the brand and purchase intention and therefore is a key variable for 

marketing and advertising strategies. To understand the theoretical background of consistency 

between attitude and behavioral intention, this study applies the Theory of Reasoned Action 

(TRA) (Fishbein & Ajzen, 1975).  
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Theory of Reasoned Action. The Theory of Reasoned Action (TRA) (Fishbein & Ajzen, 

1975) provides a conceptual model of attitude-behavior consistency within a sequence of linked 

cognitive constructs: belief, attitudes, intentions, and behavior (Ajzen, 2008). The premise of the 

theory is that attitude toward a certain object influences behavioral intention, which leads to 

actual behavior (Ajzen & Fishbein, 1980; Fishbein & Ajzen, 1975). The TRA has been 

supported by a substantial body of literature (Ajzen, 2008, 2001; Armitage & Conner, 2001; 

Notani, 1998; Randall & Wolff, 1994; Sheeran & Orbell, 1998). Based on the TRA, users with a 

positive Attitude toward the Site ( ), are expected to report a greater likelihood of revisiting 

the website (intention), which in turn may produce the actual behavior, revisiting the website 

(Agrawal & Karahanna 200; Koufaris 2002; Skadberg and Kimmel 2004; Lee, Hong, & Lee, 

2004).  

Measuring Attitude toward the Site ( ) is a simple task. Of greater concern to sport 

marketers is understanding what variables influence whether Attitude toward the Site ( ) is 

positive. Based on previous studies of websites, two variables believed to affect Attitude toward 

the Site ( ) are user motivations (Chen & Wells, 1999; Ko, Cho, & Roberts, 2005; Luo, 2002; 

Papacharissi & Rubin, 2000) and interactivity (Johnson, Bruner, & Kumar, 2006; McMillan & 

Hwang, 2002; Liu, 2003). 

Motives to Use Sport Websites 

If marketers have a better understanding of consumer needs and wants, they will be able 

to better meet those needs and wants in order to satisfy consumers (Foxall, Goldsmith, & Brown, 

1998). In the same manner, understanding users’ needs and wants to visit sport websites (e.g., 

why consumer’s use sport websites) will provide insights into sport website success. In a sport 

fan motivation study, James and Ross (2004) mentioned that it is vital to understand why 

individuals have an interest in sport events and what factors motivate sport fans to keep attending 

and participating in sporting events. Understanding consumer motivations enables sport 

marketers to generate ideas for developing marketing strategies (e.g., promotion campaigns) to 

target specific populations (James & Ross, 2004). Similarly, for sport website marketers, 

understanding users’ motivations is important for developing and maintaining successful sport 

websites. Motivations that drive online users’ interest will encourage them to select certain 

websites with particular content to satisfy psychological and social needs (Blumler, 1979; Katz, 

Blumler, & Gurevitch, 1974; Lin, 1999). Therefore, it is vital for sport marketers to understand 
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consumer motivations to visit and utilize specific types of websites in order to create appropriate 

marketing strategies.  

Uses and Gratifications Theory. To understand motivations to visit and utilize sport 

websites, this study applies uses and gratifications theory. Uses and gratifications theory has 

been developed and applied in the communication field to investigate media effects. Introduced 

in the late 1950s by Elihu Katz, this theory is used to understand motivations driving media 

usage and the gratification consumers experience from media use. Uses and gratifications theory 

is defined as a psychological communication perspective that focuses on explaining how people 

use and choose mediums for different purposes (Katz, Blumer, & Gurenvitch, 1974). Whereas 

traditional media effect researchers considered mass communication from the perspective of the 

communicator, uses and gratifications researchers consider the audience as a starting point 

(Windahl, 1981). Numerous studies of uses and gratification theory have been conducted, 

dealing with different mediated communication tools such as traditional media (e.g., newspapers, 

radio, and television), non-traditional media (e.g., cable television and VCR), and, most recently, 

the Internet. Previous research examining uses and gratifications theory has found that various 

motivations impact different media (Blumler, 1979; Ferguson & Perse, 2000; Greenberg, 1974; 

Papacharissi & Rubin, 2000; Parker & Plank, 2000; Rubin & Rubin, 1992). At the same time, 

there is a recognition that fundamental user motivations have not changed even with the 

development of new media (Lin, 1999; Ko, et al., 2005). For example, media researchers have 

considered particular motives to be important: entertainment, information, social interaction, 

escape, pastime, relaxation, and companionship (Ko, et al., 2005; Lin, 1999).  

 Motivation is a crucial component for understanding consumer attitudes (Lutz, 1985). 

Rubin (2002) noted that one facet of uses and gratification studies has been “the links among 

media-use motives and their associations with media attitudes and behaviors” (p.532).  In early 

advertising studies, Lutz (1985) mentioned that a consumer’s motivation is one of the 

antecedents of attitude toward the ad. In website research, Chen and Well (1999) mentioned that 

entertainment and information are two major antecedents of Attitude toward the Site ( ). In 

addition to Chen and Well’s research, other studies support the connection between motivations 

and attitude toward the websites (Chen, Clifford, & Wells, 2002; Gao & Koufaris, 2006; Ko, 

2002; Ko, Cho, & Roberts, 2005; Korgaonkar & Wolin, 1999; Luo, 2002). Along with 

motivations, interactivity is also believed to influence attitude toward the website.   
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Interactivity in Sport Websites  

 What is the primary difference between traditional media and the Internet? Many 

researchers respond, “interactivity” (Ha & James, 1998; McMillan, 2000; McMillan & Hwang, 

2002; Liu, 2003; Wu, 1999). Traditional media disseminate information as one-way 

communication forms (senders  receivers), but Internet users can communicate in a two-way 

form (senders    receivers) (Cho & Leckenby, 1999). In terms of the interactivity level, 

traditional media such as newspaper, radio and television, are considered low-level interactive 

media. On the other hand, the Internet is regarded as high-level interactive media (Steuer, 1992). 

Even though there are still arguments regarding a definition of interactivity, in general, 

interactivity in computer-mediated communication can be defined as “the extent to which the 

communicator and the audience respond to, or are willing to facilitate, each other’s 

communication needs” (Ha & James, 1998, p.461). Since interactivity is one of the most 

exclusive functions of the Internet, the concept has been discussed in several fields including 

advertising, communication, marketing, and even education (Ko, Cho, & Robert, 2005; Ha & 

James, 1998; McMillan, 2000; McMillan & Hwang, 2002; Liu, 2003; Wu, 1999).  

In sport website research, Brown (2003) emphasized interactivity functions between sport 

organizations and customers as the critical component of sport marketing on the Internet. 

Through sport websites people can find several different interactivity functions, which make 

sport websites different from other media such as TV, radio, and newspaper. For example, users 

on sports websites chat with other fans participating in fantasy games, vote for the best players of 

the day, email sport organizations, create customized homepages, and become involved in 

forums with others. To take advantage of this tool, sport marketers need to focus their marketing 

strategy on ensuring their websites are constructed using elements that allow the visitor to 

interact with the organization (Brown, 2003). However, most sport website marketers and 

developers in small sport organizations fail to utilize websites as a tool of interactive marketing 

and do not communicate with consumers (Brown, 2003; Filo & Funk, 2005).  

The positive effect of interactivity in relation to websites has been supported by previous 

research (Cho & Leckenby, 1997; Hwang & McMillan, 2002; Ko, et al., 2005; McMillan, 

Hwang, & Lee, 2003; Raney, 2005; Sicilia, 2005). In prior media and communication studies, 

researchers mention that interactive functionality attracts users to stay longer (Ko et al., 2005), 

keeps users aroused and involved (Raney, 2005), and helps users  process information (Sicilia, 
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2005). Several studies provide evidence of the positive effect of interactivity; websites with 

interactive elements are more likely to be considered as top websites compared to websites with 

non-interactive content (Ghose & Dou, 1998; O’Keefe, et al., 1998). For example, customized 

content (an interactivity function) provides more specific information based on consumer’s need 

and wants, involving users to a greater extent. They have control over the information process. 

Such control over the information exchanged has been shown to increase the level of 

involvement, which is expected to lead to better evaluations and responses from the consumer 

(Coyle & Thorson 2001; Sicilia, Ruiz, & Munuera, 2005). In the same manner, engaging 

consumers through interactivity functions (e.g., customizing content, chatting with others, 

visiting blogger, voting pools, and typing comments), sport organizations can increase the 

individual’s usage rate of their sport websites and the user’s level of involvement, which is 

expected to foster a positive attitude toward the organization. Previous studies also provide 

evidence that interactivity functions lead to positive outcomes such as positive perception and 

attitude toward the website (Ghose & Dou, 1998; Hwang & McMillan, 2002; Ko et al., 2005; 

Liu, 2003; McMillan, Hwang, & Lee, 2003; Raney, 2005; Wu, 1999). 

Proposed Model of Attitude toward the Sport Website  

 A proposed model of the effects of user motivations and interactivity on attitude toward 

the sport website is presented in Figure 1.1. In relation to the model, several research hypotheses 

are proposed to examine the antecedents (motive and interactivity) of attitude toward the sport 

website, which consequently influence intention to revisit. Five motives (entertainment, 

information, social interaction, escape, and economic) and three interactivity dimensions (active 

control, two-way communication, and real-time information) are proposed as variables 

influencing attitude toward the sport website.  
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Figure 1.1. A proposed model of attitude toward the sport website. 
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Research Hypotheses  

 The following research hypotheses were developed from the proposed model of attitude 

toward the sport website (see Figure 1.1).  

Hypothesis 1: User motives are positively associated with attitude toward the sport website. 

Hypothesis 2: Interactivity is positively associated with attitude toward the sport website. 

Hypothesis 3: Attitude toward the sport website is positively associated with intention to revisit 

the sport website. 

Hypothesis 4: Attitude toward the sport website fully mediates the relationship between 

antecedents (user motives and interactivity) and intention to revisit. 

Definitions of Terms 

The following terms are defined in order to help clarify the main concepts of this study:  

1. Sport website 

Sport website refers to any websites that provides information on sports, sells sport products, 

and offers services related to sport. Sport websites can be grouped into one of four categories 

(Caskey & Delpy, 1999): content websites, team or league sites, commerce sites, and 

gambling websites.  

2. Uses and gratifications theory 

Uses and gratifications theory is defined as “(1) the social and psychological origins of (2) 

needs, which generate (3) expectations of (4) the mass media or other sources, which lead to 

(5) differential patterns of media exposure (or engagement in other activities), resulting in (6) 

need gratifications and (7) other consequences, perhaps mostly unintended ones” (Katz, 

Blumler, & Gurevitch, 1974, p.20). 

3. Interactivity 

Liu and Shrum (2002) defined interactivity as “the degree to which two or more 

communication parties can act on each other, on the communication medium, and on the 

messages and the degree to which such influences are synchronized” (p. 54 ).  

4. Two-way communication 

Two-way communication refers to the mutual communication (1) between users and users or 

(2) between users and messages on the Internet (Liu, 2003).  
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5. Active control 

Active control can be described as “a user’s ability to voluntarily participate in and 

instrumentally influence a communication” (Liu, 2003, p. 208) 

6. Real-time information  

Real-time information refers to “the degree to which users’ contribution to a communication 

and the responses they receive from the communication are simultaneous (Liu, 2003, p. 16). 

7. Attitude toward the website 

Chen and Wells (1999) defined attitude toward websites as Web users’ predispositions to 

respond favorably or unfavorably to Web information and contents in natural exposure 

situation.  

Limitations of the Study 

There are limitations with the proposed study that must be addressed.  

1. The study is limited to a sample from a population of undergraduate students in universities 

and colleges. Therefore, it is difficult to generalize the result to another population of Internet 

users. 

2. Since the study is conducted based on survey research, it is presumed that respondents clearly 

understood the questionnaire and thoughtfully and honestly answered each survey question. 

 

 Chapter 2 contained a review of previous studies related to current study (e.g., previous 

Internet studies in sport marketing, content pertaining to attitude toward website, the definition 

and evolution of uses and gratifications theory, definitions for and sub-dimensions of 

interactivity, and a proposed model of user’s motivations and interactivity for sport websites). 

Chapter 3 presented the research design, scale development procedure, and results of pilot study. 

Chapter 4 reported results of main study with two data samples. Chapter 5 contained discussions 

of the results, implication, and suggestions for future research.  
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CHAPTER 2 

 

 

LITERATURE REVIEW 
  
 

The content in this chapter includes a critical review of previous research related to (1) 

Internet website research in general and sport specifically, (2) attitude toward the website, (3) 

uses and gratifications theory, and (4) interactivity. In the first section, I present the review of 

website research in general and sport-based website research specifically. Based on a review of 

the literature, the direction of the future research is discussed. In the second part, I explain how 

attitude toward the website originated and is currently applied to website research. In the third 

part, I describe the evolution of uses and gratifications theory from its origins through present 

day research. Based on uses and gratification research, I present five motives expected to 

influence visits to sport websites. In the fourth part, I describe the concept of interactivity, 

including its origins, dimensions, and applications with the future directions of interactivity.  

Based on the literature review of interactivity, I propose three dimensions of interactivity in sport 

websites.  

I. Internet Website Research 

Website Research in General  

The Internet stands as one of the most vivid illustrations of social and technical 

advancement in recent times. The World Wide Web has become a familiar phrase in today’s 

language; other noticeable terms such as “dot-com”, “websites”, or “Web page” are also now 

commonly used. The growth of the Internet has created sub-cultures and major industries which 

provide support for this “new” technology. Despite its brief history, the Internet has become one 

of the most important communication tools in the world. According to Internet World Stats 

(2006), worldwide Internet users representing over 233 countries totaled more than 1 billion in 

2006. The Internet has changed the way and mode in which we do business, share information, 

shop, send mail, and market products. The Internet has greatly increased companies’ abilities to 

carry out business faster and with more precision (Kotler, 2003). Advertising through the 

Internet offers opportunities for advertisers to develop strategies using various website 

advantages such as interactivity, low setup costs, and global coverage (Cho & Cheon, 2005). In 

education, colleges and universities have adopted information technologies and now rely on the 
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Internet for activities such as teleconferencing, distance education programs, and computer-

mediated teaching (Stafford, 2005). As the Internet has grown, numerous researchers in different 

academic fields, such as information systems, advertising, marketing, communication, and 

education, have sought to investigate websites with diverse research purposes (Bruner & Kumar, 

2000; Ebersole, 2000; Hong, Kim, & Lee, 2008; Ko, Cho, & Robert, 2005; Malhotra & Galletta, 

1999; Papacharissi, 2002; Papacharissi & Rubin, 2000; Stevenson, Bruner, & Kumar, 2000). 

 In the field of computer information systems, Hong, Kim, and Lee (2008) mentioned that 

“the determinants of computer technology acceptance and utilization among users have been 

consistently drawing the interests of the researchers” (p.61). Many studies in this field applied 

Technology Acceptance Model (TAM), Theory of Reasoned Action (TRA), and Theory of 

Planned Behavior (TPB) as the theoretical background (Hong, Kim, & Lee, 2008). For example, 

Malhotra and Galletta (1999) investigated the extended TAM with social influences (subject 

norms in TRA) based on the TRA. The results showed that social influences play an important 

role in the TAM, affecting “attitude toward using” and “behavioral intention” in the TAM.     

 In the field of advertising, several researchers attempted to develop conceptual models of 

websites usage (Bruner & Kumar, 2000; Ko, Cho, & Robert, 2005; Stevenson, Bruner, & 

Kumar, 2000). Bruner and Kumar (2000) suggested a Web advertising hierarchy-of-effect model 

proposing a hierarchy effect on attitude: attitude toward the websites  attitude toward the 

advertising  attention to the commercial  brand attitude  purchase intention. Ko, Cho, and 

Robert (2005) suggested a conceptual model of global interactive advertising and examined the 

causal relationship between several important variables (e.g., motives, interactivities, duration of 

Web usages, attitude toward the site, and attitude toward the brand).  

 In the field of communication, researchers focused on measuring users’ psychological 

perspectives about the different websites, such as users motives in different websites (Chen & 

Corkindale, 2008; Chung & Kim, 2007; Muhtaseb & Frey, 2008; Rodgers & Sheldon, 2002), 

contextual age (Papacharissi, 2002; Papacharissi & Rubin, 2000), self-efficacy (LaRose & 

Eastin, 2004), social identification (Pentina, Prybutok, & Zhang, 2008), and social presence 

(Papacharissi & Rubin, 2000). For example, in health-related website research, Chung and Kim 

(2007) examined blogging activity among cancer patients and their companions. Based on uses 

and gratifications, they suggested four factors of gratifications of participating in blog activities 

(prevention and care, problem-solving, emotion management, and information-sharing) and 
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predictors of gratification outcomes (demographic variables, credibility of blogs, Internet skill 

level). 

 In an education context, Kuehn (1994) investigated uses and gratifications in computer-

aided instructional settings. The study found that several users motives including convenience, 

diversion, relationship development, and intellectual appeal. Ebersole (2000) investigated why 

students in public schools use the Internet. The results showed that students utilized the Internet 

for research and learning purposes as well as a socialization tool. Recently, Stafford (2005) 

applied a three factor gratifications model (process gratification, content gratification, and social 

component gratification) to the Internet-supported distance education environment.  

Website Research in Sport 

In an early study, Caskey and Delpy (1999) mentioned that sport websites can be grouped 

into one of four categories: (1) content websites, (2) team or league websites, (3) commerce 

websites, or (4) sport gambling websites. “Content websites” include any total sport websites 

that gather sport information such as sport news, scores, and team or player analysis (Caskey & 

Delpy, 1999). Sport websites such as www.espn.com, www.msn.foxsports.com, 

www.cnnsi.com, www.sportnews.com, www.sports.yahoo.com, www.sportingnews.com are can 

be categorized as content sport websites. They provide information using new media functions. 

For example, ESPN.com offers the following features: headline news, multimedia, highlight 

video clips, shopping for licensed merchandise, score boards, features stories, team and player 

statistics, and links to NFL, MLB, NBA, NASCAR, NHL, and intercollegiate websites. The 

sport content websites mainly obtain revenue by collecting subscribing fees and through 

advertising. 

 “Team or league sites” represent the official websites of college and professional leagues 

or teams (Caskey & Delpy, 1999). The following sport websites belong to this category: 

NBA.com, NFL.com, NHL.com, intercollegiate sport websites such as seminoles.com (Florida 

State University), rolltide.com (University of Alabama), and ohiostatebuckeyes.com (Ohio State 

University). These websites not only provide information about players, team records, and other 

statistics that enable fans to gain background knowledge of sport leagues (conference) and teams, 

but also sell official merchandise and event tickets. The main sources of their revenues are online 

advertising and site sponsorship, online ticket sales, and merchandise sales (Caskey & Delpy, 

1999). 
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“Commerce websites” are designed to sell sport-related products or services on the 

websites (Caskey & Delpy, 1999). Websites such as nike.com, adidas.com, puma.com, 

callaway.com (golf), willson.com (tennis), and teamarena.com (swimming) are included in this 

category. These websites provide not only information geared toward selling a product, but also 

information aimed at improving companies’ images. For example, Nike.com provides company 

history (Nike foundation), mission, news, e-newsletter, investors’ information, corporation social 

responsibility, product technology information, customer service, job postings, and annual report 

like earnings. It also includes links to the Nike international websites so that international 

consumers are easily attracted by the unique information from the website. The main source of 

revenues for these websites is through the selling of products and/or services (Caskey & Delpy, 

1999). 

 “Sport gambling websites” are designed to provide consumers with the opportunity to bet 

on sporting events on the Internet (Caskey & Delpy, 1999). Wagering on sport websites 

generates several billion dollars per year. However, the point is arguable whether or not the 

gambling websites belong to the category of sport. Even though there are several websites purely 

for the purpose of sport gambling, most gambling websites also provide other games such as 

Poker, Blackjack, Craps, and Baccarat. Therefore, it is arguable whether sport gambling websites 

could be considered one of sport website types. 

 Even though these different sport websites could product potential benefits, sport 

marketers have not fully utilized the Internet as an effective marketing tool (Caskey & Delpy, 

1999). For this reason, Caskey and Delpy suggested three major online revenue models which 

the marketer can apply with online sport websites: (1) the online advertising/sponsorship model, 

(2) the subscription model, and (3) the online commerce model. The advertising/sponsorship 

model is related to various shapes and forms of advertising on internet websites. Banner 

advertising is the most well-known of these forms. Web marketers and designers can generate 

money using the click-through method, which refers to the number of times consumers visit and 

click the advertising. The subscription model is characterized by log-in users who enter user 

names and passwords to access sport websites. Using this model, web marketers and designers 

can generate revenue by charging for premium information which only members can access. The 

online commerce model is associated with websites that sell sport merchandise or tickets, 

adopting several different access tools (e.g., credit card access). Using these three models, the 
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researchers investigated 158 sport websites providing sport contents or selling sport products. 

The result showed that most sport websites utilized banner advertising (online 

advertising/sponsorship model), but did not apply subscriptions to members (the subscription 

model) as a revenue source. 

Pope, Brown, and Forrest (1999) examined factors influencing the intention to purchase 

sport products through sport websites. They considered perceived risk, innovativeness, gender, 

and purchasing decision involvement as influential factors when website users buy sport 

products on sport websites. The researchers found that gender and innovativeness have 

significant effects on the online purchase intention, whereas product type, purchasing decision 

involvement, and Internet involvement do not. The researchers concluded that males with a high 

level of innovativeness are more likely to purchase sport products on the Internet. 

Research by Milne and McDonald (1999) was focused on the comparison of four 

professional leagues’ websites: the NFL, the NBA, the NHL, and the MLB. Ten criteria were 

developed to evaluate sport websites. These included graphics, informativeness, ease of use, 

questions, speed, website links, games, structure, and interaction. Using factor analysis, the 

researchers found two significant dimensions to evaluate sport websites: interactivity and 

functionality. The interactivity dimension includes interactive features, games, and online 

questions, while the functionality dimension includes the degree to which a site is informative, 

ease of use, speed, and structure. The researchers found that the NBA websites were the most 

favorable websites based on several factors (overall experience, structure, ease of use, how 

informative they were) compared to those of the NFL, the NHL, and the MLB. 

Among several professional sport leagues, Brown (1998) investigated 26 major league 

baseball team websites in order to determine what kinds of content they provide and how the 

content related to marketing elements (e.g., the traditional “four P’s” of marketing). The 

researcher divided various content of sport websites into the following four elements of the 

marketing mix: product (teams, tickets, merchandise), price (ticket prices), promotion (team 

information), and place (game and stadium information). Based on content analysis, the 

researcher found that most major league baseball teams’ websites focused on product and place 

information in their websites.  

In another study by Brown (2003), 750 sport organizations were selected and surveyed 

based on the Sport Industry Segment Model of Pitts, Fielding, and Miller (1994). Three research 
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questions were established to analyze marketing on sport websites in sport industry: (1) “what is 

the profile of website user activity in the industry”, (2) “what are the most important marketing 

communication objectives of website owners”, and (3) “what are the perceived benefits of 

establishing a website”. The researcher found that most sport website managers utilized their 

websites to provide information about an organization to the website’s visitors. The perceived 

benefit of the websites involved reaching a desirable demographic and establishing customer 

loyalty. However, most organizations do not track website hits, visits, or page views, which are 

important factors to consider when attempting understanding why Internet users visit websites. 

The author pointed out that this lack of information could be problematic when selling product or 

providing advertising, as advertisers are interested in the number of unique users and page views 

on the websites (Bernstein, 1999).   

McClung, Hardin, and Mondello (2004) investigated Division I-A and I-AA collegiate 

athletics websites. The purpose of their study was to determine whether the websites provided 

enough marketing elements and interactive features for users. Almost 80% of Division I-A 

institutions provided ticket information, donor information, and merchandise sales as marketing 

strategies in collegiate websites. They also provided email updates, surveys, graphic downloads, 

chat, and electronic postcards as interactive features. When Division I-A was compared to 

Division I-AA, there were significant differences among merchandise sales, tickets, and revenue 

generations (Division I-A provided significantly more marketing elements than Division I-AA). 

 More recently, two articles in the Journal of Sport Management, provided information 

about the investigation of sport website user’s motivations (Hur, Ko, & Valacich, 2007; Seo & 

Green, 2008). Seo and Green (2008) proposed 10 consumption motives for professional sport 

team websites: fanship, interpersonal communication, technical knowledge, fan expression, 

entertainment, economic, pass time, information, escape, and support. Hur, Ko, and Valacich 

(2007) proposed a conceptual model of motivations and concerns when using sport websites for 

information and shopping. Five motivations (i.e., convenience, information, diversion, 

socialization, and economic) and four concerns (i.e., security and privacy, delivery, product 

quality, and customer service) were included in the model. These studies supported the idea that 

motivations to use sport websites are similar to other motivation studies of Internet usage in 

different contexts (Hur, Ko, & Valacich, 2007; Seo & Green, 2008). 
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Summary  

 Sport marketers recognize that their team (company) websites are currently an important 

component of marketing strategies, since various functions in websites can satisfy a wide range 

of sport fan’s needs (Wright, 2002). Even though the sport websites practically become one of 

the critical factors for generating profits or promoting their teams and organizations, sport 

website studies have not fully investigated the diverse research topics, particularly in comparison 

to website research in other fields of studies such as computer information, communication, 

marketing, and advertising. Previous studies in other areas attempted to apply traditional theories 

and models (e.g., Technology Acceptance Model, Theory of Reasoned Action, and Theory of 

Planned Behavior) and develop conceptual models for different types of websites (Bruner & 

Kumar, 2000; Hong, Kim, & Lee, 2008; Ko, Cho, & Robert, 2005; Stevenson, Bruner, & Kumar, 

2000). However, a majority of the previous research examining sport websites has focused 

mainly on content analysis including tracking hit rates, visitor rates, or the user’s demographic 

information (Brown, 2003; Caskey & Delpy, 1999; Duncan & Campbell, 1999; Filo & Funk, 

2005; Smith, Pent, & Pitts, 1999). Even though these indicators provide basic information to 

marketers, it is difficult to understand why a user visits a website or access particular content. 

Some studies have examined user motivations and concerns (Hur, Ko, & Valacich, 2007; Seo & 

Green, 2008), but previous research has not included analysis of the key features of the Internet 

such as interactivity, nor has previous work examined the role of motivations in influencing 

consumer attitudes and ultimately consumer behavior. The current study is an attempt to extend 

our understanding in the described areas. 

II. Attitude toward the Website  

Origin of Attitude toward the Website 

Although definitions of attitude vary among scholars, most agree that attitude is the 

tendency to respond to an object with some degree of favorableness or unfavorableness (e.g., 

Eagly &Chaiken, 1993; Fishbein & Ajzen, 1975; Petty & Cacioppo, 1986). The concept of 

attitude has been a focus in numerous consumer behavior studies (Ajzen, 2008). For example, 

Foxall, Goldsmith, and Brown (2002) mentioned “measuring and understanding consumer 

attitude allow marketers to develop the products consumers want, promote these products 

effectively and evaluate their efforts at promotion” (p.102). In Internet research, the concept of 

attitude also forms an important role because there is a crucial link between how consumers feel 
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about a website (i.e., attitude) and how they act in relation to the website through behaviors such 

as buying products and talking about the website (i.e., behavior). The Theory of Reasoned 

Action (TRA) developed by Fishbein and Ajzen (1975, 1980) has been extensively used as a tool 

to help explain the link between attitude and behavior. The TRA describes attitude as a sequence 

of liked cognitive constructs: belief, attitude, behavior intentions, and behavior (Ajzen, 2008). 

Even thought the TRA provides a conceptual model of attitude-behavior consistency, the model 

actually presents behavioral intentions between attitude and behavior. Foxall, Goldsmith and 

Brown (2002) explained the relationship between behavior intention and actual behavior as 

follows:  

 

It is assumed that under the right conditions then intentions will approximate  

behavior itself. Behavioral intentions are portrayed as a function of two other  

factors: (1) the respondent’s attitude toward behaving in a prescribed manner (2)  

his or her subjective norm, i.e. the respondent’s beliefs about other people’s 

 evaluations of his or her acting in this way, weighted by his or her motivation to   

comply with that they think (p.104) 

 

 Various researchers have provided evidence of positive correlations between (1) attitude 

and behavior intention and (2) behavior intention and actual behavior (Armitage & Conner, 

2001; Carron & Mack, 1997; Miller, 2005; Notani, 1998; Randall & Wolff, 1994; Sheeran, 2002; 

Sheeran & Orbell, 1998). Based on the links among attitude, behavior intention, and behavior in 

the TRA, it is assumed that understanding attitude toward the website is a critical factor for 

predicting a user’s potential behavior. As a result, several website researchers attempted to 

develop an attitude toward the website scale to predict actual behavior or as a tool to evaluate a 

website (Chen & Wells, 1999; Chen, Clifford, & Wells, 2002).  

 Since attitude toward a website is based on attitude toward advertising, it is important to 

understand attitude toward advertising. Lutz (1985) defined Attitude toward Advertising ( ) 

as “a predisposition to respond in a favorable or unfavorable manner to a particular advertising 

stimulus during a particular exposure occasion” (p.46). Previous studies of advertising have 

shown that attitude toward advertising ( ) is the best single predictor of the effectiveness of 

advertising, such as brand attitude and purchasing intentions (Aaker & Stayman, 1990;  Brown & 
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Stayman, 1992; Haley & Baldinger, 1991; Mackenzie, Lutz, & Belch, 1986; Shimp, 1981).  In an 

early Web advertising study, Ducoffe (1996) mentioned that there should be an understanding of 

how people perceive advertising on the Web, since a use of the Internet was growing. Applying 

the concept of attitude toward advertising, Ducoffe (1996) measured attitudes toward Web 

advertising by the following single item: “How would you describe your overall attitude toward 

advertising on the World Wide Web?” In a similar study by Cho and Leckenby (1999), attitude 

toward advertising was named “attitude toward the target ad,” which was measured by the 

following items: “I like this ad, this ad is unpleasant, this ad is involving, this ad is annoying, this 

ad is informative, this ad is boring, this ad is good, this ad is entertaining, and I would enjoy 

seeing this banner ad again” (p. 12). The results indicated that high levels of involvement and 

higher degrees of interactivity yielded a positive (favorable) attitude toward the target 

advertising. These previous studies related to attitude toward advertising ( ) were 

fundamental to developing a scale to measure attitude toward the website. 

Scale Development of Attitude toward the Site ( ) 

Since there was an absence of scales to measure user attitude toward a website in general, 

Chen and Wells (1999) developed a new scale that measured attitude toward the website. Based 

on previous Attitude toward Advertising ( ) research, Chen and Wells (1999) suggested a 

new scale (6 items) called Attitude toward the Site ( ) to measure “general favorability 

toward the website” (p. 28). Chen and Wells (1999) defined Attitude toward the Site ( ) as 

“web surfers' predispositions to respond favorably or unfavorably to web content in natural 

exposure situation” (p.46). In the first study, Chen and Wells (1999) presented the scale 

development for Attitude toward the Site ( ). In the follow-up study, Chen et al. (2002) 

applied the scale to different websites and populations in order to test the scale’s reliability and 

validity. Since Attitude toward the Site ( ) (Chen & Wells, 1999) is well-known and many 

current studies applied the scale as measurement of Web effectiveness in Internet and advertising 

research (Hwang & McMillan, 2002; Luo, 2002; McMillan, Hwang, & Lee, 2003), it is 

important understand these two studies by Chen and her colleagues in detail (Table 2.1). 
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Table 2.1 

 Summary of the Scale Development of Attitude toward the Site ( )  

Scale Development of Attitude 

toward the Site ( ) 

Study 1
(Chen & Wells, 1999) 

Study 2 
(Chen, et al., 2002) 

Population  University students Professional Web developers  

Bivariate correlation (r): 
Correlations among scale 
items  

.73~.55 .91~.64

Unidimensionality: All six 
items loaded on one factor  

Accounts for 73 percent of the 
matrix variance 

Accounts for 84 percent of the 
matrix variance 

Coefficient Alpha  .92  .97

Item-to-total correlation “No item deletion 
significantly increased 
reliability” (p.29) 

“No item deletion significantly 
increased it (reliability)” (p.35) 

Primary dimensions that 
account for Attitude toward 

the Site ( ) 

Entertainment 
Information  
Organization 

Entertainment  
Information  
Organization 

Regression Analysis 

(Dependent Variable: 
score) 

Informativeness (β =.68) 
Entertainment (β =.35) 
Organization (β =.23) 

R² = 63 

Informativeness (β =.51) 
Entertainment (β =.05)                
Organization (β =.48) 

R² = 87 

  

 

 Study 1. The first study (Chen & Wells, 1999) was focused on developing a reliable and 

valid scale that measured Attitude toward the Site ( ). Based on previous Attitude toward 

Advertising ( ) research, Chen and Wells (1999) presented a six-item scale with the 

following questions: 

1. This website makes it easy for me to build a relationship with this company.  

2. I would like to visit this website again in the future. 

3. I’m satisfied with the service provided by this website. 

4. I feel comfortable in surfing this website. 

5. I feel surfing this website is a good way for me to spend my time. 

6. Compared with other websites, I would rate this one as 
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 While Questions 1 though 5 were measured by 5-point Likert scales anchored with 1 

(Definitely disagree) and 5 (Definitely agree), Question 6 was also measured by a 5-point Likert 

scale ranging from 1 (One of the Worst) to 5 (One of the Best Definitely agree). The study 

provided several pieces of evidence indicating the six items represent a single latent dimension. 

For example, Bivariate correlations among the six items were strong and positive, ranging from 

.55 to .73. Factor analysis also showed that all six items load as one factor and explained 73 

percent of the matrix variance. The Cronbach’s Alpha score was .92, which is above a 

recommended cut-off point (.70) for internal consistency (Nunnally, 1978). 

 Based on six items of Attitude toward the Site ( ), Chen and Wells (1999) computed 

an  Score (averaged scores on the six items and then multiplied by 20 to convert the average 

to scores, ranging from 20 to 100) among 120 websites chosen to represent the corporate and 

institutional website population. As a sport website, chicagocubs.com gained one of the highest 

 score websites (  score: 90), which was higher than disney.com (  score: 80), 

ticketmaster.com (  score: 80), and abcnews.com (  score: 87). In addition to developing 

Attitude toward the Site ( ), Chen and Wells (1999) suggested primary perceptual dimensions 

accounted for Attitude toward the Site ( ). Based on a principal component analysis with 

Varimax rotation, they chose three perceptual factors that explained 54 percent of the matrix 

variance: entertainment (α = .92), informativness (α = .94), and organization (α = .84). To 

understand the relationship between the three factors and score, regression analysis was 

conducted. The results indicated that informativeness (β = .68) was the highest predictor of  

score, Entertainment (β = .35) was next, and Organization (β = .23) was lower (R² = 63). 

 Study 2. In their follow-up study, Chen, Clifford, and Wells (2002) applied the, Attitude 

toward the Site scale to a different setting and circumstance for cross-validation (Cook & 

Campbell, 1979). The sample in the first study was a student population; the second study 

included a professional Web developer population. This follow-up study also checked whether 

the six-item construct, Attitude toward the Site ( ), was unidimensional. The results revealed 

that (1) the bivariate correlation among six items was strong and positive (.64 ~ .91); (2) all six 

items loading as one factor explained 84 percent of the matrix variance; (3) Coefficient alpha of 

the six-items was .97, which is above a recommended cut-off point (.70) for internal consistency 

(Nunnally, 1978); and (4) there was no item deletion that significantly increased the reliability of 

the scale. In the follow-up study, Chen and Wells (2002) clarified the previous three dimensions 
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that explained Attitude toward the Site ( ) based on exploratory and confirmatory factor 

analysis. The results supported the fact that their dimensions (entertainment, informativness, and 

organization) were good indicators of Attitude toward the Site ( ) (80 percent of the matrix 

variance). Similar to Study 1, they analyzed the relationship between three factors and 

score using regression analysis. The result was different from the first study, indicating that 

informativeness (β = .51) and organization (β = .48) were much more important than 

entertainment (β = .05) (R² = 87). In the aggregate, the follow-up studies showed that Attitude 

toward the Site ( ) scale is reliable and valid in different samples and different settings.  

Application of Attitude toward the Site ( )  

 Since attitude toward the website can be a useful indicator, several studies have adopted 

it as the measurement of website effectiveness (Hwang & McMillan, 2002; McMillan Hwang, & 

Lee, 2003; Ko, 2002; Ko et al., 2005; Luo, 2002). Based on uses and gratifications approach, 

Luo (2002) attempted to explore the influence of various factors (information, entertainment, and 

irritation) on attitude toward the website. To measure attitude toward the website, Luo (2002) 

adopted Chen and Wells (1999) Attitude toward the Site ( ) scale. The results indicated that 

three factors affected consumers’ attitude toward the website, which influenced website usage 

and website satisfaction. For example, the researcher found that Internet users who placed a high 

value on entertainment or information had a positive attitude toward the website. Users who 

perceived the website as an irritation (e.g., messy design or confused due to a lot of advertising) 

had a negative attitude toward the website. Consequently, that positive (or negative) attitude 

produced more (or less) website usage (i.e., how many times users visit the website) and 

consumer satisfaction. 

 In an online advertising study, Ko (2002) also adopted the Attitude toward the Site ( ) 

scale. The study was an investigation of the relationship between two different types of 

interactivity constructs (human-message interaction and human-human interaction), motivations 

for using the Internet, and Web effective indicators (attitude toward the site, attitude toward the 

brand, and purchasing intention). They found that high levels of interactivity functions and 

motivations for using the Internet produced positive attitudes toward the websites, which 

consequently lead to positive attitudes toward the brand and to purchase intention. 

Hwang and McMillan’s studies (Hwang & McMillan, 2002; McMillan, Hwang, & Lee, 

2003) investigated the relationships among interactivity, involvement of the website topic, and 
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attitude toward the website also utilized the Attitude toward the Site ( ) scale.  In the first 

study, Hwang and McMillan (2002) attempted to identify specific predictors (interactivity and 

involvement) of Attitude toward the Site ( ). They mentioned that “While other factors may 

also predict Attitude toward the Site ( ), these two factors offer an ideal starting point for 

understanding consumer attitude toward Web sites” (p.3). Using regression analysis, they found 

that two variables, interactivity and involvement, explained 46.7 % of the variance in attitude 

toward the website with statistical significance (p < .001). They also found that interactivity (β = 

.67) was a stronger influence on attitude toward the website than involvement (β = .29). Using 

field-experiment design (existing hotel and motel websites), McMillan, Hwang, and Lee (2003) 

attempted to find whether involvement and interactivity were strong predictors of Attitude 

toward the Site ( ). The difference from the first study was that they measured interactivity by 

three sub-dimensions: real-time conversation, no delay, and engaging. The results indicated that 

all sub-dimensions (including overall interactivity) and involvement with the site were positively 

correlated to Attitude toward the Site ( ). 

While several studies have utilized the Attitude toward the Site ( ) scale, other 

researchers have suggested different measures of attitude toward websites (Bruner & Kumar, 

2000; Farfaglia et al., 2006; McMillan, 2000; Wu, 1999). Wu (1999), agreeing that attitude 

toward the website is a useful indicator to measure website effectiveness, suggested a different 

approach to measure attitude toward the website. Wu (1999) defined attitude toward the website 

as “the categorization of a Web site along an evaluative dimension based on, or generated from 

three classes of information: cognitive information, affective information, and /or behavioral 

information” (p.7). Cognitive information was measured by three items, such as “I think the site 

is trustworthy” (p.15); affective information was measured by seven items, such as “I think the 

site is interesting” (p.15); and behavioral information was measured by five items, such as “I 

would intend to purchase it from the site” and “I would revisit it when I want to find as 

appropriate greeting care next time” (p.15). Wu measured both interactivity and attitude toward 

the website with the two most well known greeting card websites (the Hallmark card website and 

the American Greeting card website). The results demonstrated that there was a positive 

relationship between attitude toward the website and interactivity from two websites, the Pearson 

correlation coefficients were .64 (the Hallmark Cards website) and .73 (the American Greetings 

website). The researchers implied that two constructs, interactivity and attitude toward the 



 26  

website, were important for marketers and website designers when developing website 

advertising and marketing. 

 McMillan (2000) measured attitude toward the website with five semantic differential 

items (measured on a seven-point scale): bad/good, unpleasant/pleasant, irritating/not irritating, 

boring/interesting, and dislike/like; the overall reliability score for the five items was .92. The 

results demonstrated that there was a positive and strong correlation between involvement and 

attitude toward the website (r = .49, p < .01).  Bruner and Kumar (2000) measured attitude 

toward the website with the following three items with seven-point scales (ranging from 

“strongly disagree” to “strongly agree”): “I like the Web site, I think it is good Web site, and I 

think it is nice Web site”. The results showed that a consumer’s Web experience (B = .23, p 

<.01) and interestingness of the website (B = .34, p <.01) were significantly and positively 

related to attitude toward the Web site (Aws)  

Summary  

 Based on the TRA, attitude toward the website can be a useful indicator for measure 

potential behaviors. It is important for sport marketers to understand users’ attitude toward the 

sport website.  To measure attitude toward the website, Chen and Well (1999) developed the 

scale of Attitude toward the Site ( ), which many studies have used (Hwang & McMillan, 

2002; Ko et al., 2005; Luo, 2002). Even though user attitude toward the website has gained a 

great deal of attention (Hwang & McMillan, 2002; McMillan Hwang, & Lee, 2003; Ko, 2002; 

Ko et al., 2005; Luo, 2002), there is still lack of research regarding the antecedents of attitude 

toward the websites (e.g., which factors affect attitude toward the website). In addition, little 

effort has been put forth to develop conceptual and theoretical frameworks to describe and 

predict attitude toward the website. Through the proposed study, I attempt to develop a 

conceptual model of attitude toward the sport website. Li and Zhang (2000) mentioned that there 

are several potential factors that may affect attitude toward the website such as external 

environments (online transactions, trustworthiness of online, and competitors), demographics 

(e.g., age, gender, level of education, income, and time online), personal characteristics (e.g., 

knowledge, skill, and experience on the Internet), motivations, and website quality (e.g., 

interactivity, design). Among several possible antecedents, this study focuses on a user’s 

motivations (based on uses and gratifications approach) and interactivity as the most significant 

antecedents of attitude toward the sport website, which has been recently focused on website 
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research in different fields of study (Bruner & Kumar, 2006; Johnson, Bruner, & Kumar, 2006; 

Ko et al., 2005; Schlosser, 2006). 

III. Uses and Gratifications Theory 

Origin of the Uses and Gratifications Theory 

 In the communication field, uses and gratifications theory has been developed to 

investigate media effects. Introduced in the late 1950s by Elihu Katz, this theory has contributed 

to the understanding of users’ motivation for using media and their gratifications from media 

use. Uses and gratifications theory is defined as a psychological communication perspective that 

focuses on explaining how people use and choose mediums for different purposes (Katz, Blumer, 

& Gurenvitch, 1974). 

 Before uses and gratifications theory, traditional media effects research focused on what 

media does to people, considering the direct effects of the message on the audience (Rubin, 

1994). Early media effect researchers viewed the audience as passive and the media as a straight 

and immediate influence on audience’s thoughts, attitudes, and behaviors (Rubin, 2002). For 

example, previous media theories such as the magic bullet theory and the hypodermic needle 

model state that media users are helpless victims and are easily affected by media exposure 

(Rubin, 1994). 

 Klapper (1960) criticized the validity of early media effect research. He mentioned that 

other elements mediate the relationship between media messages and effects. Klapper (1960) 

argued that traditional mass communication research only focused on determining whether some 

particular media effect occurs. However, researchers did not consider mediating factors (between 

media and audiences) such as individual dispositions, group norms, and opinion leadership. This 

means that mass media is not the most powerful source, but merely one of the sources to 

influence individual media effects in the social and psychological environment. 

 Based on the criticism of traditional media effects, uses and gratifications theorists 

consider media audiences as active communicators, rather than passive recipients of messages 

(Rubin, 2002). Hence, the basic tenet of uses and gratifications approach is fundamentally 

different from previous media theories. Whereas traditional media effect researchers usually 

examine mass communication from the perspective of the communicator, uses and gratifications 

research uses the audience as a point of departure (Windahl, 1981). This means that uses and 

gratifications theory is more concerned with how people use the media (Rubin, 2002). 
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 Uses and gratifications theory is based on three assumptions (Katz, Blumler, & 

Gurevitch, 1974). First, there is communication behavior, including the selection and use of the 

media, which is goal directed and purposive. Individuals initiate media selection. Second, media 

audiences are an active communicator. This means that audiences are active mass 

communication participants, selecting certain media or media content by their own choice. Third, 

the audience is aware of their need and chooses why they use certain media when they do. 

Therefore, individuals use and select media to gratify their needs. 

Early Uses and Gratifications Research  

 Even though uses and gratifications research was introduced in the late 1950s, 

components of the theory were used in the 1940s. In the 1940s, research focused on why 

audiences utilize radio or newspapers (Berelson, 1949; Herzog, 1944, 1940; Lazarsfeld & 

Stanton; 1944). Herzog (1940) researched radio quiz program motivations. The results showed 

that people used it for competition, education, and self-rating. In another daytime radio program 

study, Herzog (1944) utilized the term “gratification” to describe need or motivation in media 

usage. The study suggested that among female listeners there are several gratifications, such as 

emotional release, wishful thinking, and advice-seeking. In a newspaper study, Berelson (1949) 

found that newspaper readers seek a daily tool for living, social prestige and escape while 

reading. Early uses and gratifications studies were mainly explanatory and attempted to classify 

audience motivation. However, these studies had little theoretical consistency and did not make 

an effort to investigate the effect of psychological or sociological aspects on media content 

behavior (Ruggiero, 2000). 

 During the 1950s and 1960s, researchers tended to focus on two different perspectives: 

(a) the relationship of the media’s personal influence to many social and psychological variables 

(Wimmer & Dominick, 1994) and (b) the functional approach (Katz & Foulkes, 1962). From the 

psychological and social perspective, Schramm, Lyle, and Parker (1961) mentioned that 

children’s television usage was related to individual mental ability and was also influenced by 

parents and peers. Greenberg and Dominick (1969) argued that race and social class were 

indicators of how teenagers use television as a learning tool. In the functional perspective, 

several researchers argued that watching television allowed viewers to escape from unpleasant 

life experiences (Katz & Foulkes, 1962). Horton and Wohl (1956) proposed that television 

provided users with parasocial relationships. Mendelsohn (1964) investigated several ways in 
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which radio functions in terms of audience perspective, such as getting information, providing 

companionship, changing moods, and escaping boredom. Klapper (1960) supported these 

functional approaches, mentioning that these functional studies help to make distinctions 

between previous media effect and uses and gratifications theory. 

1970s Uses and Gratifications Research 

In the 1970s, uses and gratifications researchers began more specifically to understand 

motivations of media users. Compared to traditional typologies, researchers found that the 

relationships between categories and audience needs were more complex than had been 

previously shown (Katz, Gurevitch, & Haas, 1973; McQuail, Blumler, & Brown, 1972). In this 

period, researchers also attempted to summarize previous works and began theoretically to 

establish the uses and gratifications framework (Rubin, 1994). Katz et al.(1974) categorized 

people’s social and psychological need of mass media usage into five motivational factors: (1) 

cognitive needs, that are related to searching and finding information and knowledge, (2) 

affective needs, that include feeling, emotion, excitement, and pleasure, (3) personal integrative 

needs, that are associated with credibility, confidence, and status, (4) social interactive needs, 

that refer to the necessity of connection between family, friends, and colleagues, and (5) tension 

release needs, consisting of escape and diversion. McQuail, et al. (1972) also categorized four 

needs from their television audience research in England: (1) diversion (escape), (2) personal 

relationships (companionship), (3) personal identity (value reinforcement and reassurance), and 

(4) surveillance.  

Summarizing the previous uses and gratifications studies, Katz, Blumler and Gurevitch 

(1974) proposed the following primary assumptions of the “uses and gratification model”. First, 

the selection and use of the media is goal directed and purposeful, which means that individuals 

initiate media selection. Second, media audiences are active communicators. This means that 

audiences are active mass communication users, selecting certain media or contents and 

information from the media by their own choice. Third, the audience is aware of their need and 

chooses why they use certain media when they do. Therefore, individuals use and select media to 

gratify their needs. Based on these assumptions, Katz et al. (1974) also outlined the primary 

purpose of uses and gratifications research based on previous literature. They mentioned that 

uses and gratifications research is commonly concerned with “(a) the social and psychological 

origins of (b) needs, which generate (c) expectation of (d) the mass media or other sources, 
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which lead to (e) differential patterns of media exposure (or engagement in other activities), 

resulting in (f) need gratifications and (g) other consequences, perhaps mostly unintended ones” 

(p. 20). Based on this main principle, many scholars conducted and extended various types of 

uses and gratifications research in the 1980s and 1990s. 

1980s and 1990s Uses and Gratifications Research 

 Since uses and gratifications studies were widely applied to many concepts to explain the 

media consumption of audiences, several researchers in the 1970s criticized uses and 

gratifications theory, noting that it has an indistinguishable conceptual and theoretical 

framework, lack of major concepts, and too much focus on the individual (Elliott, 1974; Lometti, 

Reeves, & Bybee, 1977; Swanson, 1977). During 1980s and 1990s, many uses and gratifications 

researchers attempted to develop and refine conceptual and theoretical frameworks such as the 

concept of “active users”. In addition, researchers expanded the area of uses and gratifications 

theory, connecting other concepts or theories such as “expectancy value theory” and 

“dependency theory” (Palmgreen, 1984; Rayburn & Palmgreen, 1984; Rubin & Windahl, 1986).  

User activity was the core concept of uses and gratification theory. However, different 

individuals could not respond with the same amounts of activity in different communication 

settings (Levy & Windahl, 1984). Rubin (1984) mentioned that there was still complexity in 

terms of the theory’s major concepts such as that of “active users.” Donohew, Palmgreen, and 

Rayburn (1987) also suggested that an audience’s mass media usage may not always be 

deliberate or purposeful, but sometimes may be ritual or habitual. Based on these opinions, the 

concept of “active audience” has been considered one of the variables of uses and gratifications 

theory rather than as an absolute notion of the theory (Rubin, 1984). 

 Rubin (1984) argued that a variety of motivations can be largely divided into two types of 

media usage orientations: (a) ritualized and (b) instrumental orientations. Rubin (2002) observed 

that ritualized media use refers to “using a medium more habitually to consume time and for 

diversion” (p. 535). Ritualized users are more passive and less goal-directed rather than active 

and purposive. For example, in television, this orientation is related with watching programs 

such as games, music, drama, and general comedy programs. In contrast, instrumental media use 

refers to “seeking certain media content for informational reasons” (p.535). Instrumental users 

are more active and purposive than ritualized users. In television research, this orientation is 

related to watching informational programs such as news. This conceptual development provided 
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a useful theoretical construct to understand audience activity (Rubin, 1994). Rubin also 

mentioned that ritualized and instrumental media use are not necessarily separate, but are more 

likely to be related to each other. He also mentioned that audiences changeably use media 

ritualistically or instrumentally, depending on background, time of use, place, and situation. 

 Several researchers attempted to develop the model combining uses and gratifications 

with expectancy value theory (e.g., Galloway & Meek, 1981; Palmgreen & Rayburn, 1982; 

Rayburn & Palmgreen, 1984). Based on expectancy value theory, Palmgreen and Rayburn 

(1984) suggested gratifications can be separated by two important concepts: “gratifications 

sought” and “gratifications obtained.” They argued that most uses and gratifications research had 

focused on gratifications obtained. Expectancy value theory refers to people who orient 

themselves based on two components: beliefs (expectancy) and evaluations (the degree of affect 

toward an attribute or behavioral outcome) (Palmgreen, 1984). They argued that media 

“gratifications sought” is based on media beliefs and evaluations. Following the media 

consumption, audiences have “gratifications obtained”. Based on “gratifications obtained,” 

audiences’ belief and evaluation will be reinforced (Figure 2.1). 
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Figure 2.1. Expectancy value model with uses and gratifications. (Palmgreen, 1984) 

 

 

Generally, uses and gratifications theory is focused on individuals, ignoring the social 

and cultural situation (Elliott, 1974; McQuail, 1994). Rubin and Windahl (1986) developed the 

theory suggesting the uses and dependency model, which considers the relationship between 

individual media usage and societal systems and environment. Media dependency theorists 

suggested that media influence is determined by “the interrelations between the media, its 

audience, and society” (Ruggiero, 2000, p. 8). Based on media dependency theory, an 

individual’s media usage can be changed by certain conditions, which include physical 

condition, mobility (movement), and economic situation. Rubin and Windahl (1986) combined 

gratifications sought theory with dependency theory to explain how media usage is affected by 
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an individual’s environment. For example, Rubin and Rubin (1982) found a negative relationship 

between self-reliance and television dependency. The results showed that someone who is less 

healthy and mobile is more likely to rely on television than a healthy and active (mobile) person. 

McIlwraith (1998) found that those who were obsessed with television frequently utilized it as a 

tool for escaping from unpleasant thoughts and mood. 

New Media and Uses and Gratifications Research 

As new media began generating new user motivation, new media technologies such as 

VCR, videotext, and cable television have been studied repeatedly through a uses and 

gratifications theory approach (Heeter & Greenberg 1985; Levy & Windahl, 1984). Scholars 

questioned whether new telecommunications media satisfied the same needs that had been 

satisfied through traditional media (Williams, Phillips, & Lum, 1985). As a result, the evolution 

of uses and gratifications studies has kept pace with the advance of communication media 

technologies from radio to cable television (Ruggiero, 2000). The capabilities of new media 

technology allowed for greater specialization of content. Cable television users, for example, saw 

the emergence of sports channels, gardening channels, fashion channels, and so on. As new 

media emerges, people who have more media choices became a more critical factor for media 

research. It is obvious that new media users with hundreds of channels of cable television or a 

videocassette recorder (VCR) are more likely to be active audiences than the traditional media 

viewers (Ruggiero, 2000). There are several studies related to new technology media that revive 

uses and gratifications. Lin (1993) investigated why people use VCRs, and found three 

functions: home entertainment, displacement, and social utility. In a cable television study, 

Jacobs (1995) mentioned that performance attributes and cable system characteristics were 

antecedents of users’ cable television satisfaction.  

Internet and Uses and Gratifications Research  

 Since uses and gratifications theory has been a “cutting-edge” theoretical approach in the 

beginning period of new media (Ruggiero, 2000), many mass media scholars have suggested that 

traditional models of uses and gratifications can be utilized as a practical framework for Internet 

research (December, 1996; Kuehn, 1994; Morris & Ogan, 1996). As stated in the previous 

chapter, uses and gratifications theory has been criticized for several of its vague concepts. 

However, many researchers have argued that Internet research that employs uses and 

gratifications perspective can stand against criticism and reinforce the basic tenet of uses and 
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gratifications theory, including the idea of “active users” (Ruggiero, 2000). In terms of the 

concept of “active users,” Rubin (1994) argued that the Internet encourages users to be more 

actively in control of their media content and environment. Newhagen and Rafaeli (1996) also 

noted that since the major strength of the Internet is the high level of user activity, it is 

reasonable for researchers to apply uses and gratifications theory as an effective framework to 

understand Internet user behavior. Ruggiero (2000) agreed with the researchers’ belief that the 

Internet has increased the validity of uses and gratifications theory. According to Ruggiero 

(2000), Internet users should be more active in ways such as selecting and searching information, 

compared to other traditional media users. 

There are two different aspects of Internet uses and gratifications research: (a) finding 

motivational factors (December, 1996; Ebersonle, 2000; Eighmey, 1997; Kuehn, 1994; Rafaeli, 

1986) and (b) finding the relationship among user motivation and other psychological 

characteristics, social context, and attitude (Chen & Wells, 1999; Ko, Cho, & Roberts, 2005; 

Korgaonkar & Wolin, 1999; Luo, 2002; Papacharissi & Rubin, 2000). In early Internet uses and 

gratifications studies, researchers attempted to suggest user motivations for different types of 

websites.  

In research with university computer bulletin boards, Rafaeli (1986) studied users’ 

motivation to use the bulletin boards and found three needs: recreation, entertainment, and 

diversion. In political research, Garramone, Harris, and Anderson (1986) suggested five types of 

gratifications in the political electronic bulletin board system: surveillance, personal, identity, 

diversion, and technological access to legislators. In an education study, Kuehn (1994) 

investigated uses and gratifications in computer-aided instructional settings. His motivational 

factors included convenience, diversion, relationship development, and intellectual appeal. In 

commercial website research, Eighmey (1997) attempted to define Internet users’ motivation 

based on the previous research on radio and television. He found that entertainment value, 

personal relevance, and information involvement are the three significant motivational factors for 

surfing commercial websites. 

Whereas early researchers on Internet use focused on motivational factors and 

dimensions, later researchers attempted to investigate the relationship between motivational 

factors and other variables such as attitude toward the website, social context, and marketing 

concepts (purchasing intention, productivity, and revisit rate). In business websites research, Lin 
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(1999) compared two different types of Internet websites: information and shopping websites. 

Whereas surveillance motivation provided the strongest reason for visiting information websites, 

shopping websites have two significant motivations: entertainment and surveillance. Therefore, 

information websites need to develop websites focusing on more content-oriented design, but 

shopping websites need to satisfy customers with various entertainment functions in addition to 

satisfying the surveillance motivation. 

Applying the uses and gratifications theory, Korgaonkar and Wolin (1999) suggested 

seven specific motivational factors for using general internet websites: social escapism 

motivation, transaction-based security, information motivation, interactive control motivation, 

socialization motivation, privacy concerns, and economic motivation. Subsequently, they 

investigated how the seven motivational factors are related with three usage contexts: (1) time 

spent on the web, (2) time spent on the web for business and personal purposes, and (3) purchase 

from a web business. They also investigated the relationship between demographic factors and 

three usage contexts. They found that most of Internet users primarily utilize the Internet for 

finding information as well as for looking for entertainment and escape. In addition, they found 

that there were significant relationships between various demographic variables and Internet 

usage.   

Papacharissi and Rubin (2000) suggested five key motivations for using the Internet: 

interpersonal utility, passing time, information seeking, convenience, and entertainment. The 

study attempted to measure several unique factors such as contextual age and social presence. 

Contextual age refers to “a transactional, life-position index of ageing” (Papacharissi & Rubin, 

2000, p.180) which include three dimensions: one’s degree of mobility, economic security, and 

life satisfaction. Social presence is “the feeling that other actors are jointly involved in 

communication interaction” (Short, Williams, & Christie, 1976, p.65). They investigated the 

relationships among five motivational factors, including antecedents (contextual age and 

unwillingness to communicate), media perceptions (social presence), and attitudinal and 

behavioral outcomes (amount and types of Internet use, duration of Internet use, the Internet 

affinity, and the Internet satisfaction). They found that Internet users who were unsatisfied with 

their normal lives utilized the Internet as a tool of social interaction and had a greater affinity for 

the Internet. This finding was consistent with the uses and dependency model (Rubin & Windahl, 

1986). 
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 Based on Papacharissi and Rubin’s (2000) four Internet motivations, Ko, Cho, and 

Roberts (2005) examined the causal relationships between Internet user motivational factors 

(entertainment, information, convenience, and social interaction) and advertising variables 

(attitude toward the websites, attitude toward brand, and purchase intention). In addition, they 

investigated the duration of time (how long users spend on a website to find information) as a 

moderator between Internet motivational factors and attitude toward the website. The study’s 

findings indicated that users who are highly motivated by information factor are more likely to 

involve human-message interaction on the website, but users who have high social interaction 

motivations are more likely to be involved in human-human interaction. They also found that the 

more users interact with messages and other users, the more they will have positive attitudes 

toward the websites, positive attitudes toward the brand, and purchase intention. 

While many researchers have attempted to extend the Internet uses and gratifications 

framework by adding several unique variables, Stafford and his colleagues generalized the major 

motivational components of the Internet. In a commercial website study, Stafford and Stafford 

(2003) argued that Internet motivational factors can be generalized by three different 

components: process component, content component, and social component. Based on the 

model, Stafford, Stafford, and Schkade (2004) investigated Internet uses and gratifications 

among customers of prominent Internet service providers, including America Online. They 

confirmed that there are three key components related to an Internet user’s motivations: (1) 

process component (motivation associated with using the medium, like channel surfing), (2) 

content (motivation related to information or entertainment delivered by the medium, like 

watching the evening news for information), and (3) social motivation (using the medium to 

communicate with people). Stafford (2005) applied the three factor model to the distance 

education environment. He validated that the motivations for Internet use in Internet-supported 

distance education courses were the same three motivations: process, content, and social 

component. 

Motives in Sport Websites 

Based on previous uses and gratifications literature, the following five motivations were 

selected as major motivations in sport websites: entertainment, information, social interaction, 

escape, and economic (Table 2.2). These five motivations were frequently measured as key 

motivations in website research in marketing, communications, and advertising (Table 2.3) and 
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sport motivation studies (Table 2.4). Previous uses and gratifications research presented different 

motivations such as surveillance (Parker & Plank, 2000), interpersonal utility (Ferguson & Perse, 

2000), companionship (Greenberg, 1974; Papacharissi & Rubin, 2000; Rubin & Rubin, 1992), 

diversion (Blumler, 1979), and friends (Perse & Dunn, 1998). However, these differently named 

motivations closely resemble and can share the same concepts with the five motives selected in 

this study. Surveillance motivation is associated with information motivation; diversion is similar 

to entertainment motivation; and interpersonal utility motivation, companionship, and friends are 

related to the social interaction motivation. There should also be unique motivations in different 

settings (e.g., “emotional management” motivation on health websites, “games and sexually 

explicit sites” motivation on education websites, “arousal” motivation on fantasy sports games, 

etc.) and different populations (e.g., students, high-school students, Web developers, disabled 

seniors, etc.), but the purpose of this study is to identify major motives in general sport websites. 

Therefore, I present the following five motivations as the major motivations for using general 

sport websites.   
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Table 2.2 

Five Motives of Sport Websites   

Five Motives for 
Sport Websites   

Previous Uses and Gratification Motivations (communication, advertising, 
marketing, and sport marketing) 
 

Entertainment   Easy access to entertainment (Ebersonle, 2000) 
Entertainment (Ducoffe, 1996; Farquhar & Meeds, 2007; Grace-Farfaglia, et. al., 
2006; Ishii, 2008; Lin, 2001; Pentina, et al., 2008; Wann, 1995) 
Entertainment value (Eighmey, 1997; Funk, et al., 2002; Funk, et al., 2003) 
Surveillance & excitement (Parker & Plank, 2000) 
 

Information  Information (Lin, 2001; Papacharissi, 2002) 
Information seeking(Ishii, 2008; Papacharissi & Rubin, 2000)  
Information sharing (Chung & Kim, 2008) 
Informational value (Eighmey, 1997) 
Informativenss (Ducoffe, 19996)

Social Interaction   Communication & social interaction (Ebersonle, 2000)
Companionship & social relationships (Parker & Plank, 2000) 
Companionship (Lin, 2001) 
Group Affiliation (Wann, 1995)  
Interpersonal utility (Muhtaseb & Frey, 2008) 
Social companionship (Grace-Farfaglia, et al.,2006) 
Social factor (Stafford & Stafford, 2001)  
Socializing/ Socialization  (Funk, et al., 2002; Funk, et al., 2003; Ishii, 2008) 
Social Interaction (Trail & James, 2001) 

Escape  Escape (Farquhar & Meeds, 2007; Funk, et al., 2003; Grace-Farfaglia et al.,2006; 
Lin, 2001; Trail & James, 2001; Wann, 1995)  
Relaxation & escape (Parker & Plank, 2000)  
Something to do when bored (Ebersonle, 2000) 
Tension release (Katz et al., 1973)

Economic Consumer transactions (Ebersonle, 2000)  
Economic (Korgaonkar & Wolin, 1999; Wann, 1995) 
Economic gain (Grace-Farfaglia et al., 2006) 
Shopping (Rodgers & Sheldon, 2002) 
Transactional motivation (Pentina et al., 2008) 
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Table 2.3 

Internet Motivation Studies  

Researchers  Uses and Gratifications Motivations 
(Factors) 

Major Variables Compared to 
Motivations (Factors) 

  Applications 

Chung & Kim 
(2008) 

1. Prevention and care  
2. Problem-solving  
3. Emotion management  
4. Information sharing  

 

Perceived Internet skill level
Perceived credibility of blogs  

Blog usage among cancer 
patients and their companions 

Ducoffe  (1996)  1. Informativenss  
2. Entertainment  
3. Irritation 

 

Advertising Value/ Attitude toward 
the Advertising on the Web 

Advertising on Web

Ebersonle (2000) 1. Research and learning  
2. Easy access to entertainment  
3. Communication and social interaction  
4. Something to do when bored  
5. Access to material otherwise unavailable 
6. Product information and technical 

support  
7. Games and sexually explicit sites  
8. Consumer transactions  

 

Attitude toward website Middle-school and high-school 
students (Educational context)  

Eighmey (1997)  1. Marketing perceptions  
2. Entertainment value  
3. Informational value  
4. Ease of use  
5. Credibility  
6. Interactivity 

- Commercial websites  
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Table 2.3 (continued) 
 

Researchers  Uses and Gratifications Motivations  
(Factors)  

Major Variables Compared to 
Motivations (Factors)  

  Applications  

Grace-Farfaglia, 
Dekkers, 
Sundararajan, 
peters, & Park 
(2006) 

1. Social companionship  
2. Economic gain 
3. Self-improvement  
4. Entertainment  
5. Escape 
6. Fame & aesthetic  
7. Respect 
8.  

Cultural value  Different types of on-line 
communities across national 
boundaries (Untied States, 
Korea, and the Netherlands)   

Farquhar & Meeds 
(2007)  

1. Entertainment  
2. Escape  
3. Arousal  
4. Social Interaction  
5. Surveillance  

 

Five types of online fantasy sport 
users  
 

Online Fantasy sport

Ishii (2008) 1. Self-disclosure  
2. Socializing  
3. Information seeking  
4. Entertainment  

 

Gender/ Age/ Marital status/ 
Education, and  Income  

Online Communities in Japan

Johnson, Kaye, 
Bichard, and Wong 
(2007)  

1. Information seeking/media checking  
2. Convenience  
3. Personal fulfillment  
4. Political surveillance  
5. Social surveillance  

 

Credibility of blogs Political blogs 
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Table 2.3 (continued) 
 
Researchers  Uses and Gratifications Motivations  

(Factors)  
Major Variables Compared to 
Motivations (Factors)  

  Applications  

Korgaonkar & 
Wolin (1999)  

1. Social  escapism motivation   
2. Transaction-based security and privacy 

concerns  
3. Information motivation  
4. Interactive control motivation  
5. Socialization motivation  
6. Nontransactional Privacy concerns  
7. Economic motivation  

Hours spent per day on the web 
Business purpose web usage  
Personal purpose web usage  
Purchased merchandise/ service  
How often items were ordered  

General website 

 

Lin (2001) 1. Entertainment  
2. Escape  
3. Surveillance  
4. Companionship 
5. Social interaction  
6. Information learning 

 

Comparison between television and 
online motives  

General online media 

Luo (2002) 1. Entertainment   
2. Informativeness 
3.  Irritation  

 

Attitude toward the Web
Web usage Satisfaction 
Web usage  
  

Commercial websites 

 

Papacharissi (2002) 1. Pass time  
2. Entertainment  
3. Information  
4. Self expression  
5. Professional advancement  
6. Communication with friends   
 

Contextual age  
Unwillingness to communicate  
 

Personal home pages 
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Table 2.3 (continued)  
 
Researchers  Uses and Gratifications Motivations  

(Factors)  
Major Variables Compared to 
Motivations (Factors)  

  Applications  

Papacharissi & 
Rubin (2000)  
 

1. Interpersonal utility  
2. pass time 
3. information seeking 
4. convenience 
5. entertainment 

 

Contextual age  
Unwillingness to communicate  
Social presence  
 

College student 

Pentina, Prybutok, 
& Zhang (2008)  

1. Social integration  
2. Entertainment  
3. Purposive (Informational)  
4. Status Enhancement  
5. Transactional  

The degree of social identification 
Norms internalization  

Virtual communities (as 
shopping reference groups)  

Rodgers & Sheldon 
(2002) 

1. Research  
2. Communicate  
3. Shopping  
4. Surf  

 

- Developing Web Motivation 
Inventory (WMI) 

Stafford & Stafford 
(2001)  

1. Search factor  
2. Cognitive factor  
3. New & unique factor (not defined) 
4. Social factor 
5. Entertainment factor  

 

Affinity with the computer 
Frequency of Web use  
Frequency of computer use  
 

Commercial Websites 

Stafford (2005) 1. Internet process gratification  
2. Internet content gratification  
3. Internet social gratification  
 

- Distance education users 
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Table 2.4 

Sport Consumer Motivation Scale Studies   

Researchers Wann (1995) Milne & McDonald 
(1999) 

Trail & James (2001) Funk, Mahony,  & 
Ridinger (2002) 

Funk, Ridinger, & 
Moorman (2003) 

Name of  
Scale 

Sport Fan Motivation 
Scale (SFMS) 

Motivations of Sport 
Consumer (MSC)  

Motivation Scale for 
Sport Consumption 
(MSSC)   
 

Sport Interest Inventory 
(SII) 

Sport Interest Inventory 
(SII) 

Number of 
items  

23 items  
 

37 items  27 items  42 items  
(3 items per factor) 

54 items  

Motivation 
Factors  

1.Eustress 
2.Self-esteem benefit  
3.Escape 
4.Entertainment 
5.Economic (Gambling) 
6.Aesthetic qualities  
7.Group Affiliation 
8.Family Needs  

1.PhysicalFitness 
(Participating only)  
2.Risk-Taking 
3.Stress Reduction 
4.Aggression 
5.Affiliation 
6.Social Facilitation 
7.Self-Esteem 
8.Competition 
9.Achievement 
10.Skill Mastery 
11.Aesthetics 
12.Value Development 
13.Self Actualization 
 

1.Achievement 
2. Knowledge 
3. Aesthetics 
4.Drama 
5. Escape 
6.Family 
7.Physical attraction 
8.Physical Skill 
9.Social Interaction 

1.Role model 
2.Excitement 
3.Drama 
4.Wholesome 
environment 
5.Entertainment value 
6.Interest in soccer 
7.Interest in team 
8.Support women’s 
opportunity in sport 
9.Bonding with family 
10.National pride 
11.Vicarious achievement 
12.Socialization 
13.Interest in player 
14.Aesthetics 
 

1.Role model 
2.Team interest 
3.Entertainment value 
4.Support women’s 
opportunity 
5.Excitement 
6.Drama 
7.Wholesome environment 
8.Asethetics 
9.Sport knowledge 
10.Customer service 
11.Bonding with family 
12.Vicarious achievement 
13.Interest in sport 
14.Bonding with friends 
15.Socialization 
16.Community support 
17.Escape 
18.Interest in players 

Sampling  
 

272 university students   5000 individuals  
who had purchased mail-
order sporting goods  

203 season ticket holders 
in baseball team  
 
Stratified random sample 

580 spectators for women 
soccer  

1,600 season ticket holders 
for professional women’s 
basketball  
 



 44  

Table 2.4 (continued) 
   

Researchers Wann (1995) Milne & McDonald 
(1999) 

Trail & James (2001) Funk, Mahony,  & 
Ridinger (2002) 

Funk, Ridinger, & 
Moorman (2003) 

Survey 
Method   

Survey  
Questionnaire 

Mail survey 
(32 % response rate )  

Mail survey  
(73.8% response rate)  

In stadium  
(86% response rate) 

Mail survey  
(39% response rate) 

Strength & 
Weakness  
 
 

Weak validity 
(discriminant and 
convergent validity)  
 
 

Investigating participating 
sport  
 
Applying Maslow’s needs 
hierarchy 
 
Weak validity 
 
 
 

Strong validity  
 

Three steps to develop 
and validate the SII 
 
1.Focus group 
2. Pilot test  
3. Main test 
 
Only focused on women’s 
sport 
 

Three steps to develop and 
validate the SII 
 
1.Focus group 
2. Pilot test  
3. Main test  
 
Only focused on women’s 
sport 
 

Applied 
Studies  
 
 
 

• Wann, Belyeu,  
Holliosborn, & 
Gambouras (1999) 

• Wann, Royalty, &  
Rochelle (2002) 

• Belyeu & Wann (2002)
  

• Ko, Park, & Claussen  
(2008) 

• James, Kolbe, & Trail 
(2002) 

• James & Ross (2002)  

• Trail, Robinson, Dick,  
& Gillentine (2003) 

• James & Ross (2004) 
 
Deleted, added, and 
modified several motives 
based on study (e.g., 
deleted knowledge/ 
Physical attraction and 
added empathy/team 
affiliation/entertainment) 

  

Unique 
Motivation 
Factor 

Economic (gambling) Risk-Taking 
Self Actualization 
Aggression 
 

Physical attraction Role model 
Wholesome environment 
National pride 
 

Customer service 
Community support 
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Entertainment 

 The entertainment motivation can be defined as the extent to which the websites provide 

the user with fun, exciting, and enjoyable content (Eighmey, 1997; Eighmey & McCord, 1998; 

Luo, 2002). Early media studies related to sport were focused on watching sports games on 

television (Gantz, 1981; Gantz & Wenner, 1991; Gantz & Wenner, 1995). Gantz (1981) 

suggested four motivations for watching televised sports: “to thrill in victory,” “to let loose,” “to 

learn,” and “to pass time”. Among four dimensions, “to thrill in victory” was measured based on 

three questions (e.g., “I enjoy rooting for a player or team”), which is related to the entertainment 

motive. Raney (2006) described the entertainment motive and “to thrill in victory” as follows 

(p.316):  

 

More than any other reason, sports media consumers report tuning in to contests  

involving their favored teams with high expectations of being entertained,  

experiencing enjoyment, or, as Gantz noted, “to thrill in victory” (Gantz, 1981,  

p.268) 

 

 In several sport spectator motivation studies, entertainment was also one of the 

significant sport fan motives. Across different studies the construct was named “entertainment” 

in the Sport Fan Motivation Scale (Wann, 1995), “excitement” (Funk, Mahony, & Ridinger, 

2002), and “entertainment value” in Sport Interest Inventory (SII) (Funk, Ridinger, & Moorman, 

2003). Previous Web studies have also shown that entertainment is a common motive for visiting 

Internet websites (Chen & Wells, 1999; Ducoffe, 1995; Farquhar & Meeds, 2007; Ko. et al., 

2005; Lin, 2001; Luo, 2002; Muhtaseb & Frey, 2008; Raney et al., 2003). Using automotive 

websites, Raney and his colleagues (2003) examined the effects of four different levels of 

entertaining content on automotive websites. The results indicated that the highly entertaining 

website (included a mini and suspenseful movie) created a positive attitude toward the website, 

compared to the lower-level content websites, such as (1) video product footage only, (2) video 

footage and audio and (3) video footage and audio with an interactive feature.  Path analysis in 

the study indicated that “entertainment level was an indirect predictor of purchase intent and 

attitude toward the brand, via its effect on attitude toward the site” (p.50).  
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 In an early online advertising study, Ducoffe (1996) investigated the relationship among 

three perceptual antecedents (entertainment, informative, and irritation), Web advertising values, 

and the attitude toward Web advertising. The reliability test showed that all dimensions were 

generally reliable: informativeness (.82), irritation (.78), and entertainment (.85) (Ducoffe, 1996) 

and the validity test provided evidence of a good fit to the data (GFI=. 949, AGFI= .914, 

RMSR=.032) (Ducoffe, 1996). The results demonstrated that entertainment positively influenced 

advertising value and the attitude toward Web advertising (Ducoffe, 1996). Similar to Ducoffee 

(1996), Luo’s (2002) study investigated the influences of informativeness, entertainment, and 

irritation on attitude toward the website, web usage, and satisfaction of the website. The three 

factors explained 68.45% of the total variance of attitude toward the website (Luo, 2002). 

Construct validity, convergent validity, and discriminant validity were verified through CFA 

with good indication of several indices (GFI = .916, AGFI = .903, RMSEA = .069, and CFI = 

.949). Cronbach’s alpha scores were .91 (entertainment), .89 (informativeness), and .88 

(irritation), above the recommended cut-off point (.70) for internal consistency (Nunnally, 1978). 

The result revealed that entertainment motivation was positively associated with attitude toward 

the website (path loading = .68, p<.01). 

Information  

 An essential part of the enjoyment of sport is accessing the large amount of available 

information about players, teams, and leagues. Milne and McDonald (1999) mentioned that 

88.2% of loyal fans read the sports information, and 94.7% found sport information by watching 

or listening to sports news. In previous sport spectator fan motivation scales, the information 

factor was measured by several researchers. For example, in the Motivation Scale for Sport 

Consumption (MSSC), Trail and James (2001) measured knowledge with the following three 

items: “the opportunity to increase my knowledge about the game,” “the chance of increasing my 

understanding of game strategy,” and “the possibility of learning about the technical aspect of 

game”. In the Sport Interest Inventory (SII), Funk et al. (2003) also measured “sport knowledge,” 

describing “the extent to which understanding the game (i.e., rules, strategy and technical 

aspects) contributes to the enjoyment of the sport” (p.27). 

 On Internet websites, the information factor can be defined as the extent to which a 

website offers knowledgeable and helpful information (Chen & Wells, 1999). In the majority of 

Web motivation studies, both entertainment and information have been the most prominent 
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dimensions (Chen & Wells, 1999; Ducoffe, 1996; Farquhar & Meeds, 2007; Ko et al., 2005; 

Korgaonkar & Wolin, 1999; Lin, 2001; Luo, 2002; Muhtaseb & Frey, 2008; Stafford & Stafford, 

2001). In Papacharissi and Rubin’s (2000) Internet motivation study, the results indicated that 

information seeking (M = 3.52, SD = .83) and entertainment (M=3.50, SD=.095) had the highest 

mean scores compared to other motives (Convenience, Pass time, and Interpersonal utility).  

 In an examination of commercial websites, Stafford and Stafford (2001) asked website 

visitors with the following four open-ended questions based on word-association probes: “What 

is the first thing that comes to mind when you think about what you enjoy most when accessing 

the Web?”; “What other words describe what you enjoy about interacting with the Web?”; 

“Using single, easy-to-understand terms, what you use the Web for?”; and “What on-line 

activities are most important to you?” (p.269). Among 45 descriptive items which were 

mentioned a total of more than four times, “Information” was the most frequent response (n = 

114), followed by “Research” (n = 45), “News” (n = 41), “Entertainment” (n = 24), and 

“Chatting (n = 24)”. As mentioned earlier, two studies by Chen and her colleagues (Chen & 

Wells, 1999; Chen et al., 2002) showed that entertainment, informativeness, and organization are 

the useful predictors of attitude toward the website. In regression analyses with different 

populations (the first study: students and the second study: Web developer), two studies revealed 

that informativeness (the first study: β=.57; the second study: β = .51) was the best predictor of 

attitude toward the website, followed by entertainment (β =. 35, β =.05) and organization (β = 

.23, β =.48) (R² = 63; R² = 87).  In the model of attitude toward the Web, Luo (2002) also 

reported that informativeness was positively related to attitude toward the website (loading = .19, 

p<.05), which leads to a high revisit rate (loading = .79, p<.01) and satisfaction (loading = .25, 

p<.01).  

Social Interaction 

 For sport consumers, social interaction is an essential part of enjoying sport events. Sport 

fan socialization occurs before, during, and after games (Milne & McDonald, 1999), such as at 

tailgating parties (pre-game) and talking to friends and even strangers (during the game). If their 

team wins the game, they celebrate the victory with others in bars or restaurants (post-game). In 

sport spectator motivation scales, social interaction is referred to as “family” in the Sport Fan 

Motivation Scale (Wann, 1995) and in the Motivation Scale for Sport Consumption (Trail & 

James, 2001) and as “bonding with family” in the Sport Interest Inventory (SII) (Funk et al., 
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2003). The Internet can provide sport fans with various means of social interaction such as chat 

rooms, forums, fan club site, and fantasy games. Sport marketers could take advantage of the 

Internet to persuade fans to join various Internet communities (Milne & McDonald, 1999). Many 

Internet sport communities provide an opportunity for sport fans to gather and bond through 

similar interests, including sharing personal opinions and experiences with others. This group 

activity and communication allows each sport fan to participate in the building of collective 

identity between website users (Milne & McDonald, 1999).  

 For websites, social interaction can be defined as the extent to which audiences can feel 

companionship, social identity, and interpersonal communication with other audience members 

while they access a website (Papacharissi & Rubin, 2000; Stafford, 2005; Stafford & Stafford, 

2004). The social interaction factor has been measured by using several of the following 

different terms as one of the major online users’ motivations:  “Interpersonal utility” (Muhtaseb 

& Frey, 2008), “Companionship” (Lin, 2001), “Social factor” (Stafford & Stafford, 2001), 

“Social companionship” (Farfaglia, et al., 2006), and “Socializing” (Ishii, 2008). In early Web 

studies, Korgaonkar and Wolini (1999) mentioned that “a similar sharing of experience and 

knowledge with friends about different websites provides a strong reason for using the Web” 

(p.57), categorizing socialization motivation as one of seven motivations of website usage. Based 

on discriminant analysis, they found that socialization was positively related to (1) the number of 

hours spent on the Web and (2) whether or not they purchased any product on the Web over the 

past year. The results implied that Web developers need to create social communication tools, so 

that online users can share information related to products or services and that users could stay 

longer and increase potential possibility of purchasing products on the Web.  

 The studies by Stafford and his colleagues (Stafford & Stafford, 2001; Stafford et al., 

2004; Stafford, 2005) were focused on the importance of socialization, describing “a new, 

Internet-specific, media gratification” (Safford & Stafford, 2001, p.28).  Stafford (2001) 

suggested three factors for the Internet gratification model: Internet process gratification (e.g., 

playing with the technology, browsing, and search engines), Internet content gratification (e.g., 

information, entertainment, knowledge, and learning), and Internet social gratification (e.g., 

communicate with friends and people). The results revealed that three factors model have good 

model fit indexes (e.g., GFI =.97, RMSR =.11, AGFI =. 95., NFI =. 96, CFI =.97) and internal 

consistency as measured by Cronbach’s coefficient alpha was excellent: process dimension (.82), 
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content dimensions (.85), and social dimensions (.80). Among three factors, Stafford et al. 

(2004) mentioned that social gratifications is a unique factor for Internet users since social 

interaction motivation rarely exists in other media, such as television and radio. Specifically, 

Stafford and Stafford (2001) mentioned the following: 

   

 The Internet facilitates numerous interpersonal interaction formats that can range from 

direct/identified, direct/anonymous (chat rooms, for example) and indirect and/or time-

shifted formats (such as e-mail and bulletin boards). . . .Web-based interpersonal 

interactions carry the potential for exposure to all manner of site-based advertising and 

promotional messages during interpersonal encounters between one or more individuals 

on-line. (p.28)  

 

 Based on two previous scale development studies (Stafford & Stafford, 2001; Stafford et 

al., 2004), Stafford (2005) empirically applied the three-factor Internet gratification model in a 

different setting (Internet-enable distance education class). The results indicated that “distance 

education students are also motivated to use Internet communication resources to offset the lack 

of social interaction found in normal classrooms” (p.301).  

 Recently, social interaction has been a more common motive for using websites since 

there are new types of websites related to social formations on the Web, such as blogs (Chung & 

Kim, 2008; Huang, Shen, Lin, & Chang, 2007; Johoson, Kaye, Bichard, & Wong, 2007; Nardi, 

Schiano, Gumbrecht, & Swartz, 2004), virtual communities (Farfaglia et al., 2006; Ishii, 2008; 

Pentina, Prybutok, & Zhang, 2008), and the personal homepage (Papacharissi, 2002). The 

number of users who join these types of Internet communities is increasing. For example, more 

than eight million people, which are almost seven percent of Web users, have created blogs 

(Chung and Kim, 2008). Pentina et al. (2008) also mentioned that “they expand the power of 

technology to connect individuals by providing unprecedented opportunities of social interaction 

and relationships development among people with shared interests irrespective of geography and 

time” (p. 114).  

Escape 

  Escape is another motive for sport consumption. Sport fans participate in a sport activity 

because it provides escape from their work, personal difficulties, a stressful life, and the tedium 
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of their life (Gantz, 1981; Ganz & Wenner, 1991, 1995; Raney, 2006; Wann et al., 2001). In 

previous studies of sport fan motivation, escape has been discussed as an important factor (Trail 

& James, 2001; Wann, 1995), more specifically the “individual is motivated to participate in 

sport as a fan because it provides a diversion from the rest of his or her life” (Wann et al., 2001, 

p.31). Wann and Rochelle (1999) found there was a positive relationship between the level of 

escape as a motive and their boredom and stress level in their life. Specifically, 64% of the 

respondents mentioned that they utilized sports when they were stressed (over-stimulated), while 

36 % of the respondents utilized sports when they felt boredom (under-stimulation). James et 

al.’s (2006) study also revealed the importance of the escape motive. James et al. (2006) 

attempted to develop a parsimonious sport motives scale based on the use of a minimal number 

of valid and reliable items, and analyzing previous several motivation studies (e.g., MSSC, 

SFMS, SII, SMS). The EFA and CFA results indicated that five motives can be primary factors: 

(1) escape, (2) vicarious achievement, (3) aesthetics, (4) drama, and (5) social interaction. 

 In the study of Internet websites, escape can be defined as the extent to which audiences 

can feel a sense of rest, relaxation, and release while accessing websites (Kwon, 2003). From 

early uses and gratifications research, escape as a motive has been considered one of the most 

significant motivations, and referred to as “tension release” (Katz et al., 1973) and “relaxation 

and escape” (Parker & Plank, 2000). In a study by Korgaonkar and Wolini (1999), escape was 

positively associated with both the number of hours users spent on websites and the frequency of 

ordering products on websites. With this result, Korgaonkar and Wolini (1999) concluded that 

“users who use the Web to escape from reality may be viable targets for marketers” (p.62). In the 

study of media consumption by college students, Parker and Plank (2000) categorized Internet 

motivations with three major factors: companionhip and social relationships (α = .85), 

surveillance and excitement (α = .80), and relaxation and escape (α = .81). In this study, the 

relaxation and escape motive was measured with the following questions: “So I can forget about 

school, work, and other things, because it relaxes me, because it passes the time away, 

particularly when I’m bored, because it allows me to unwind, because it amuses me” (p.47). In 

Parker and Plank’s (2000) study, the unique finding was that “the males, more so than the female 

in our sample, identified relaxation as an important gratification provided by on-line service” (p. 

47). Parker and Plank (2000) emphasized the importance of the escape motive as follows: 
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 We found that the Internet is serving the same social, surveillance and relaxation 

 needs reported for other media in the literature. We also found that the key 

 predictor of on-line usage is relaxation and escape. The finding is consistent with  

 a study by Bloch et al. (1986), which determined that recreation or hedonic  

  benefits are significant objectives of consumer search. (p.48) 

 

 Even though several studies pointed out the importance of escape as a motive, researchers 

have rarely studied the question of whether escape influences a website’s effectiveness in areas 

such as attitude toward websites. It can be assumed that users who feel rest, relaxation, and 

release while using Internet websites are likely to have a positive attitude toward the websites.   

Economic 

 A review of previous studies examining sport consumer motivations (Funk, Mahony, & 

Ridinger, 2002; Funk, Ridinger, & Moorman, 2003; Milne & McDonald, 1999; Trail & James, 

2001) found that only Wann (1995) included economic as a motive. Wann et al. (2001) described 

the economic motive as the idea that an “individual is motivated to participate in sport as a fan 

because he or she enjoys the potential economic gains afforded by sport gambling” (p.31). 

Wann’s (1995) measured economic as a motivation with the three items: “one of the main 

reasons that I watch, read, and/or discuss sports is so I can bet on the sporting events,” “sports 

are enjoyable only if you can bet on the outcome,” and “making wagers is the most enjoyable 

aspect of being a sports fan” (p.383). Economic as a motive, however, has not been found to 

have a significant impact (Wann, 1995; Wann, et al., 1999). The results from Wann’s (1995) 

study indicated that economic had the lowest scores compared to seven other motives (eustress, 

self-esteem, escape, entertainment, aesthetic, group affiliation, and family). Economic was the 

only motive (among eight motives) that was not significantly correlated to the level of sport 

involvement (Wann, 1995).  

 While economic has not been widely studied in sport fan motivation studies it has been 

an important factor in media and communication studies (Ebersonle, 2000; Farfaglia et al., 2006; 

Korgaonkar & Wolin, 1999; Kwon, 2003; Rodgers & Sheldon, 2002). Economic as a motive has 

been carried different labels across studies in media including consumer transactions (Ebersonle, 

2000) transactional motivation (Pentina et al., 2008), economic gain (Farfaglia et al., 2006), 

shopping (Rodgers & Sheldon, 2002), and economic motivation (Korgaonkar & Wolin, 1999). 
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There is little difference across the definitions of economic as a motive, but it can be described as 

the extent to which users are able to obtain economic gains.  

In a study of commercial websites, Korgaonkar and Wolin (1999) described economic as 

a “… shopping and buying motivation, such as buying stocks or bonds or making investment 

decisions” (p. 59). Economic as a motive (α = .65) was measured with the following questions: 

“(1) I enjoy the convenience of shopping on the Web, (2) When I want to buy a big-ticket item, I 

use the Web to search for bargain prices, (3) To research a company, industry, or stock, and (4) 

because it saves money” (p.59). The results indicated that the economic was positively correlated 

with (1) the number of hours spent on the website and (2) the percentage of ordered products on 

the website (Korgaonkar & Wolin, 1999). In Rodgers and Sheldon’s (2002) study, the economic 

motivation was expressed as “shopping.” They developed the 12- item Web Motivation 

Inventory (WMI) with four primary types of motivation: communicating (α = .78), researching 

(α = .81), shopping (α = .93), and surfing (α = .89). Shopping was measured by asking the 

following questions: “I mostly use the Web (1) to make a purchase, (2) to purchase a product 

I’ve heard about, (3) to buy things” (Rodgers & Sheldon, 2002, p. 87). The results showed that 

there is a positive correlation between high scores on the shopping motive and higher feeling of 

persuasion regarding a shopping banner. In an educational context, Ebersole (2000) investigated 

why students use the Web. The results from a factor analysis indicated that economic was one of 

eight motives which collectively accounted for 58% of the total variance. In this study, economic 

as a motive was measured by two items: “World-Wide Web is good for shopping and making 

purchases” and “To look up music and concert information.” In a multinational online 

community study, Farfaglia et al. (2006) also considered economic motivation one of the 

important motivations in online communities. They reported that six factors of online community 

motives (social companionship, economic gain, self-improvement, entertainment, escape, and 

fame & aesthetics) accounted for 61.8% of the total variance. In this study, economic movie was 

measured by the following items: “save money, save time, make purchase decision without sales 

pressure, conveniently find information about products or services…” (p.90). Economic was the 

strongest motive for using online community in the United States compared to other countries 

(Farfaglia et al., 2006).  
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Summary  

Even though the media technologies have developed over time, the basic questions for 

uses and gratification researchers remains the same: “Why do people become involved in one 

particular type of mediated communication or another, and what gratifications do they receive 

from it” (Ruggiero, 2000, p.29)? The Internet has become one of the most popular 

communication tools in the world. Applying the uses and gratifications approach, scholars have 

broadly researched websites to understand user motivations and behaviors. However, there are 

still questions to be answered. Rubin (1994) mentioned that “the media uses and effects process 

is a complex one that requires careful attention to antecedents, mediating, and consequent 

conditions” (p.432). Future research should apply uses and gratifications to various types of 

websites in different environments and categorize the dimension of certain types of websites. 

Korgaokar and Wolini (1999) mentioned that that development of the Internet creates greater 

segmentation of consumers, referring to the fact that people might access CNN.com for 

information, ESPN.com for sport information and entertainment, and home shopping websites 

for obtaining certain products or information. Based on the review of previous literature, I 

present five key motivations driving the use of sport websites. 

IV. Interactivity 

Definition of Interactivity 

Changes in several technical functions on the Internet, including interactivity, speed, 

multimedia content, information-storage devices, immediate information communication, 

hyperlinks, and unlimited access, have made acquiring information easier and more convenient 

for users (Kahle & Meeske, 1999). Among them, interactivity in websites is considered one of 

the most important components of computer-mediated communications (Ko, Cho, & Robert, 

2005; Ha & James, 1998; McMillan, 2000; McMillan & Hwang, 2002; Liu, 2003; Wu, 1999). 

Since Rafaeli (1988) introduced interactivity as a function of the Internet, researchers have 

attempted to define the construct in several different ways.  

In early studies, researchers defined interactivity simply as a kind of “two-way 

communication” system or “responsiveness” from media (Ha & James, 1998; Morris & Ogan, 

1996; Rafaeli & Sudweeks, 1997). For example, Rafaeli (1988) defined interactivity as “ An 

expression of the extent that, in a given series of communication exchanges, any third (or later) 

transmission (or message) is related to the degree to which previous exchanges referred to even 
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earlier transmissions” (p.18). He emphasized that interactivity is the connecting function 

between senders (communicators) and the receivers (audience). With a newspaper, for example, 

readers send letters to the editor and share their comments about newspaper articles. In the area 

of television, several programs (e.g., talk shows) make an effort to communicate with both 

audience and viewer. Differing from these definitions, some researchers made an effort to find 

the unique function and feature of interactivity which can be applied in Internet environment. 

Steuer (1992) defined interactivity in the context of computer-mediated communication as "the 

extent to which users can participate in modifying the form and content of a mediated 

environment in real time" (Steuer, 1992, p. 84). Similar to Steuer’s (1992) definition, Jensen 

(1998) defined interactivity as “A measure of a media’s potential ability to let the user exert an 

influence on the content and/or form of the mediated communication” (p.201). These definitions 

were focused on modifying, manipulating, and controlling contents in computer-mediated 

communication.  

While early definitions focused on one a single factor (e.g., two-way communication, 

responsiveness, and modification), recent researchers argued that interactivity is not a simple 

concept but a multiple and complex concept (Liu, 2003; Liu & Shrum, 2002; McMillan, 2000; 

McMillan & Hwang, 2002). For example, McMillan (2000) characterized interactivity as (1) 

perception of two-way communication (feedback), (2) control (mapping the site), (3) activity 

(ability to search records and schedules), (4) sense of place (use of place-based metaphors), and 

(5) time sensitivity (ability to update records and schedules). Liu (2002) also defined interactivity 

as a combination of different factors, referring to it as “The degree to which two or more 

communicating parties can act on each other, on the communication medium, and on the 

messages and the degree to which such influences are synchronized” (p. 12).  

In other research exploring the computer-mediated environment, several scholars 

attempted to represent the concept as three types of interactions (Cho & Leckenby, 1997; Ko, 

Cho, & Robert, 2002; Szuprowicz, 1995): (1) user and machine interaction, (2) user and user 

interaction, or (3) user and message interaction. “User and machine interaction” can be defined 

as the response of the computer based on the user’s input. For example, in a computer-mediated 

situation, computer systems and programs respond to the user’s orders (e.g., searching 

information or opening files). Liu and Shrum (2002) mentioned that the user and machine 

interaction is an inadequate way to understand the concept of interactivity, because the concept is 
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only relevant from a technological perspective. Users do not interact solely with computers, but 

also with others on the Internet. Hence, researchers are less interested in user and machine 

interaction than they are in user and user interaction and user and message interaction (Ko et al., 

2005; Liu & Shrum, 2002).  

“User and user interaction” focuses on the area of interpersonal communication. Rogers 

(1995) defined user and user interaction as “the degree to which participants in a communication 

process can exchange roles and have control over their mutual discourse” (p.314). In computer-

mediated situations, users frequently communicate with other users in ways that involve different 

types of interactivity. The user and user interaction concept includes several previously explored 

factors such as two-way communication, exchanging, and responsiveness. 

  “User and message interaction” is the most unique function the Internet has compared to 

traditional media. The user and message interaction concept suggests that users create, modify, 

and control messages (content) based on their needs related to the websites (Steuer, 1992). 

Whereas users have little or no control over messages in traditional media such as television and 

radio, the Internet provides users with more opportunities to modify and control the messages 

they receive and send (Downes & McMillan, 2000). Definitions of interactivity such as “users’ 

control” and “modification” are related to user and message interaction. However, there has been 

some criticism of these concepts. Liu (2002) argued that the concepts are too broad to explain 

various aspects of interactivity in a computer-mediated environment, and that most often all three 

types of interaction occur at the same time. It is hard to distinguish and separate the interaction of 

the machine with the other users, and with the messages (Liu & Shrum, 2002). 

Dimensional Research of Interactivity 

In early research, Rafaeli (1988) considered interactivity a one-dimensional continuum. 

However, other researchers argued that interactivity should be measured with multidimensional 

factors (Downes & McMillan, 2000; Ha & James, 1998; Heeter, 1989; Liu & Shrum, 2002; 

Steuer, 1992).  As a starting point of the exploration of the dimensionality of interactivity, Heeter 

(1989) categorized interactivity in six dimensions: (1) complexity of choices available (the extent 

to which users choose various information, (2) effort users must exert (the extent to which media 

enables users to connect with information easily), (3) medium responsiveness to the user (the 

extent to which communication in media is similar to human conversation), (4) monitoring 

information use (the ability to automatically gather data on how users interact with the system), 



 56  

(5) ease of adding information by individual users that can be shared with a mass audience, and 

(6) facilitation of interpersonal communication between specific users. These six dimensions 

were not focused not on the computer alone, but also extended to include traditional media. 

Based on the research by Heeter (1989), many researchers specifically attempted to identify 

interactivity dimensions in computer-mediated communication environments. 

Steuer (1992) proposed three dimensions of interactivity in computer use, including 

speed of interaction, range, and mapping. “Speed of interaction” is concerned with the time of 

response between users and computers. “Range” is the extent to which users can choose and 

change options in the mediated environment. “Mapping” is the degree to which the users have 

the ability to control system change. Ha and James (1998), conducting content analysis of 

business websites, suggested five dimensions of interactivity: (1) playfulness, (2) the availability 

of choices, (3) connectedness, (4) information collection, and (5) reciprocal communication. 

“Playfulness” refers to the sense a user has of his or her own playfulness. The availability of 

choice is consistent with “complexity of choice” by Heeter (1989), referring to the provision of 

many options to users. “Connectedness” is the extent to which a site provides several connecting 

functions (e.g., hyperlinks) to help users to be more interactive. “Information collection” refers 

to the extent to which a site provides the information with which users willingly interact. 

“Reciprocal communication” refers to the extent to which website visitors can communicate with 

site providers or others.  

 Whereas early studies provided many different types of dimensions of interactivity, 

recent studies have agreed that significant dimensions of interactivity can be limited to three (Liu 

& Shrum, 2002; McMillan & Hwang, 2002). Liu and Shrum (2002) suggested three key 

elements based on the interactivity literature: 1) active control, 2) two- way communication, and 

3) synchronicity. Similar to Liu and Shrum’s (2002) dimensions, McMillan and Hwang’s (2002) 

study emphasized three factors as the key concepts of interactivity in commercial websites: 1) 

direction of communication, 2) user control, and 3) time. “Direction of communication” 

encompasses the concepts of two-way communication, responsiveness, and exchange (Ha & 

James, 1998; Morris & Ogan, 1996; Rafaeli & Sudweeks, 1997). They emphasized that direction 

of communication is related to interpersonal interactivity, such as communicating with others in 

chat rooms or bulletin boards. “User control” refers to the extent that mechanical functions create 

easy access to the Internet, in areas such as content and navigational tools. “Time” is related to 
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the concept of synchronicity, referring to the extent to which Internet functions provide timely 

feedback required for information. McMillan and Hwang (2002) argued that three dimensions 

are essential dimensions of the interactivity, but these concepts overlap and are interrelated (see 

Figure 2.2). They explained the overlap of interactivity as follows:  

 

 Web-based interactivity involves communication among persons, the ability those 

 persons have to control information and participate in active communication, and  time-to  

 load the message, to find information, to communicate with others, and the loss of time as  

 the user gets caught in the flow of computer-mediated  

 communication. (p.34)   

 

 

Figure 2.2. Overlap of interactivity (McMillan & Hwang, 2002) 

  

 

  “Active engaging” (the overlapping concept of control and time) can be described as the 

degree which user’s contributions to actively participate in and influence a communication are 

simultaneous. “Synchronous communication” (the overlapping concept of communication and 

time) can be described as reciprocal communication (1) between users and users or (2) between 

users and messages on the Internet in real time. “Active Participation” (the overlapping concept 

of two-way communication and user control) can be described as the degree which user can 
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communicate with other users with controlling information. McMillan and Hwang (2002) 

empirically tested this three overlapping factors model. Using factor analysis, they showed that 

there were two-overlapped factors, named “engaging” (overlapping time and control) and “real-

time conversation” (overlapping time and two-way communication), and one another factor 

which did not overlap, no delay (time). 

Application of Interactivity  

 Many researchers have empirically examined interactivity in fields such as advertising, 

marketing, communication, information science, and education for around twenty years. Ha and 

James (1998) examined whether different types of business websites (i.e., manufacture, goods, 

and service) provide the different dimensional interactivity functions (i.e., playfulness, choice, 

connectedness, information collection, and reciprocal communication). In content analysis, they 

found that most business websites provided reciprocal communication as the most frequently 

used interactivity function.  

 From a web marketing perspective, Coyle and Thorson (2001) applied the interactivity 

concept to telepresence. In communication technology, Steuer (1992) defined telepresence as 

“the experience of presence in an environment by means of a communication medium” (p.76). 

They stated that interactivity and vividness are the critical determinants of telepresence. The 

result showed that the levels of interactivity and vividness were associated with increased 

feelings of telepresence, which lead to a strong positive attitude toward a website. Telepresence 

is an important concept in developing sport game websites such as fantasy games, because the 

fans want to feel like real players in the game environment.  

 In the area of consumer psychology, Sicilia, Ruiz, and Munuera (2005) also conducted 

experimental research to investigate the relationship between consumer information process, 

flow state, need for cognition, and interactivity. They created two significantly different 

websites: one was a non-interactive website and one was an interactive website. The results 

showed that information process, flow state, and need for cognition related to the product were 

significantly more favorable in an interactive website than a non-interactive website. Hence, it is 

important for web designers to create appropriate interactivity functions in marketing websites.  

 In an Internet advertising study, Cho and Leckenby (1999) investigated the relationship 

among interactivity, its antecedents (e.g., involvement and perception), and consequences of 

interactivity in banner advertising website. They concluded that people are more likely to make a 
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high degree of interactivity when they have a (1) “high level of involvement”, (2) “high 

perception of message-relatedness between the banner ad and the target ad”, and (3) “high 

perception of message-personalization”. They also found that higher levels of interactivity lead 

to better information processing (active and intensive), positive attitude, and greater purchasing 

intention. 

 In a commercial website study, Ko, et al. (2005) researched how levels of interactivity in 

Internet advertising affected user attitude toward adverting and websites. The unique aspect of 

the study was that researchers divided interactivity into two types: human-human interaction and 

human-message interaction. They first assumed that duration of time is a determinant of 

interactivity. They found that human-human interaction pertained more to social interaction 

motivation, and human-message interaction pertained more to information motivation. The result 

showed that both high levels of interactivity (human-human interaction and human-message 

interaction) created a positive user attitude toward the website.   

 In a political campaign study, Sundar, Kalyanaraman, and Brown (2003) mentioned that 

the dual-process persuasion model could explain interactivity function. With websites, 

interactivity can be a potential peripheral cue or issue-relevant central cue based on 

conceptualization. For example, a peripheral cue, such as animation and video clips, can promote 

positive attitudes by increasing user involvement with information (Sundar, 2004). Interactivity 

can be one of the major factors in measuring involvement level with the subject of the websites 

(McMillan, 2000).  

Developing Scale to Measure Interactivity  

 Since interactivity has become one of the important concepts in computer-mediated 

communication, several studies attempted to develop scales to measure interactivity (Table 2.5) 

(Johnson, Bruner, & Kumar, 2006; McMillan, 2000; McMillan & Hwang, 2002; Liu, 2003). 

While some studies developed a unidimensional scale with a different number of items, such as 

the one-item scale (“relative interactivity”) (Shankar, Smith, and Rangaswamy, 2000) or ten-item 

scale (Wu, 1999), some studies suggested multidimensional scales, such as three dimensional 

scales of interactivity (McMillan & Hwang, 2002; Liu, 2003). In an early study to measure 

interactivity, McMillan (2000) utilized a unidimensional scale, which has the following seven 

items:  
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 This site facilitates two-way communication, when I visit this site I get the sense  

that I am in a “place” in cyberspace, this site seems to allow site visitors to  

 communicate at times that are most convenient for them, I feel that I have a great  

 deal of control over my visiting experience at this site, visitors to this site need to  

 take an active role in order to fully experience the site, this site seems to be  

 designed primarily to inform rather than persuade, and this site is interactive.  

 (p.6)   

 

 Even though the scale is unidimensional, the questionnaire focused on three core 

concepts: two-way communication (item 1), real-time (item 3), and control (items 4 and 5) 

(McMillan, 2000). The scales did not have a strong conceptual background to illustrate 

interactivity (Johnson, Bruner, & Kumar, 2006). Therefore, there is no specific information for 

some items concerning which concepts are supposed to be measured (e.g., “This site seems to be 

designed primarily to inform rather than persuade.”). In addition, this measurement was not 

constructed through a formal scale development process (Liu, 2003). Except for providing 

Cronbach’s Alpha (.80), there is no specific scale validity and reliability information given in the 

study.  

 Improving on the McMillan (2000) study, several studies (Johnson, Bruner, & Kumar, 

2006; Liu, 2003; McMillan & Hwang, 2002) developed multidimensional scales for measuring 

interactivity based on several scale development guidelines (Churchill, 1979; DeVellis, 1991; 

Gerbing & Anderson, 1988). Table 2.5 summarizes the three scale development studies. 

Analyzing key definitions of interactivity in previous studies, McMillan and Hwang (2002) 

suggested that three concepts were the most frequently mentioned and studied in previous 

studies. They were (1) direction of communication, (2) user control, and (3) time. To generate 

items, they utilized several qualitative methods, such as expert interviews and focus groups 

interview. With two rounds of data collections, they suggested that the three concepts were 

overlapping constructs, such as real-time conversation (presenting overlapping of “direction of 

communication” and “time”), no delay (“time”), and engaging (presenting overlapping of “time” 

and “control”). Even though they reasonably explained the overlapping conceptual model of 

interactivity, it is doubtful that empirical tests supported their idea. For example, the engaging 

construct (overlapping of time and control) had eight items, and only one item was related to the 
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“time” construct, which has a relatively low factor loading score (.58). To fully support the 

proposed overlapping dimension model, redeveloping each construct item would be necessary.  

 In another multidimensional study, Liu (2003) adopted several items from McMillan’s 

(2000) study and initially generated 36 items for three dimensions of interactivity (each 

dimension had 12 items). Liu (2003) pointed out “few of the measures have been constructed 

through a formal scale development process” (p.208). With the criticism, Liu (2003) focused on 

developing the valid and reliable scale. To evaluate items, several criteria were calculated:  item-

to-total correlation, inter-item correlation, and pairwise correlations between items.  Based on 

two studies (traditional students and nontraditional students), 15 items were retained with three 

factor constructs (active control, two-way communication, and synchronicity). The items 

included four items for active control, six items for two-way communication, and five items for 

synchronicity. A series of confirmatory factor analyses was conducted comparing alternative 

competing models. The result supported the conclusion that the hypothesized three-factor 

correlated model had the best model fit indices (Liu, 2003). In terms of reliability, Cronbach’s 

alphas were ranged form .70 to .86, which exceeded the .70 threshold. The average variances 

extracted (AVE) for the three factors ranged from .51 to .60, which exceeded the .50 threshold 

(Fornell &  Larcker, 1981). Known group validity was also measured using two different types 

of websites (less and more interactive websites) with two samples (traditional students and non-

traditional students).  

 Johnson, Bruner, and Kumar (2006) suggested four dimensions of interactivity: 

responsiveness, nonverbal information, speed of response, and reciprocity. In this study, they 

emphasized that “prior work has failed to explicitly account for nonverbal information as a 

distinct facet of interactivity” (p.37), defined as follows: “The extent to which the 

communication is perceived to be characterized by nonverbal information (the use of multiple 

channels for communicating information)” (p. 41). Except for nonverbal information, other 

factors were related to previous dimensional studies (McMillan & Hwang, 2002; Liu, 2003). 

Conceptually, responsiveness and reciprocity were related to the direction of communication 

(McMillan & Hwang, 2002) and two-way communication (Liu, 2003). Speed of response was 

the same concept as real-time information (McMillan & Hwang, 2002) and synchronicity (Liu, 

2003). However, they argued that there is significant difference between reciprocity (e.g., two-

way communication, actions and reactions, dialogue, participate) and responsiveness (e.g., 
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response contingency, interdependent message exchange). Namely, responsiveness can be 

described as “more to interactivity than reciprocity” (Johnson, Bruner, & Kumar, 2006, p.40). 

Sixty-nine items were generated based on the literature review, and finally, seventeen items were 

selected based on a panel of IT professionals and doctoral students. Criterion validity of the 

interactivity construct was measured by attitude to the website (Bruner & Kumar, 2000, 2002) 

and user’s involvement (Zaichkowsky, 1985). The results demonstrated that the measurement 

and structural model (e.g., good fit indices) supported the hypothesized model except there was 

no statistical significance with reciprocity. This study provided a new conceptualization of 

interactivity (i.e., (1) non-mediated/behavioral interactivity and (2) mediated/ technology based 

interactivity). In addition, they suggested a new facet, nonverbal information, which had the 

strongest effect on perceived interactivity. 
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Table 2.5 

Summary of Multidimensional Interactivity Scale Development 

 McMillan & Hwang (2002) Liu (2003) Johnson, Bruner, & Kumar 
(2006) 

Number of 
Study  

Two Studies  Three Studies  One study  

Factors 
(dimensions) 

Real-Time Conversation  
No Delay  
Engaging  

Synchronicity  
Two-way Communication  
Active Control  

Reciprocity  
Responsiveness  
Speed of response  
Nonverbal information  
 

Item 
Generation 
& 
Purification  
 

Finding 157 unique words 
and phrases that associated 
with interactivity.  
 
Categorized items based on 
core concepts: control, time, 
two-way communication, and 
overlapping construct.  
 

Adopted items used by 
McMillan (2000)  
  
36 items: each 12 items 
 
Item purification criteria 
Item-to-total correlation 
(.50) / Interitem correlation 
(.30)/ pairwise correlation 
between items  
 

Sixty-nine items were 
generated based on literature 
review.  
 
17 items selected based on 
panel.  
 
 
 

Validity CFA  
1. factor loading score: higher 
than .50  
2. Good fit indices:  
 
Predictive validity: Attitude 
toward the websites by Chen 
and Wells (1999) 
 
(Regression Analysis with 
three factors: R=.740, p=.00) 
 
Content validity: expert panel  
 

CFA 
1. factor loading score: higher 
than .50  
2. Good fit indices 
 
Testing  alternative competing  
models  
 
Known group validity:  
two different types of 
websites (less and more 
interactive websites) 
 
Content validity: expert panel  

CFA 
1. factor loading score: higher 
than .50  
2. Good fit indices: (CFI 
=.96, RMSEA =. 04, etc)  
 
Criterion validity  
Attitude to the Web site 
(Bruner & Kumar, 2000) 
User’s involvement 
(Zaichkowsky, 1985) 
 
(supported: positive effects) 
 
Content validity: expert panel  
 

Reliability Cronbach’s alpha 
(.79~.92)  
 
AVE: above .50  
 

Cronbach’s alpha  
(.70 ~ .86)  
 
AVE: above .50  
 

Composite reliability: 
above .70  
 
AVE: above .50  
except reciprocity (.45)  
 

Strong and 
Weak Points  

Suggesting overlapping 
constructs.  
 
However, they need to 
provide more explanation of 
overlapping constructs in 
terms of item generation.  

Strong validity and reliability. 
  
There is no major problem in 
items themselves.  

Suggesting new construct 
“nonverbal information.”  
 
However, they need to 
provide more explanation of 
“nonverbal information” in 
terms of item generation.  
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Interactivity in Sport Websites 

Based on the review of literature, I understand that early studies differently defined 

interactivity based on their point of view and suggested diverse interactivity dimensions (Table 

2.6). However, based on previous research, the following three elements frequently appear in the 

interactivity literature and are central to the concept of interactivity: active control, two-way 

communication, and real-time information. These three dimensions cover different definitions 

and dimensions of previous interactivity. 
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Table 2.6 

Definition and Dimensions of Interactivity 

Researchers Dimensions Three Interactivity 
Dimensions*  

Definition (highlight: Key concept in the definition)  

AC TC RT 

Coyle & Thorson 
(2001)  

1. Mapping 
2. Speed  
3. User Control  

x 
 
 

 
 
 

x 
 

“A web site that is described as interactive should have 
good mapping, quick transitions between a user’s input 
and resulting actions, and a range of way to manipulate”  
 

Ha & James (1998) 1. Playfulness 
2. Choice  
3. Connectedness 
4. Information collection 
5. Reciprocal communication 

 
 
 
 
 

x 
 
 
 
 
 

 
 
 
 
 
 

“Interactivity should be defined in terms of the extent to 
which the communicator and the audience respond to, or 
are willing to facilitate, each other’s communication 
needs” 

Heeter  
(1989) 

1. Complexity of choice  
2. Effort users  
3. Responsiveness  
4. Monitoring information  
5. Adding information   
6. Interpersonal   
          communication 
   

x 
 
 
 
 
 
 
 

x 
 
 
 
 
 
 

 
 
 
 
 
 
 
 

“Interactivity is a multi-dimensional concept that includes 
complexity of choice available, effort users must exert, 
responsiveness to the user, monitoring information use, 
ease of adding information, and facilitation of 
interpersonal communication”  
   

Jensen (1998)  Conceptual paper: providing 
several different perspective 
interactivity dimensions  

x   “ A measure of a media’s potential ability to let the user 
exert an influence on the content and/or form of the 
mediated communication”  
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Table 2.6 (continued) 
 
Researchers Dimensions Three Interactivity 

Dimensions*  
Definition (highlight: Key concept in the definition) 

 
AC TC RT

Johnson, Bruner, 
& Kumar (2006)  

1. Reciprocity  
2. Responsiveness 
3. Speed of response  
4. Nonverbal information  

 x x “ Interactivity is the extent to which an actor involved in a 
communication episode perceives the communication to be reciprocal, 
responsive, speedy, and characterized by the use of nonverbal 
information”  
 

Liu (2003) 1. Active control  
2. Two-way com. 
3. Synchronicity

x

 
x

 
x

 

“A communication that offers individuals active control and allows 
them to communicate both reciprocally and synchronously”   
 

Liu & Shrum 
(2002) 

1. Active control  
2. Two-way com. 
3. Synchronicity  

x

 
 

x

 
x

 

“The degree to which two or more communication parties can act on 
each other, on the communication medium, and on the message and the 
degree to which such influences are synchronized”  
 

McMillan & 
Hwang (2002)  

1. Real-time conversation  
2. No delay  
3. Engaging  

x

 
 

x

 
x

 

 ”Web-based interactivity involves communication among individuals, 
the ability those individuals have to control information and to 
participate in active communication, and time – time to load the 
message, time to find information, time to communicate with others, 
and the loss of time as one gets caught in the flow of computer-
mediated communication” 
 

Rafaeli (1988) 1. Message contingency 
2. Exchange of roles   
 

 
 
 

x

 
 
 
 

“An expression of the extent that, in given series of communication 
exchanges, any third (or later) transmission (or message) is related to 
the degree to which previous exchanges referred to even earlier 
transmissions” 
 

Steuer (1992) 1. Speed  
2. Range  
3. Mapping  

x

 
 

 
 
 

x

 
 

“Interactivity is the extent to which users can participate in modifying 
the form and content of a mediated environment in real time”  
 

*AC: Active Control, TC: Two-way Communication, RT: Real Time Information  
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Active Control: Active control is defined as the degree to which active users can 

voluntarily choose, add, and modify content in a website (Liu, 2003). In a computer- mediated 

environment, users can choose information, customize content, and change a website’s design 

elements, such as colors and letter shapes. Liu and Shrum (2002) emphasized the concept of 

“voluntary” (active) in the definition of active control, since the concept differentiates computer-

mediated communication from traditional mediated communication. For example, television 

users sometimes watch commercials that do not interest them. If they are not interested, they 

may change the channel to avoid the commercials. Even though traditional media can include 

certain levels of action (e.g., having to change channels when they do not want to watch), it is 

quite limited in this area compared to the Internet. On the Internet, they can voluntarily choose 

content and information. Users are involved in varying levels of action, such as surfing or 

searching for information, typing content, and clicking picture and video clips. Various types of 

active control functions can be found on sport websites. Among several active control functions, 

“customization” of information is a typical example. For example, through Nike.com on the front 

page people can choose between thirteen different languages. In addition, each country’s Nike 

website page provides various information and advertising based on the user’s nationality and 

preferences. 

Two-way Communication: Two-way communication is considered the most basic factor 

in the interactivity dimension (Ha & James, 1998; Heeter, 1988). Liu (2003) defined two-way 

communication as that “which captures the bi-directional flow of information” (p. 208). In 

previous interactivity research, researchers examined two-way communication through the lens 

of other relevant concepts such as “responsiveness” and “feedback” (Ha & James, 1998; Morris 

& Ogan, 1996). There are several examples of two-way communication on the Internet. First, the 

Internet is able to make reciprocal communication between the user and the company. From a 

marketing perspective, companies can advertise their products and information to users with 

traditional media, but it is hard to get the users’ responses and feedback about the products and 

information. If the companies want it, they must use other connection tools, such as mail and 

telephone, to get feedback. Thanks to its two-way communication function, the Internet has 

changed traditional patterns of marketing communication, allowing immediate responses from 

users. Users can give a company their responses through emails, participating in forums, or 

leaving messages on Internet boards. Another major element in two-way communication is the 
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ability to conduct online transactions. The consumer buying a certain product after seeing it 

advertised on television or in a magazine needs to perform another action to buy the product, 

such as going the store, mailing order forms, or making a phone call for that purpose. However, 

on the Internet, users can conduct two-way transactions without using any other tools. There are 

many two-way communication functions in sport websites such as e-mail, chat rooms, 

voting/polls, community, message boards, and curiosity arousal devices such as Q&A.  

 Real-Time Information: The speed of message and response is called real time 

information. Real-time information can be defined as “the degrees to which users’ contribution 

to a communication and the response they receive from the communication are simultaneous” 

(Liu, 2002, p. 16). Real-time information has been referred to by different names such as 

“synchronicity” (Liu & Shrum, 2002) and “time” (McMillan & Hwang, 2002). Liu and Shrum 

(2002) mention that there are two types of information processing related to time, synchronicity 

and asynchronicity. While users can immediately access information or deliver information at 

the same time (synchronicity), they can also store and retrieve specific information whenever 

they want (asynchronicity). Thus, the Internet communication may occur at any time based on 

the user’s preference: synchronicity (real time communication) and asynchronicity (non real time 

communication). For example, both senders and receivers of electronic messages can read 

messages at different times (i.e., email) or at the same time (i.e., messenger in MSN), interacting 

at their convenience. Speed of information is important in sport. Most sport fans cannot wait 

until reading the next day’s newspaper to find out if their favorite team has won or lost a game. 

Sport fans utilize sport websites as a tool to check game results, schedules, and team statistics. 

Many sport websites also focus on providing rapid information including game results, game 

highlight video clips, updated team statistics, and behind story at the game.  

Summary  

 Since Rafaeli (1988) introduced interactivity as a potentially useful function of the 

Internet, many researchers have released numerous articles regarding interactivity in the Internet 

(Ha & James, 1998; Liu, 2003; McMillan, 2000; McMillan & Hwang, 2002; Liu, 2003; Morris 

& Ogan, 1996; Rafaeli & Sudweeks, 1997; Wu, 1999). However, researchers still struggle to 

conceptualize interactivity since the Internet technologies change rapidly. Recently published 

articles support that interactivity is not a simple concept, but complex concepts, providing 

different aspect of interactivity such as Perceived Interactivity (PI) (Song & Zinkhan, 2008), 
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Object Interactivity (Schlosser, 2006), Expected Interactivity (EI) (Sohn, Ci, & Lee, 2006). With 

these different aspects of interactivity, there is still a need to develop a generalized definition and 

dimensions of interactivity across different situations (Johnson, Bruner, & Kumar, 2006; Liu, 

2003; Liu & Shrum, 2002; McMillan & Hwang, 2002). In this study, I attempt to define 

interactivity in sport websites and also examine whether the previously studied three dimensions 

of interactivity can be applied to sport websites.  

 In this chapter, I focused on understanding previous sport website studies, the definition 

and evolution of uses and gratifications theory, the definition and previous dimensional studies 

of interactivity, and attitude toward the website. Based on the review of literature, I also 

presented five motives and three dimensions of interactivity in sport websites. In the next 

chapter, I outline the research methods utilized in this study and reports the results and 

conclusions of a pilot study.  
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CHAPTER 3 

 

 

METHODS & PILOT STUDY 

 

 

The main purpose of this research was to investigate the effect of five user motives 

(entertainment, information, social interaction, escape, and economic) and three interactivity 

dimensions (active control, two-way communication, and real-time information) on attitude 

toward a sport website, and the impact of attitude toward a sport website on intention to revisit 

the sport website. This chapter presents the methods to measure the constructs in the proposed 

model. The content includes an overview of the research design, population and sampling, 

specification of construct domains, and identification of items to measure the proposed 

constructs. This chapter also includes the method, results, and conclusions from a pilot study. 

The chapter concludes with a presentation of the methods for the main study.  

Overview of Research Design 

In order to test the proposed model it is necessary to utilize appropriate measures of the 

proposed constructs. To develop measures for the particular constructs (i.e., motives, 

interactivity, attitude toward a sport website), I followed the seven-stage framework 

recommended by Churchill (1979) (see Figure 3.1). The seven-stages include (1) specifying the 

domain of the construct(s), (2) generating sample items, (3) collecting data, (4) purifying a 

measure, (5) collecting new data, (6) assessing reliability, and (7) assessing validity (Figure 3.1). 

To complete the first two steps, I conducted an extensive literature review to clearly define the 

constructs, and identify items based on previous scales. The third and fourth steps are related to a 

pilot study, which was conducted to evaluate the psychometric properties of the modified scales. 

After modifying and improving the scales based on the results of the pilot study, I conducted the 

main study which included collecting new data and assessing the psychometric properties of the 

measures. I evaluated the internal consistency and structure of the measurement scales using 

confirmatory factor analysis (CFA). The proposed model was tested using structural equation 

modeling (SEM).  
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Figure 3.1. Suggested procedures to develop measures for the proposed constructs. 

 

 

Specification of Construct Domains 

To develop scales, a researcher first needs to define the domain of each construct. A 

reliable and valid scale cannot be developed without an understanding of the construct 

(Churchill, 1979). After an extensive literature review (see Chapter 2), I defined the specific 

details of the constructs in order to generate a reliable and valid scale (Churchill, 1979; Spector, 

1992). The constructs of interest in this study are the five motives, three dimensions of 

interactivity, and attitude toward the sport website (see Chapter 2). The definitions of the 

constructs are listed in Table 3.1.  

 

1. Specify Domain of Construct 

2. Generate Sample of Items from Literature Review 

6. Assess Reliability  

3. Collect Data (Pilot Study Survey) 

4. Purify Measure (Coefficient Alpha, EFA) 

5. Collect New Data (Main Study Survey) 

7. Assess Validity 
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Table 3.1 

The Definition of Constructs  

Constructs Definitions 

Entertainment The extent to which users can feel fun, exciting, and enjoyable 
while accessing a sport website 

Information  The extent to which users can get knowledgeable and helpful 
information while accessing a sport website  

Social Interaction  The extent to which users can feel companionship, social 
identity, and interpersonal communication with other users while 
accessing a sport website 

Escape  The extent to which users can feel a sense of rest, relaxation, and 
release while accessing a sport website  

Economic  The extent to which users can get financial gain while accessing 
a sport website  

Active Control The extent to which users can voluntarily choose, add, and 
modify contents  while accessing a sport website  

Two-way Communication  The extent to which users can communicated with other users 
while accessing a sport website   

Real-time Information  The extent to which users’ contribution to a communication and 
the response they receive from the communication are 
simultaneous while accessing a sport website (Liu, 2002). 

Attitude toward a Sport 
Website  

The extent to which user’s predispositions to respond favorably 
or unfavorably to a sport website contents in natural exposure 
situation (Chen & Wells, 1999) 

 

 

 

Generating Sample of Items 

After the domains of the constructs were defined, items for the constructs were adopted 

and modified from previous instruments (Ko et al, 2005; Korgaonkar & Wolin, 1999; Kwon, 

2003; Luo, 2002; Papacharissi & Rubin, 2000, Wann et al, 1999). After generating a sample of 

items, it is necessary to assess the face validity and content validity of items. Face and content 

validity can be defined as “professional agreement that a scale logically appears to accurately 

measure what it is intended to measure” (Zikmund, 2003, p.302). In face validity, a researcher 

chooses instruments by deciding if, "on their face,” the instruments are likely to be a measure 

revolving around the intentions of their study based on the following criteria: good translation, 

design, and arrangement. Content validity depends on “the extent to which an empirical 

measurement reflects a specific domain of content” (Carmines & Zeller, 1979). Face and content 

validity assessment were conducted by four experts who are familiar with developing new scales, 
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including a marketing research assistant, two business professors, and a sport management 

professor. The experts were encouraged to provide suggestions and comments regarding such 

details as the structure of sentences, the wording of questions, and clarity of instructions and 

design. The scale items were revised based on the following criteria by Liu (2002): (1) whether 

there is any discrepancy between items and the construct to be measured, (2) whether there is 

any set of items that could not fully explain the construct to be measured, and (3) whether there 

is any ambiguous wording. Based on the reviewers’ comments, there were minor changes to 

several items.  

Measuring Motivations  

 Five key motives for visiting websites were identified through the review of literature: (1) 

entertainment, (2) information, (3) social interaction, (4) escape, and (5) economic (see Chapter 

2). To measure the five motives relative to sport websites, I adopted and modified items from 

previous studies (Ko et al, 2005; Korgaonkar & Wolin, 1999; Kwon, 2003; Luo, 2002; 

Papacharissi & Rubin, 2000, Wann, 1995; Wann et al, 1999). The items were adopted and 

modified from different contexts; it was observed that the various motives were related to 

different outcomes such as affective response (e.g., feel), behavioral response (e.g., use), and 

statement response (e.g., is). Examples include “I feel excited when surfing on the Web” 

(affective response) (Luo, 2002), “I use the Internet because it gives me a pleasant rest” 

(behavioral response) (Korgaonkar & Wolin, 1999), and “Making wagers is the most enjoyable 

aspect of being a sports fan” (statement response) (Wann et al, 1999).  

 After reviewing various motives used in the study of sport consumers, James and his 

colleagues (2006) noted problems with existing measures (Funk et al., 2003; Pease & Zhang, 

2001; Wann, 1995). The particular problem noted was evaluating motives and their relationship 

to behaviors and psychological conditions. Table 3.2 includes examples of particular items and 

the problem with using such items to assess consumer behaviors and psychological conditions. 

James and his colleagues (2006) proposed a solution to the problem. James et al. (2006) 

proposed using a leading statement which could be altered as desired to assess motives relative 

to particular psychological conditions (e.g., reasons for being a fan of a sports team) or other 

behavioral outcomes of interest (e.g., watching a sporting event or attending a sporting event). 

The initial test of the use of such a leading statement focused on measuring a “watching” 

outcome. James et al. (2006) used the statement, “I would be motivated to watch a New England 
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Patriots’ game because …” Responses to various motives were measured using the leading 

statement associated with watching behaviors. In a similar manner, the proposed study included 

items modified for use with a particular leading statement. The leading statement, “I am 

motivated to visit the sport website because …” focuses on intentions to visit a sport website. In 

the following section the five motives are discussed, along with a presentation of the modified 

items for the proposed study. 

 
 
Table 3.2 
Measurement Problems in Sport Motivation Scales (James et al., 2006) 

 
Sport Motivation 

Scale  
Example Items

(Motive)
Problem  

Sport Fan 
Motivation Scale 
(SFMS)  
Wann (1995) 

“To me, watching, reading about, 
and/or discussing a game is like 
daydreaming because it takes me 
away from life’s hassles” (Motive: 
Aesthetics) 

Three different behavioral outcomes 
(watching, reading, and discussing) are 
included in a single item. No single 
behavior can be assessed as an outcome 
due to the inclusion of multiple behaviors 
in the predictor.

Sport Interest 
Inventory (SII)  
Funk et al. 
(2003) 
 

“An important reason I watch games 
is to spend quality time with my 
family” (Motive: Bonding with 
family) 

The statement assumes a person watches, 
so that the term “watch” limits options to 
measure other behaviors or outcomes  
 

Sport Interest 
Inventory (SII)  
Funk et al. 
(2003) 
 

“I am a fan of the entire team”
“I consider myself a part of the team” 
(Motive: Team) 

The items measure end states, not motives 

 

 

Entertainment. Luo (2002) defined entertainment as “the extent to which the web media 

is fun and entertaining to media users” (p.4). The proposed measure of entertainment consists of 

five items modified from Lou’s (2002) research. Lou’s study focused on the use of commercial 

websites; in the proposed study the wording of the items were changed to focus on the use of 

sport websites. For example, the item “I feel excited when surfing on the website” was changed 

to “I am motivated to visit because I feel excited when surfing the sport website.” Each of the 

items was measured using a seven-point Likert scale ranging from 1 (strongly disagree) to 7 

(strongly agree). The original items utilized by Lou and the modified items (including the 

leading statement) are listed in Table 3.3. 
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Table 3.3 

Items for Measuring Entertainment Motivation  

Entertainment  

Original items  
(Luo, 2002) 

Modified items 
“I am motivated to visit the sport website 
because…” 

• Surfing on the Web is entertaining to 
me 

• the sport website is entertaining to me 

• I think the Web is cool • the sport website is cool 

• I feel excited when surfing on the Web • I feel excited when surfing the sport 
website 

• I enjoy surfing the Web • I enjoy surfing the sport website 

• I think the Web is fun to use • the sport website is fun to use 

 

 

Information. Luo (2002) described information motivation in a commercial website as 

“the extent to which the web provides users with resourceful and helpful information” (p.4).  

Lou’s measure of information motivation consisted of five items. For the proposed study, four 

items were modified from Luo’s (2002) research. One item, “Web makes acquiring information 

inexpensive”, was excluded in this study, since the word “inexpensive” could generate confusion 

related to the economic motive included in the study. I added an item, “the sport website 

provides discussion topics” which did not contain the word “inexpensive” and also describes the 

concept of information. The wording of Luo’s (2002) items were based on commercial websites; 

for the proposed study the wording of the items was modified to reflect information regarding 

sport websites. For example, one of Lou’s original items is worded, “Web gives me quick and 

easy access to large volumes of information.” The language was changed to, “I am motivated to 

visit sport websites because sport websites give me access to a lot of information.” The items 

were rated using a Likert- 7-point scale ranging from 1 (strongly disagree) to 7 (strongly agree).  
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Table 3.4  

Items for Measuring Information Motivation  

Information  

Original items  
(Luo, 2002) 

Modified items 
“I am motivated to visit the sport website          
because…” 

• Web gives me quick and easy access to 
large volumes of information 

• the sport website gives me access to a lot 
of information 

• I think the information obtained from the 
Web is helpful 

• information obtained from the sport 
website is helpful 

• Information obtained for the Web is Useful • information obtained from the sport 
website is useful 

• I learned a lot of information from using 
the Web  

• I learn a lot of information from using the 
sport website 

• Web makes acquiring information 
inexpensive*  

• the sport website provides discussion 
topics** 

Note:  * item omitted; ** item added  
 

 

Social Interaction. Korgaonkar and Wolin (1999) described social interaction in general 

website research as “the role of the Web as a facilitator of interpersonal communication and 

activities” (p.57). Four items of social interaction for the proposed study were derived from the 

work of Kwon (2003) and modified based on sport website context (see Table 3.5). I added one 

item, “I can express myself freely on the sport website” from Ko’s study (2002), since the item 

was utilized from different studies to measure social interaction motive (Papacharissi & Rubin, 

2000; Ko et al., 2005). The items were rated using a 7-point Likert-scale ranging from 1 

(strongly disagree) to 7 (strongly agree).  
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Table 3.5 

Items for Measuring Social Interaction Motivation  

Social Interaction  

Original items 
(Kwon, 2003) 

Modified items 
“I am motivated to visit the sport website 
because…” 

• I use the Internet because I can share 
experience with others 

• I am interested in other visitors’ opinions 

• I use the Internet because I can share 
experience with others 

• I can communicate with people who share 
my interests 

• I use the Internet because I can 
compare my ideas with those of other 
people  

• I can compare my ideas with other people 

• I use the Internet because I can make 
friend via the Internet  

• I can belong to a virtual sport group on the 
sport website 

 • I can express myself freely on the sport 
website (Ko, 2002)* 

Note: * item added   

 

 

Escape. Korgaonkar and Wolin (1999) described escape as “…a pleasurable, fun, and 

enjoyable activity that allows one to escape from reality” (p.56). To measure escape, I modified 

the items used by Korgaonkar and Wolin (1999). The escape motive in Korgaonkar and Wolin’s 

study (1999) contained several items explaining, “the concept of overcoming loneliness 

(companionship)” (p. 56), which could create confusion with social interaction. I excluded six 

items which convey the concept of social interaction (see Table 3.6). Based on a content validity 

assessment conducted by four experts (two business major professors, a sport marketing 

professor, and a marketing research assistant), two items were changed to simplify the wording: 

(1) “Because it helps me unwind” was changed to “Sport websites makes me less tense” and (2) 

“So I can forget about work” was changed to “I can forget about every day work.” In addition, I 

deleted one item, “So I can escape from reality,” since the meaning of the item is basically the 

same as “because it takes me into another world.” Four items were included to assess the motive 

of escape (see Table 3.6). The items were measured using a 7-point Likert-scale ranging from 1 

(strongly disagree) to 7 (strongly agree). 
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Table 3.6 

Items for Measuring Escape Motivation 

Escape 

Original items 
Social-Escapism Motivation  
(Korgaonkar & Wolin, 1999) 

Modified items 
“I am motivated to visit a sport website  
because…” 

• So I can forget about work  • I can forget about every day work 

• Because it takes me into another world 
• So I can escape from reality 

• it takes me into another world 

• Because it helps me unwind  • the sport website makes me less tense 

• So I can get away from what I am 
doing  

• I can get away from what I am doing 

• So I won’t be alone*  

• I do not like to use the web alone*  

• Because it makes me feel less lonely* 

• Because it shows me how to get along 
with others* 

• Because it stirs me up* 

• Because it arouses my emotions and 
feelings* 

 

Note: * The items were excluded since they are believed to be related to social interaction. 

 

 

Economic. The economic motive pertaining to commercial websites was described as 

different economic gains such as “search for bargain prices” and “save money” (Ebersonle 2000; 

Farfaglia et al., 2006; Korgaonkar & Wolin, 1999; Kwon, 2003; Rodgers & Sheldon, 2002). 

Wann et al (2001) defined an economic motivation in sport fan research in terms of an 

individual’s motivation “to participate in sport as a fan because he or she enjoys the potential 

economic gains afforded by sport gambling” (p.31).  

Measuring an economic motivation in relation to visiting sport websites is unique 

compared to other websites because measuring a gambling motivation must be considered 

(Caskey & Delpy, 1999). The economic motivation in sport websites can be defined as economic 

gains in different ways such as gambling, comparing price, and promotional incentives (e.g., 

discount tickets or products) (Wann et al., 2001). To measure an economic motivation, I 

modified five items from research by Kwon (2003) and Wann (1995). Three items were 

modified from Kwon’s scale (2003) designed to measure economic motivation in commercial 

websites. Two items were modified from Wann’s Sport Fan Motivation Scale (SFMS) measuring 
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the economic motivation of spectator sport fans. All items (see Table 3.7) are rated on a 7-point 

Likert scale, ranging from 1 (indicating strong disagreement) to 7 (indicating strong agreement).  

 

 

Table 3.7 

Items for Measuring Economic Motivation  

Economic  

Original items 
(Wann, 1995; Kwon, 2003) 

Modified items 
“I am motivated to visit sport websites 
because…” 

Wann (1995) 

• One of the main reason that I watch, read, 
and/or discuss sports is so I can bet on the 
sporting events 

• Sports are enjoyable only if you can bet on 
the outcome  

• Making wagers is the most enjoyable 
aspect of being a sports fan 

 

• I enjoy betting on the outcome of 
sporting events 

• I can gamble on sporting events 
 

Kwon (2003)  
“I use the Internet because …” 

• I can find good deals  

• I enjoy the convenience of shopping  

• It gives me an idea of what’s in style  

• I can compare prices  

• I can find product information  

 

• I can find good deals on sports products 

• the sport website provides access to 
convenient shopping 

• I can purchase sports products through 
the sport website 

 

 

Measuring Interactivity 

 Several previous studies have attempted to measure interactivity (Liu, 2003; Liu & 

Shrum, 2002; McMillian& Hwang, 2002; Venkatesh, Smith, & Rangaswamy, 2000; Wu, 1999). 

In early studies, Venkatesh et al. (2000) measured interactivity with one item. In the study of 

commercial websites, Wu (1999) assessed interactivity with 10 items. While the early studies 

measured interactivity as one dimension (Venkatesh et al., 2000; Wu, 1999), other research has 

sought to measure interactivity as a multi-dimensional construct (Liu, 2003; Liu & Shrum, 2002; 

McMillan & Hwang, 2002). As discussed in the literature review (see Chapter 2), the results 

from research on interactivity have led to the conclusion that there are three distinct dimensions 
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comprising interactivity: active control, two-way communication, and real-time information. In 

this study, interactivity is defined as:  

 

The degree to which two or more communication parties can act on each other, on 

 the communication medium, and on the messages, and the degree to which such 

influences are synchronized (Liu & Shrum, 2002, p.54) 

 

After comparing several interactivity scales (Johnson, Bruner, & Kumar, 2006; Liu, 

2003; McMillan & Hwang, 2002) (see Chapter 2 for a review of different interactivity scales), I 

modified items from Liu’s (2003) research, which have been shown to be reliable and valid. To 

be consistent with the assessment of the motivation items, the three interactivity dimensions are 

also assessed in the context of “visiting” a sport website. The leading statement for the 

interactivity (“I visit the sport website because …”) was changed from one for the motives (“I 

am motivated to visit the sport websites because …”), since the wordings, “am motivated to,” 

would be related to measure motivation.  

Active Control. Active control is defined as “a user’s ability to voluntarily participate in 

and instrumentally influence a communication” (Liu, 2003, p. 208). In the definition, Liu (2003) 

focused on the term, “voluntarily.” When visiting websites, users can voluntarily choose (click 

on) and avoid (not click on) information (e.g., pop-up advertising, customize a webpage). In 

Liu’s (2003) study, an initial pool of 12-items was developed to measure active control with the 

panel of experts, and five items were ultimately retained. The Cronbach’s alpha score for the 

measure of active control was .75. The average variances extracted (AVE) for the active control 

ranged from .51 to .53 in three different sample tests, which exceeded the .50 threshold (Fornell 

& Larcker, 1981). To measure active control, I utilized a 7-point Likert scale anchored by 1 

(indicating strong disagreement) and 7 (indicating strong agreement). Minor changes were made 

in the wording of each item in order to specifically assess visiting sport websites (see Table 3.8).  
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Table 3.8 

Items for Measuring Active Control  

Active Control 

Original items  
(Liu, 2003) 

Modified items   
“I visit the sport website because…”         

• I felt that I had a lot of control over my 
visiting experiences at this website  

• I have a lot of control over my visiting 
experience 

• While I was on the website, I could choose 
freely what I wanted to see 

• I can choose freely what I want to see  

• While surfing the website, I had absolutely 
no control over what I can do on the site* 

• I have a great deal of control over what 
I can do  

• While surfing the website, my actions 
decided the kind of experiences I got 

• my actions decide the kind of experienc
es I get 

• The website allows me multiple options to 
explore  

• it allows me multiple options to explore
  

* the item was reverse scaled.   

 

 

Two-Way Communication. Two-way communication refers to the bi-directional flow of 

communication (1) between users and companies or (2) among users on the Internet (Liu, 2003). 

Using Internet websites, companies can get consumer comments and opinions about products 

and services as well as provide feedback to consumers (Liu, 2003). Another important aspect of 

two-way communication is that users can communicate with each other (Liu, 2003). For 

example, using Web blogs and personal websites related to sports content, sport fans share 

diverse information. Liu (2003) developed an initial pool of twelve items to measure two-way 

communication. The items were reviewed by a panel of experts, and in the end six items were 

retained based on several criteria such as corrected item-to-total correlations, pair-wise 

correlations, and inter-item correlations. From the six items in Liu’s (2003) scale, I modified five 

items; two of Liu’s items are reverse scored, and attempt to measure the same concept. The item, 

“The website gives visitors the opportunity to talk back,” measures the same concept as the item, 

“It is difficult to offer feedback to the website.” Accordingly, only one of the two items was 

retained for the proposed study. 

The Cronbach’s alpha score for two-way communication was .84. The average variance 

extracted (AVE) scores for the two-way communication ranged from .54 to .62 in three different 

sample tests (Liu, 2003), each exceeding the .50 threshold (Fornell & Larcker, 1981). To 
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measure two-way communication in the proposed study a 7-point Likert scale anchored with 1 

(indicating strong disagreement) and 7 (indicating strong agreement) was utilized (see Table 

3.9).  

 

 

Table 3.9 

Items for Measuring Two-way Communication  

Two-way Communication   

Original items   
Liu (2003) 

Modified items  (5 items) 
“I visit the sport website because…”      

• This website facilitates two-way 
communication between the visitors and 
the site 

• the sport website facilitates two-way 
communication between visitors.  

• The website makes me feel it wants to 
listen to its visitors 

• I am sure someone will respond to my 
message postings.  

• The website is effective in gathering 
visitors’ feedback 

• the content of the sport website 
encourages me to provide feedback.  

• The website does not at all encourage 
visitors to talk back*  

• I am able to communicate with other 
visitors concurrently.   

• The website gives visitors the opportunity 
to talk back 

• It is difficult to offer feedback to the 
website* 

• the sport website gives visitors the 
opportunity to provide feedback. 

 
 

* the item was reverse scored 

 

 

Real-Time Information. Real-Time Information refers to “the degree to which users’ 

contribution to a communication and the responses they receive from the communication are 

simultaneous” (Liu, 2003, p. 16). In Liu’s (2003) study, five items remained from an initial pool 

of twelve items. Cronbach’s alpha was reported as .86 for real-time information which exceeded 

the minimum value of .70 with respect to internal consistency (Nunnally, 1978). The average 

variance extracted (AVE) scores for real-time information in three different sample tests (Liu, 

2003) ranged from .51 to .73, all of which exceeded the .50 threshold (Fornell &  Larcker, 1981). 

For the proposed study, all five items are modified from Liu’s (2003) scale. To measure real-

time information, a 7-point Likert scale anchored with 1 (indicating strong disagreement) and 7 

(indicating strong agreement) was utilized (see Table 3.10).  
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Table 3.10 

Items for Measuring Real-Time Information    

Real-Time Information  

Original items   
Liu (2003)  

Modified items  (5 items) 
“I visit the sport website because…”         

• The website processed my input very 
quickly 

• the website is very fast in responding to my 
request.    

• Getting information from sport website 
is  very fast 

• I can get information very quickly. 
 

• I was able to obtain information I want 
without any delay  

• I can obtain what I want to find without any 
delay.   

• When I click on links, I felt I was 
getting instantaneous information  

• I get instantaneous information when I click 
on links. 

• The website was very slow in 
responding to my requests* 

• my requests are processed very quickly 

* the item was reverse scaled. 

 

 

Attitude toward Sport Websites 

 Modifying the traditional construct known as “attitude toward advertising,” Chen and 

Wells (1999) suggested a new construct called “attitude toward the website” in order to measure 

“general favorability toward the website.” (p. 28) In this study, Chen and Wells’ (1999) attitude 

toward the website measure is included since attitude toward the website has been utilized to 

measure website effectiveness (Hwang & McMillan, 2002; McMillan Hwang, & Lee, 2003; Ko, 

2002; Ko et al., 2005; Luo, 2002) (See Chapter 2 for a thorough description of Chen and Wells’ 

scale). The instrument consists of six items: five items measured by a 7-point Likert scale 

anchored with 1 (indicating strong disagreement) and 7 (indicating strong agreement) and one 

item measured by 7-point Likert scale anchored with 1 (indicating one of the worst) and 7 

(indicating one of the best). In this study, the last item was modified from “Compared with other 

websites, I would rate this one as…” to “I would rate the sport websites as one of the best,” so 

that all six items can be measured with a Likert scale. The original and modified items are 

presented in Table 3.11.  
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Table 3.11 

Items for Measuring Attitude toward Sport Website    

Attitude toward Sport Website (6 items) 

Original items  (6 items) 

(Chen & Wells, 1999) 

Modified items  (6 items) 

• This website makes it easy for me to 
build a relationship with this company  

• The sport website makes it easy for me to 
build a relationship with other visitors 

• I would like to visit this website again 
in the future  

• I would like to visit the sport website again 
in the future 

• I’m satisfied with the service provided 
by this website 

• I am satisfied with the service provided by 
the sport website 

• I feel comfortable in surfing this 
website 

• I am comfortable surfing the sport website 

• I feel surfing this website is a good 
way for me to spend my time 

• Surfing the sport website is a good way for 
me to spend my time 

• Compared with other websites, I would 
rate this one as 

• Compared with other websites, I would rate 
the sport website as one of the best    

 

  

Intention to Revisit 

 Intention to revisit was measured using a three-item scale originally developed to 

measure purchase intention (PI) (Mackensie, Lutz, & Belch, 1986). The scale was also adopted 

in several website studies to measure user’s purchase intention in websites (Bruner, Gordon, & 

Kumar, 2002; Bruner & Kumar, 2000; Ko, et al., 2005). The modified three items are “I am 

likely to visit sport websites in the future,” “I will probably visit sport websites in the future,” 

and “I will possibly visit sport websites in the future.” The three items measured by a 7-point 

Likert scale anchored with 1 (indicating strong disagreement) and 7 (indicating strong 

agreement). While the majority of items utilized in the proposed study were derived from 

existing measures, numerous modifications were made, and some new items were developed by 

the research. Accordingly, the decision was made to conduct a pilot study to assess the initial 

reliability of the modified items. The following section presents information on the pilot study. 

Pilot Study  

Introduction  

 The pilot study is the stage in which a researcher performs an initial test of the proposed 
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model to determine whether it is possible to provide initial evidence of reliability and validity 

(Spector, 1992). Using a pilot study, a researcher can also evaluate ambiguous or confusing 

items. Based on results from the pilot study, the questionnaire was revised and finalized before 

conducting the main study. In this pilot study, I investigated the following questions: 

1. Do the proposed items assessing the five motivations fit the dimensions as expected?  

2. Do the proposed items assessing interactivity fit the dimensions as expected?  

3. Do the proposed items assessing attitude toward the sport website load as expected on 

the latent construct? 

Pilot Study Sample 

The pilot study utilized a quantitative research design with convenience sampling, a non-

probability sampling method, and a self-administrated questionnaire. The population of the pilot 

study consisted of students enrolled at a college in the Northeastern region of the United States. 

College students are considered reasonable participants in website studies since they exemplify 

characteristics of the typical Internet users in terms of their age and education background. 

Shank (2005) noted that there is significant evidence that typical Internet users are people 

between 18 and 34 years old, who are highly educated. In addition, research has shown that 

visitors to sport websites consist primarily of young educated and affluent people, with 66 

percent between the ages of 18 and 34 (Shank, 2005).  

The sample was selected from available classes during the fall semester in 2008. Before 

conducting the pilot study, I contacted several instructors to get approval to administer the 

questionnaire in classes. After getting instructor approval, questionnaires were distributed to the 

students who were willing to participate. Questionnaires were administered to 121 participants; 

15 questionnaires were excluded from the data pool because they were not completely filled out. 

As a result, 106 questionnaires were used for the analysis in the pilot study. According to Hair et 

al. (1998), the sample size for factor analysis, should be greater than 50 and preferably more than 

100. Accordingly, the sample size was deemed acceptable for the pilot study.   

Instrument 

The questionnaire for the pilot study included three parts: (1) sport website usage, (2) 

most visited sport website, and (3) demographics. In Part I, respondents reported the number of 

hours spent on the Internet visiting sport websites, the number of times they had purchased sport 
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products through sport websites, the most frequently visited sport websites, and the types of sport 

websites visited (e.g., content websites,  team/league websites, commercial websites, and 

gambling websites). Part II included three items assessing attitude toward sport websites, 24 

items assessing five different motivations (five items assessing entertainment, five items 

assessing information, five items assessing social interaction, four items assessing escape, and 

five items assessing economic), and 15 items assessing three dimensions of interactivity (five 

items assessing two-way communication, five items assessing active control, and five items 

assessing real-time information). In Part III, respondents provided demographic information 

including race, gender, school classification, and age. Face and content validity of the initial 

questionnaire was examined by a professor with expertise in sport marketing.    

Data analysis 

 The data for the pilot study were analyzed using the Statistical Package for the Social 

Science (SPSS). Descriptive statistics, internal consistency, and exploratory factor analysis were 

used for the data assessment. Descriptive statistics such as frequency and percentage were used 

to summarize, organize, and describe respondents’ demographic information. Internal 

consistency and exploratory factor analysis (EFA) were used to assess the proposed five 

motivation constructs and three dimensions of interactivity. Internal consistency is the extent to 

which items in a scale are correlated with one another (Vogt, 1999). For evidence of internal 

consistency, Cronbach’s coefficient alpha coefficients and item-to-total correlation coefficients 

were analyzed for each scale. Churchill (1979) suggested that coefficient alpha (Cronbach’s 

alpha) should be the first measure to assess internal consistency. A value equal to or above .70 is 

considered an acceptable measurement (Nunnally & Bernstein, 1994). Item-to-total correlation 

measures the correlation of the item with the total of score on all other items. A value equal to or 

above .50 is considered an acceptable level at which to retain an item (Hair, et. al., 1998). 

 Since the questionnaire items were substantially modified from different studies and 

several items were newly developed, EFA was used to determine whether the items would load 

on the anticipated factors and whether there were problematic items (Tate, 2004). In the pilot 

study, two separate EFAs were conducted: an EFA for the motive dimensions and an EFA for 

interactivity dimensions. After deciding the number of factors, factor loadings scores were used 

to evaluate the items loading on each factor. Regarding factor loadings, Hair and his colleagues 

(1998) suggested that “factor loadings greater than +.30 are considered to meet the minimal 
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level; loadings of +.40 are considered more important; and if the loadings are +.50 or greater, 

they are considered practically significant” (p.111). In addition to this guideline, sample size also 

should be considered. They recommended that if sample size is between 100 and 120, factor 

loadings should be between .50 and .55 to have statistically significant results (Hair, et. al., 

1998). The sample size for the pilot study was 106. Based on the recommendation by Hair et al. 

(1998), .50 was considered the minimum level for a factor loading.  

Results of Pilot Study  

Demographic Characteristics 

 Four demographic characteristics (gender, school year, and ethnic background) were 

measured in the pilot study; the results are reported in Table 3.12. Among the106 respondents, 

approximately 60% were male. In terms of school year, a large majority of the respondents 

(62.3%) were freshmen and sophomores. Racially, Caucasian (59.4.0%) was the most prevalent 

group, followed by African American (12.3%) and Hispanic (12.3%). All respondents were 

between 18 and 34 years of age, which is equivalent with typical Internet users’ age (Shank, 

2005). The respondents provided the name of the sport website they visited most frequently; 

83% of the most frequently visited sport websites were either content websites (e.g., Yahoo 

sport, ESPN, CNNSI) or team/league websites (e.g., NBA.com, NHL.com, Redsox.com). 

Internal Consistency 

 To assess the internal consistency of each dimension, a Cronbach’s alpha score was 

calculated and item-to-total correlation coefficients were examined.  

 Motive. For the motive dimensions (entertainment, information, social interaction, 

escape, and economic), the Cronbach’s alpha scores ranged from .86 to .92, and the item-to-total 

correlation coefficients ranged from .55 to 84 (Table 3.13).  

 Interactivity.  For the interactivity dimension (active control, two-way communication, 

and real-time information), the Cronbach’s alpha scores ranged from .85 to .93, and the item-to-

total correlation coefficients ranged from .51 to .86 (Table 3.14).  

 Attitude toward the Sport Website. The six items for attitude toward sport websites had 

a Cronbach’s alpha coefficient of .90 and corrected item-to-total correlations ranged from .42 to 

.84 (Table 3.15). 

 Intention to Revisit. The three items for intention to revisit had a Cronbach’s alpha 

coefficient of. 92 and the corrected item-to-total correlations ranged from .80 to .92 (Table 3.16).  



 88  

The decision to retain or delete items was made based on suggested criteria: a Cronbach’s alpha 

score equal to or greater than 0.70 (Nunnally & Bernstein, 1994), and item-to-total correlations 

equal to or greater than 0.50 (Hair, et. al., 1998). Based on the suggested criteria, the measures of 

item-to-total correlations were acceptable for all but one item, ast1 (0.42). 

 

 

Table 3.12  

Demographic Characteristics of the Pilot Study  

Demographic Variables  Frequency Percent 

Gender  Male 63 59.4 

 Female 43 40.6 

Total   106 100% 

School Year  Freshman 22 20.8 

 Sophomore 44 41.5 

 Junior 11 10.4 

 Senior 14 13.2 

 Graduate 15 14.2 

Total   106 100% 

Ethnicity  African American 13 12.3 

 Caucasian 63 59.4 

 Asian 9 8.5 

 Native American 1 0.9 

 Hispanic 13 12.3 

 Other 7 6.6 

Total   106 100% 

Age  18-20 57 53.8 

 21-25 37 36.8 

 25-34 12 10.4 

Total   106 100% 

The Most Frequently Visited Sport 
Website   

Content 44 41.5 

 Team/League 44 41.5 

 Commerce 18 17 

 Gambling 0 0 

Total   106 100% 
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Table 3.13 

Reliability Estimates of Motive Construct  

Factor Corrected Item-
Total 

Correlation 

Alpha if  
Item  

Deleted 

Entertainment    

ENT1  .69 .87 

ENT2 .74 .86 

ENT3 .74 .86 

ENT4 .80 .84 

ENT5 .66 .88 

Cronbach’s alpha coefficient = .8872   

Information    

INF1 .55 .87 

INF2 .68 .83 

INF3 .77 .81 

INF4 .74 .82 

INF5 .68 .83 

Cronbach’s alpha coefficient =  .8623   

Social Interaction    

SI1 .77 .91 

SI2 .78 .91 

SI3 .85 .89 

SI4 .77 .91 

SI5 .83 .90 

Cronbach’s alpha coefficient =  .9217   

Escape    

ESP1 .75 .81 

ESP2 .71 .82 

ESP3 .70 .82 

ESP4 .67 .84 

Cronbach’s alpha coefficient = .8614   

Economic    

EC1 .59 .86 

EC2 .67 .84 

EC3 .68 .84 

EC4 .79 .81 

EC5 .71 .83 

Cronbach’s alpha coefficient =  .8653   
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Table 3.14 

Reliability Estimates of Interactivity Construct  

Factor Corrected Item-
Total 

Correlation 

Alpha if  
Item  

Deleted 

 Active Control    

AC1  .62 .89 

AC2 .59 .90 

AC3 .82 .85 

AC4 .84 .84 

AC5 .80 .85 

Cronbach’s alpha coefficient =  .8904   

Two-Way Communication    

TWC1 .74 .92 

TWC2 .76 .92 

TWC3 .86 .90 

TWC4 .86 .90 

TWC5 .80 .91 

Cronbach’s alpha coefficient =  .9259   

Real-Time Information     

RTI1 .51 .86 

RTI2 .72 .81 

RTI3 .70 .81 

RTI4 .71 .81 

RTI5 .69 .82 

Cronbach’s alpha coefficient =  .8521   

 

 

Table 3.15  

Reliability Estimates of Attitude toward Sport Website  

Factor Corrected Item-
Total 

Correlation 

Alpha if  
Item  

Deleted 

Attitude toward Sport Website    

AST1 .42 .93 

AST2 .82 .87 

AST3 .84 .87 

AST4 .78 .88 

AST5 .79 .88 

AST6 .82 .87 

Cronbach’s alpha coefficient =  .9027   
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Table 3.16 

Reliability Estimates of Intention to Revisit 

Factor Corrected Item-
Total 

Correlation 

Alpha if  
Item  

Deleted 

Intention to Revisit     

IR1 .80 .92 

IR2 .92 .83 

IR3 .81 .91 

Cronbach’s alpha coefficient =  .9215   

 

 

Exploratory Factor Analysis (EFA) 

 Exploratory factor analysis (EFA) was utilized to measure whether the set of proposed 

dimensions would be empirically established, and whether there were problematic items with 

respect to the factor loadings (Churchill, 1999). Two criteria were used to decide the number of 

dimensions: eignevalue and scree plot. Eigenvalue is “a statistic used in factor analysis to 

indicate how much of the variation in the original group of variable is accounted for by a 

particular factor” (Vogt, 1999, p.95). It is usually recommended that factors with eigenvalues 

larger than 1 are considered a proper number of factors in a construct (Hair et al., 1998). A scree 

plot is used to identify the optimum number of factors by graphic image of the eigenvalue for 

each component extracted (Hair et al., 1998).  

After deciding the number of dimensions to be retained based on eignevalue and scree 

plot data, factor loadings are measured to evaluate each item. A “higher” factor loading shows a 

closer association between an item and the factor (Vogt, 1999). A factor loading greater than .50 

is considered as significant criteria for this study (Hair et al., 1998). In addition, the correlation 

between factors is estimated to identify any concerns with multicollinearity among different 

factors. Kline (1998) mentioned that if the correlation between two factors exceeds .85, it 

indicates a possible multicollinearity problem.   

 Motivation Dimensions.  To confirm five motivation constructs, eignevalue and scree 

plot were calculated. Five eigenvalues exceeded 1.00 (Table 3.17 and Figure 3.2). Factors with 

an eigenvalue of less than one were excluded from further analysis. The scree plot illustrated that 

five factors were reasonably acceptable, since the plot slopes becomes an approximate horizontal 
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line from the sixth factor. The factor loadings were evaluated based on the results of the rotated 

pattern matrix using principal axis factoring method. The factor loadings ranged from .519 to 

1.042 (see Table 3.18). There was one item (econ4: 1.042) with a factor loading over 1.00. 

Joreskog (1999) mentioned that “if the factors correlated (oblique), the factor loadings are 

regression coefficients and not correlations and as such they can be larger than one in 

magnitude” (p.1). Since I applied principal axis factoring with oblimin rotation method, one of 

the oblique rotation methods, it would be possible to have loadings greater than one. Items with a 

factor loading less than .50 were identified for possible elimination (Hair et al., 1998). Among 

the 24 items, four items (ent3, ent5, econ1, and econ3) did not load on any factor. The factor 

correlation matrix showed that there was discrimination among the factors (no multicollinearity), 

since the correlations, ranging from .036 to .524, were lower than the suggested cut-off point of 

0.85 (Table 3.19).  

 

 

Table 3.17 

Eignevalues for Motive 

 
Factor 

Initial Eigenvalues 

Total % of Variance Cumulative % 

1 9.597 39.988 39.988 

2 3.799 15.829 55.817 

3 1.876 7.816 63.633 

4 1.202 5.010 68.643 

5 1.152 4.801 73.444 

6 .879 3.664 77.108 

 

 

Figure 3.2. Scree plot for Motive  
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Table 3.18 

Factor Pattern Matrix for Motive  

Factor

1 2 3 4 5

ent1 .211 -.019 .519 -.108 .172
ent2 .350 .149 .547 -.011 .128
ent3 .446 .055 .409 -.107 .136
ent4 .136 .011 .563 -.166 .363
ent5 .177 .109 .318 -.294 .266

info1 .328 .141 -.128 .081 .563
info2 -.040 .024 .380 .084 .630
info3 .083 -.045 .017 -.104 .749
info4 -.083 -.112 .090 -.125 .791
info5 -.073 .027 -.071 .030 .818
soci1 .813 -.064 -.011 -.029 .054

soci2 .832 -.080 .034 -.002 -.021
soci3 .831 .055 .008 -.013 .070
soci4 .688 .136 .053 -.050 .041
soci5 .857 .079 .047 -.051 -.118
escp1 -.002 .083 .120 -.728 .017
escp2 .364 .099 -.174 -.554 .057
secp3 .075 -.082 -.156 -.837 -.008

escp4 -.155 .201 .273 -.679 .072
econ1 .201 .340 -.394 -.183 .077
econ2 .038 .726 .077 -.009 .026
econ3 .247 .400 -.336 -.254 -.087
econ4 -.093 1.042 .060 .047 -.019
econ5 -.011 .766 -.081 -.072 -.038

 

 

Table 3.19 

Factor Correlation Matrix for Motive 

Factor 1 2 3 4 5 

1 1.000 .421 .114 -.478 .389

2 .421 1.000 -.036 -.524 .152

3 .114 -.036 1.000 -.096 .443

4 -.478 -.524 -.096 1.000 -.306

5 .389 .152 .443 -.306 1.000

 

 

 Interactivity Dimension. Eignevalues and a scree plot were analyzed to ascertain 

whether three dimensions of interactivity did emerge. Two eigenvalues exceeded 1.00, which 
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indicates that a two-factor model could be acceptable (see Table 3.20). The scree plot supported 

that two factors are reasonably acceptable, since the plot slopes becomes an approximate 

horizontal line from the third factor (see Figure 3.3). However, since this study presented a three-

factor model based on theoretical and conceptual background, the decision was made to compare 

the two-factor model and the three-factor model.  

The adequacy of model fit for the two and three factor models was assessed to determine 

the dimensionality of the factor model based on total explained variance, range of 

communalities, and number of residuals. The comparison of a two- and three-factor model is 

presented in Table 3.21. It is expected that the fit of the model improves with increasing number 

of factors (Tate, 2004). Although a three-factor model reduced the number of residuals (10 %), 

there was no significant improvement regarding total explained variance and range of 

communalities. The results indicate that a two-factor model should be retained. 

 The factor loading scores were evaluated based on the results of the rotated pattern matrix 

derived using a principal axis factoring method. The factor loadings ranged from .571 to .910 

(see Table 3.22). Items with a factor loading less than .50 were identified for possible elimination 

(Hair et al., 1998). All 15 items loaded on two factors. Factor 1 had eight items including five 

items assessing two-way communication and two items assessing real-time information, and one 

item assessing active control. (tw1, tw2, tw3, tw4, tw5, ac2, rt2, rt3) and Factor 2 had seven 

items included four items assessing active control and three items assessing real-time 

information. (ac1, ac, ac4, ac5, rt1, rt4, rt5). The factor correlation matrix showed there was 

discrimination between the factors (no multicollinearity), because the correlation was lower than 

the suggested cut-off point of .85 (see Table 3.23).  

 

 

Table 3.20 

Eignevalues for Interactivity 

 
Factor 

Initial Eigenvalues 

Total % of Variance Cumulative % 

1 8.169 54.461 54.461 

2 2.270 15.136 69.597 

3 .883 5.886 75.483 
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Figure 3.3. Scree Plot for Interactivity  

 

 

Table 3.21 

Model Fit Results for Varying Number of Interactivity  

Number of Factor  Explained 
Variance  

Range of 
Communalities  

Number of Residuals 
>.05 

2 69.597 .325-.818 31 (29.0%) 

3 69.775 .300-.999 20 (19%) 

 

 

Table 3.22 

Factor Pattern Matrix for Interactivity  

 Factor 

 

1 2 

ac1 -.054 .749
ac2 .610 .209
ac3 .203 .682
ac4 .091 .829
ac5 -.015 .902
tw1 .850 -.148
tw2 .734 .019
tw3 .867 .037

tw4 .908 -.007
tw5 .910 -.097
rt1 -.001 .571
rt2 .654 .230
rt3 .644 .226
rt4 .030 .810
rt5 -.045 .856
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Table 3.23 

Factor Correlation Matrix for Interactivity  

Factor 1 2 

1 1.000 .545

2 .545 1.000

 

 

Discussion of Pilot Study  

Internal Consistency Test  

 The Cronbach’s alpha scores for all the proposed factors (motives, interactivity, attitude 

toward a website, intention to revisit) exceeded the recommended .70 cut-off level. The item-to-

total correlations, however, indicated that the item, “the sport website makes it easy for me to 

build a relationship with other visitors,” (ast1) did not meet the .50 criterion, which operated to 

decrease reliability values for attitude toward the sport website construct. The ast1 item was 

deleted in the main study. The remaining items do represent the construct based on the 

conceptualization, and eliminating the item does not lower the reliability score. Without the item 

ast1, the Cronbach’s alpha score for attitude toward the sport website was estimated to be .9330.  

Exploratory Factor Analysis: Motive Dimensions 

 An EFA using principal axis factoring with oblique rotation was performed as an initial 

step to assess the underlying motivation factors. Although five factors were identified as 

expected in the proposed model, four items (ent3, ent5, econ1, and econ3) failed to load on the 

expected factors. Two items assessing entertainment motivation, “I am excited about the sport 

website” (ent3) and “the sport website is fun to use” (ent5), did not meet the minimum loading 

criteria (.50). The loading scores were .409 (ent3) and .318 (ent5) within the entertainment 

construct. Additionally, ent3 loaded on two factors, entertainment (.409) and social interaction 

(.446). An item loading on two distinct factors is problematic (Pett, Lackey, & Sullivan, 2003). 

Kline (2000) suggests eliminating multiple-loading items because of the difficulty in interpreting 

the meaning of the resulting scales. Based on recommendation by Kline (2000), ent3 was deleted 

in the main study.  

 Two items assessing economic motivation, “I can gamble on sporting events” (econ 1) 

and “I enjoy betting on the outcome of sporting events” (econ 3), did not meet the factor loading 

criteria (.50). These two items are related to gambling websites. In the pilot study, respondents 
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answered the questions based on their favorite sport website. However, no respondents answered 

the questions with a gambling website in mind. The failure of the two items to load at a 

significant level makes sense since none of the websites identified by the respondents related to 

gambling. One implication here is that any comparison between gambling sport websites and 

other types of websites (content, team/league, commercial) should be limited. Consequently, the 

two items related to gambling websites were deleted for the main study. Based on the results of 

the pilot study, the economic dimension was redefined as economic gains in different ways such 

as comparing price and promotional incentives (e.g., discount tickets or products). The remaining 

three items do seem to represent the conceptual definition: “I can purchase sports products 

through the sport website”, “the sport website provides access to convenient shopping, and “I can 

find good deals on sports products.” 

Exploratory Factor Analysis: Interactivity Dimensions 

 An EFA using principal axis factoring with oblique rotation was performed as an initial 

step to assess the underlying factors in interactivity. Although three dimensions of interactivity 

were proposed based on the literature review (Liu & Shrum, 2002; Liu, 2003), the results showed 

that two-factor model was more adequate than a three-factor model based on several criteria 

(total explained variance, range of communalities, and number of residuals). Comparing the two 

and three factors solutions, there was a slight improvement in fit (e.g., reduced residuals and 

increased communality scores) in going from a two-factor model to a three-factor model. 

However, the improvement did not justify the further loss of parsimony. Factor 1 consisted of all 

five two-way communication items, one active-control item, and two real-time information 

items. Factor 2 included four active-control items and three real-time information items. The 

proposed three dimensions of interactivity overlapped with respect to real-time information. 

Churchill (1979) suggested that there are three directions in which one may progress after 

conducting a pilot test. Among the three directions described by Churchill (1979), the results of 

the pilot study were similar to the second direction.   

 

Second, factor analysis sometimes suggests that dimensions which were conceptualized 

as independent clearly overlap. In this case, the items which have pure loadings on the 

new factor can be retained and a new alpha calculated. If this outcome is satisfactory, 

additional testing with new data is indicated (p.69).  
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 Based on the recommendation, the Cronbach’s alpha scores of the new factors were 

calculated. The Cronbach’s alpha scores for Factors 1 and 2 respectively were .9196 and .9325, 

indicating an acceptable measurement (Nunnally & Bernstein, 1994). The results of the pilot 

study supported an overlapping conceptual framework of interactivity proposed by McMillian 

and Hwang (2003) (see Chapter 2). The research by McMillan and Hwang (2003) provides 

theoretical evidence to explicate the results of the pilot study. McMillan and Hwang (2002) 

argued that three dimensions (active control, two-way communication, time) are essential 

dimensions of interactivity, but these concepts overlap and are interrelated. They mentioned that 

“active engaging,” the overlapping concept of active control and time, is defined as the degree 

which user’s contributions to actively participate in and influence a communication are 

simultaneous. “Synchronous communication,” the overlapping concept of two-way 

communication and time, can be described as reciprocal communication (1) between users and 

users or (2) between users and messages on the Internet in real time. Based on the research by 

McMillan and Hwang (2003), Factor 1 could be renamed “active engaging,” and Factor 2 can be 

renamed “synchronous communication.”  

 Even though the results of the pilot study are related to the conceptual model proposed by 

McMillan and Hwang (2003), I decided to evaluate a three factor model of interactivity in the 

main study for the following reasons. First, the sample size of the pilot study may have been too 

small to fully capture three interactivity dimensions. It is necessary to evaluate the interactivity 

dimensions with a larger sample size. Second, the modification of the interactivity dimensions 

should be based on theoretical and conceptual justifications. Even though the pilot study results 

suggest that real-time information is not one of the key interactivity dimensions of sport 

websites, real-time information theoretically and conceptually plays an important role in 

explaining interactivity (Johnson, Bruner, & Kumar, 2006; Liu, 2003; Liu & Shrum, 2002). 

Johnson, Bruner, and Kumar (2006) mentioned that real-time information is one of the important 

interactivity facets, which should be different from feedback and reciprocity (two-way 

communication).  

  Based on the results of the pilot study, I carefully reviewed the proposed items for the 

real-time information dimension to identify any problematic item, such as representing two 

dimensions or confusing wording. Churchill (1979) argued that “the major source of error within 
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a test or measure is the sampling of items” (p. 69). After reviewing the wording of the items 

comprising the real-time information dimension, I modified three items (see Table 3.24). With 

new items for the real-time information dimension, in the main study I compared a two- and 

three-factor model for interactivity using a larger sample. In the following section the methods 

for the main study are presented. 

 

 

Table 3.24  

Investigating Problematic Words for Real-Time Information Items    

Proposed items  
“I visit the sport website 
because…”                           

Dimension in the 
pilot study  

Problematic words Regenerated Items 
“I visit the sport 
website because…”      

the website is very fast in 
responding to my request.   

Two-Way 
Communication  

Responding: Possibility of 
representing “two-way 
communication” 

the website provides 
information very 
quickly   

I can obtain what I want 
to find without any delay.   

Active Control What  I want to find: 
Possibility of representing 
“controlling website”

I can obtain 
information without 
any delay.  

I get instantaneous 
information when I click 
on links. 

Active Control When I Clink on links: 
Possibility of representing 
“controlling website” 

I get instantaneous 
information when 
desired  

 

 

Method: Main Study  

 New samples were utilized for the main study. In the main study, I proposed two data 

collections. The first set of data was used to confirm the validity and reliability of the 

measurement model, and the second data collection was used to validate the measurement model 

and test the structural model.  

Sample and Sample Size  

The population of the main study included students enrolled at a college in the 

Southeastern region of the United States. The data collection for the main study was conducted 

in the 2009 summer semester using a convenience sampling method. I contacted instructors and 

requested an opportunity to administer the survey to students. After receiving instructor 

approval, questionnaires were distributed to the students who were willing to participate. To 

utilize a student sample with a convenience sampling technique, a researcher should make sure 

the students are relevant to the research topic (Ferber, 1977). Shank (2005) mentioned that 
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college students are considered reasonable participants in website research since they exemplify 

the characteristics of typical Internet users in terms of their age and education background. 

Another important consideration is the size of the sample for the study. The main study 

included Confirmatory Factor Analysis (CFA) and Structural Equation Modeling (SEM). There 

are several different suggestions of a proper sample size such as a sample size of more than 150 

or 200, or a ratio of 1:5 up to 1:15 (a ratio of indicators to respondents) (Anderson & Gerbing, 

1988; Devellis, 1991; Flynn & Pearcy, 2001; Hair et al., 1998; Spector, 1992). For example, 

Anderson and Gerbing (1988) suggested “a sample size of 150 or more typically will be needed 

to obtain parameter estimates that have standard errors small enough to be of practical use” 

(p.415). Hair et al. (1998) suggested that at least 200 subjects are required to conduct the SEM 

using maximum likelihood estimation. Bentler and Chou (1987) recommended at least 5 cases 

per free parameters to get trustworthy parameter estimates. Flynn and Pearcy (2001) suggested 

that the rule of thumb of ten subjects per item is realistic. Stevens (1996) mentioned that at least 

15 cases per a measured variable or indicator. Taking into account the recommendations, the 

sample size of the both data collections should be (1) larger than 200 and (2) no less than a ratio 

of 1:5 (a ratio of indicators to respondents). After the pilot study, 43 items were retained in the 

proposed model. Therefore, the minimum number of subjects in both data collections should be 

more than 215 (based on a ratio of 1:5). The goal was to collect 500 usable questionnaires; a 

larger size was sought so that the total sample could be split into calibration and validation 

samples (explained in a subsequent section).  

Instrument (Questionnaire) 

 Based on the results of the pilot study, the questionnaire was modified. Five items were 

deleted after the pilot study. Specifically, three items (ent5, econ3, and econ5) failed to load on 

any factor; one item (assessing attitude toward the sport website) was removed due to a low 

Cronbach’s alpha score; one item (ent3) was deleted due to its multiple-loading. Three items 

(assessing real-time information of interactivity) were modified, since the items represented two 

different constructs of interactivity and contained confusing wording. The following tables (3.25, 

3.26, and 3.27) show the status of the initial items for the main study. A total of 43 items are 

included in the proposed model. Twenty items were used to measured motivations, 15 items to 

measure interactivity, 5 items to measure attitude toward the sport website, and 3 items to 

measure intention to revisit.  
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Table 3.25 

The Status of the Initial Item of Motivation for the Main Study  

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

* item which did not load on any factor on the EFA  
** item which loaded multiple factors  

 

 

 

 

 

 

 

Motive Dimensions (the number of items for the main study)

 “I am motivated to visit the sport website because …” 

Status 

Entertainment (3)  
the sport website is entertaining to me Retained 
the sport website is cool Retained 
I am excited about the sport website. Deleted**  
I enjoy surfing the sport website. Retained 
the sport website is fun to use. Deleted* 
Information (5)  
the sport website provides discussion topics. Retained 
the sport website gives me access to a lot of information.         Retained  
information obtained from the sport website is helpful. Retained 
information obtained from the sport website is useful. Retained 
I learn a lot of information from using the sport website. Retained 
Social Interaction (5)  
I am interested in other visitors’ opinions. Retained 
I can communicate with people who share my interests. Retained 
I can compare my ideas with other people. Retained 
I can belong to a virtual sport group on the sport website. Retained 
I can express myself freely on the sport website. Retained 
Escape (4)  
I can forget about every day work. Retained 
it takes me into another world. Retained 
the sport website makes me less tense. Retained 
I can get away from what I am doing. Retained 
Economic (3)  
I can gamble on the sporting events. Deleted* 
I can purchase sports products through the sport website. Retained 
I enjoy betting on the outcome of sporting events. Deleted* 
the sport website provides access to convenient shopping. Retained 
I can find good deals on sports products. Retained 
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Table 3.26 

The Status of the Initial Item of Interactivity for the Main Study  

Interactivity  Dimensions (the number of items for the main study)

“I visit the sport website because…”        
Status 

 Active Control (5)   
I have a lot of control over my visiting experience Retained 
I can choose freely what I want to see  Retained 
I have a great deal of control over what I can do Retained  
my actions decide the kind of experiences I get Retained 
it allows me multiple options to explore Retained 

Two-Way Communication (5)  
the sport website facilitates two-way communication between visitors Retained 
I am sure someone will respond to my message postings Retained 
the content of the sport website encourages me to provide feedback Retained  
I am able to communicate with other visitors concurrently Retained 
the sport website gives visitors the opportunity to provide feedback Retained 

Real-Time Information (5)    
the website provides information very quickly Modified* 
I can get information very quickly Retained 

I can obtain information without any delay Modified* 
I get instantaneous information when desired Modified* 
my requests are processed very quickly Retained 

* item which was modified since it overlapped different constructs. 

 

 

Table 3.27 

The Status of the Initial Item of Attitude toward the Sport Website for the Main Study  

 
 
 
 
 
 
 
 
 
 

* item which had lower than .50 of coefficient alpha score (.4169) 

 

 

Data analysis 

 The main study utilized confirmatory factor analysis (CFA) and structural equation 

modeling (SEM) which consists of two sub-models: a measurement model and the structural 

Attitude toward the Sport Website (5)  Status 
The sport website makes it easy for me to build a relationship with other 
visitors 

Deleted*  

I would like to visit the sport website again in the future Retained 
I am satisfied with the service provided by the sport website Retained 
I am comfortable surfing the sport website Retained 
Surfing the sport website is a good way for me to spend my time Retained  
Compared with other websites, I would rate the sport website as one of the 
best    

Retained 
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model. While a measurement model investigates how well indicators can explain their constructs, 

a structural model examines the relationships among the latent variables. I collected a large 

sample from a state university, and equally split into two groups: calibration sample and 

validation sample.  

Calibration Sample. With the calibration sample, I utilized confirmatory factor analysis 

(CFA) to estimate and test the hypothesized measurement model. CFA can be defined as “a test 

of the hypothesized factor model, and, if the model is confirmed, products estimates of the 

validities and reliabilities of the indicators as measures of the factors” (Tate, 2004, p.3).  

Measurement Model Evaluations. The proposed model can be evaluated by several 

different procedures (Batista & Coenders, 2000; Bollen & Long, 1993, Iriondo, Albert, & 

Escudero, 2003; Tate, 1998): (1) model specification, (2) model identification, (3) assessment of 

model fit, and (4) model modification.  

(1) Model specification: The model specification can be referred to as “a formal 

statement of one’s belief about the actual causal processes leading to the ultimate outcome” 

(Tate, 1998, p.166). The specification of the model is one of the most important and difficult 

aspects of SEM study (Tate, 1998). In the model specification process, a researcher needs to 

translate hypotheses into a path diagrams or a set of equations. The model specification of this 

study is based on literature reviews or theoretical backgrounds (see Chapter 1 and Chapter 2).  

(2) Model identification: The model identification is concerned with whether there is 

satisfactory information (i.e., a sufficient number of observed variances and covariances) to 

measure the parameters of the model. There are three possible ways to identify the model: (1) 

exactly (just) identified, (2) overidentified, and (3) underidentified (Tate, 1998). When there is 

just enough information to measure the parameters of the model, a researcher refers that the 

model is exactly (just) identified. If the model has more than just enough information to estimate 

all parameters, a researcher mentions that the model is “overidentified”. In addition, the model 

can be “underidentified” when there is not enough information to assess the parameters of the 

model. For the most precise test of the proposed model, the models should be overidentified 

(Hair et al., 1998). 

There are two ways to identify the model: (1) t-rule and (2) degrees of freedom (Iriondo, 

Albert, & Escudero, 2003; Tabachnick & Fidell, 2001; Tate, 1998). The t-rule can be referred to 

as, “For any model with p observed exogenous variables and q observed endogenous variables, 
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the number of observed variances and covariances (equal to [p+q+1][p+q]/2) must be equal to or 

greater than the total number of model parameters being estimated (denoted t)” (Tate, 1998, 

p.172). As an alternative form of the t-rule, a researcher can also measure model identification 

based on whether the degrees of freedom are greater than zero (d.f.>0) (Iriondo, Albert, & 

Escudero, 2003). The degrees of freedom can be calculated by Rigdon’s (1994) formula as 

follows: 

df= 
( )
2

1+× pp
- 2 p× - 

2

)1( −× qq
  

p: the number of observed variables (measures) 

q: the number of latent constructs  

In the current study, the proposed measurement model includes 43 observed variables and 10 

latent constructs. Therefore, the degree of freedom for the measurement model is 815, which 

indicated that the model is overidentified.  

 (3) Assessment of overall model fit. After identifying the model, a researcher measures 

whether the proposed model fits the data. The most common index for evaluating overall model 

fit is chi-square statistic χ², which compare the “goodness of fit” between the covariance matrix 

for the observed data and the covariance matrix from the proposed model (Baumgartner & 

Homburg, 1996). However, χ² test has several problems related to normality assumption and 

sample size (Bentler, 1990). Due to the limitations associated with the χ² test, the decision was 

made to examine additional indices in order to to evaluate overall model fit (Gerbing & 

Anderson, 1993; Hu & Bentler, 1999; Joreskog, 1993; Marsh et al., 1988). Among several 

guidelines to use different fit indices, Hu and Bentler (1999) recommended a two-index 

presentation strategy using the maximum likelihood (ML)-based standardized root mean squared 

residual (SRMR) and one of the following: Tucker-Lewis Index (TLI), Bollen’s (1989) Fit Index 

(BL89), Relative Noncentrality Index (RNI), Comparative Fit Index (CFI), or root mean squared 

error of approximation (RMSEA).  

(4) Model modification: After assessing the model fit, a researcher also needs to consider 

improving problematic model fit with (a) item loading score and (b) standardized (covariance) 

residual (Byrne,  2001). Items with a low loading score (i.e., lower than .707) were considered 

for deletion, since the item would contribute more error variance than common variance in the 

proposed construct (Klein, 1998). Covariance residuals can be referred as “the difference 
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between the observed variances and reproduced values for specific variances and covariances” 

(Tate, 1998, p.192). Tate (1998) mentioned that “the standardized covariance residuals larger 

than 2.5 to 3.0 would suggest misfit that likely does not occur due only to chance” (p.192). 

Before modifying the model, a researcher should make sure whether modifications of the 

proposed model are supported by theoretical backgrounds (Hair et al., 1998). 

Reliability. In terms of reliability, scale reliability is measured to analyze whether the 

items within a scale fit a construct. As the most common criterion, scale reliability can be 

evaluated by coefficient alpha. For SEM studies, however, coefficient alpha has several 

limitations (Shook, Ketchen, Hult, & Kacmar, 2004) such as wrongly assuming that all items 

contribute equally to reliability (Bollen, 1989). Hence, it is recommended that a researcher use 

construct reliability for the measurement and structural models, which draws on the standardized 

loadings and measurement error for each item (Bollen, 1989). An acceptable threshold for 

composite reliability is above .70 (Hair et al., 1998). 

 

 

 

Construct Validity. Construct validity is determined by both convergent and discriminant 

validity. In SEM studies, convergent validity is tested by “determining whether the items in a 

scale converge or load together on a single construct in the measurement model” (Garver & 

Mentzer, p. 45). Discriminant validity can be evaluated by “whether items from one scale should 

not load or converge too closely with items from a different scale” (Garver & Mentzer, p. 45). 

The common test of convergent validity can be assessed by “whether each indicator’s estimated 

pattern coefficient on its latent factor is significant (i.e., greater than twice its standard error)” 

(Anderson & Gerbing, 1988, p.416). However, Steenkamp and van Trijp (1991) stated that the 

factor regression coefficient on a particular item is a week test of convergent validity. They 

provided an alternative method evaluating whether a standardized factor loading is at least .70. 

The Average Variance Extracted (AVE) score of each construct is also used as measure of 

convergent validity. The AVE score is described as “the amount of common variance captured 

by the construct in relation to the amount of variance due to measurement error” (Fornell & 

Larcker, 1981, p.45). AVE scores should exceed.50 to confirm convergent validity, indicating 
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that the variance due to measurement error is not greater than the variance due to the construct 

(Fornell & Larcker, 1981). Discriminant validity also can be evaluated with AVE scores. 

Discriminant validity is established when the AVE score of each construct is greater than the 

squared-correlations between respective factors (Fornell & Larcker, 1981). 

Validation Sample. The validation sample was used for subsequent validation of the 

measurement model and structural model. Based on the results from the first CFA (from 

calibration sample), a second CFA (from the validation sample) was employed to validate the 

measurement model. After confirming the reliability and validity of the measurement model, I 

assessed a structural equation model to estimate the relationships among the latent variables 

including motivation, interactivity and attitude toward the sport website, and intention to revisit.  

Summary  

 Based on the review of previous literature, this chapter provided the discussion of the 

research methods including overview of the research design, population and sampling, 

specification of construct domains, and generating sample of items. With the pilot study, the 

scales were evaluated. Although the pilot study showed that the proposed model reasonably fit 

well, there were several problematic items and constructs. Based on the results of the pilot study, 

I presented the modification of instrument and the methods for the main study. In the next 

chapter, I presented the results of main study.   
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CHAPTER 4 

 

 

RESULTS OF MAIN STUDY 

 
 

 The results from the test of the proposed model are presented in this chapter. The design 

of the main study followed Anderson and Gerbing’s (1988) two-step approach: (1) validation of 

the measurement model including testing the reliability and validity of constructs and (2) 

estimation of the structural relationships in the proposal model. A useable sample (n=530) was 

conveniently collected from students attending a state university in the Southeastern United 

States; the sample was split into two data sets, each sample included (n1, n2=) 265 cases. The 

first set of data (calibration sample) was used to confirm the reliability and validity of the 

measurement model derived from the pilot study. The second data set (validation sample) was 

used to confirm the measurement model and test the hypothesized structural model. 

Results from the Calibration Sample   

 The items in the questionnaire were modified based on the results of the pilot study. 

A total of 700 questionnaires were collected from college students attending a large university in 

the Southeastern region of the United States. I excluded 170 questionnaires from the data pool 

because respondents did not fully complete the questionnaire. Among the 170 questionnaires, 

approximately 80% of were not completed because the respondents did not visit sport websites. 

The remaining 20% have a variety of items that were not completed by the respondents. As 

previously explained, the student sample is relevant to the research topic since the majority of 

internet users have characteristics similar to those of college students (e.g., age, education 

background) (Shank, 2005). The size of each sample (n1 = 265, n2 = 265) exceeded the 

minimum criteria to test the proposed measurement model, a sample size of more than 200 

(Anderson & Gerbing, 1988; Hair et al., 1998) and the ratio of 1 indicator to 5 respondents 

(Bentler & Chou, 1987). 

Demographic Characteristics 

 The demographic characteristics for the first sample (n1) are reported in see Table 4.1. 

There were a higher percentage of male respondents (68.7%). In terms of year in school, a 

majority of the respondents (61.9%) were Seniors, followed by Juniors (25.3%). Caucasian 

(72.8%) was the most prevalent ethnic group, followed by African American (14.0%) and 
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Hispanic (6.8 %) respectively. More than 90 % of the respondents were between 18 and 25 years 

of age, which is equivalent to the typical age of Internet users (Shank, 2005). The most 

frequently visited sport websites were content websites (59.2%) followed by team/league 

websites (39.2%).   

 

 

Table 4.1 

 Demographic Characteristics of the First Sample 

Demographic Variables   Frequency Percent 

Gender  Male  182 68.7 

 Female  83 31.3 

Total   265 100 

School Year  Freshman 11 4.2 

 Sophomore  12 4.5 

 Junior  67 25.3 

 Senior  164 61.9 

 Graduate  11 4.2 

Total   265 100 

Ethnicity  African American 37 14.0 

 Caucasian 193 72.8 

 Asian 11 4.2 

 Native American  2 0.8 

 Hispanic 18 6.8 

 Other  4 1.5 

Total   265 100 

Age  18-20 68 25.7 

 21-25 176 66.4 

 26-47 21 7.9 

Total   265 100 

The Most Frequently Visited Sport Website  Content  157 59.2 

 Team/League  104 39.2 

 Commerce  3 1.1 

 Gambling  1 0.4 

Total   n1=265 100 

 

 

Confirmatory Factor Analysis (CFA) for the Initial Measurement Model  

 Overall Model Fit. The measurement model containing 43 items and 10 latent constructs 

was analyzed using AMOS 6.0. The measurement model did not fit the data well based on fix 
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indices, χ 2

815 = 2251.526 (p < .001), CFI =.856, TLI =.841, RMSEA = .082, SRMR =.0923 (Table 

4.2).  

 

 

Table 4.2  

Model Fit Indices in the Initial Measurement Model 

Fit Index  Value  The Common Rule of Thumb  

SRMR  .0923 < .08 (Hu & Bentler, 1999)  
< .10 (Kline, 1998)  

RMSEA .082 <.06 (Hu & Bentler, 1999)  
<.08 (Hair et al., 1998) 

CFI .856 > .95 (Hu & Bentler, 1999)  
> .90 (Kelloway, 1998; Kline, 1998)  

TLI  .841 > .90 (Bentler, 1990; Hair et al., 1998) 

 

 

 The Fit of Individual Parameters. To evaluate the fit of individual parameters in the 

model, there are three aspects of concern: (1) the feasibility of the parameter estimates, (2) the 

appropriateness of the standard error, and (3) the statistical significance of the parameter 

estimates (Byrne, 2001). Byrne (2001) mentioned that “examples of parameters exhibiting 

unreasonable estimates are correlations > 1.00, negative variances, and covariance or correlation 

matrices that are not positive definite” (p.75). The appropriateness of standard error is measured 

by whether there are excessively large or small standard error values. The critical ratio value of 

1.96 or is used to evaluate the statistical significance of the parameter estimates. A review of the 

parameter estimates led to the conclusion that there were no violations of the three aspects of 

concern (Table 4.3). The factor loadings ranged from .752 to .795 in entertainment; .476 to 837 

in information; .678 to .876 in social interaction; .665 to .813 in escape; .767 to .927 in 

economic; .830 to 919 in two-way communication; .630 to .917 in active control; .514 to .921 in 

real-time information; .717 to .924 in attitude toward the sport website; .896 to .996 in intention 

to revisit.   
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Table 4.3.  

Factor Loadings, Standard Errors, and Critical Ratio of Items in the Initial Model 

Factors Items 
Standardized 

Loading *
S.E. C.R. 

Entertainment  

ent1 the sport website is entertaining to me .795 

.077 ~.089 
12.494 ~ 
12.698 

ent2 the sport website is cool .762 

ent3 I enjoy surfing the sport website. .752 

Information 

info1 
the sport website provides discussion 
topics. 

.476 

.185 ~ .200 
7.740 ~  
7.885 

info2 
the sport website gives me access to a 
lot of information. 

.740 

info3 
information obtained from the sport 
website is helpful. 

.771 

info4 
information obtained from the sport 
website is useful. 

.837 

info5 
I learn a lot of information from using 
the sport website. 

.796 

Social 
Interaction  

soci1 
I am interested in other visitors’ 
opinions. 

.678 

.091 ~ .112 
10.512 ~ 
12.554 

soci2 
I can communicate with people who 
share my interests. 

.770 

soci3 
I can compare my ideas with other 
people. 

.806 

soci4 
I can belong to a virtual sport group on 
the sport website. 

.712 

soci5 
I can express myself freely on the sport 
website. 

.876 

Escape  

escp1 I can forget about every day work. .709 

.086 ~.095 
9.966 ~ 
11.995 

escp2 it takes me into another world. .665 

escp3 the sport website makes me less tense. .805 

escp4 I can get away from what I am doing. .813

Economic 

econ1 
I can purchase sports products through 
the sport website.

.767 

.068 ~.075 
14.275 ~ 
15.010 

econ2 
the sport website provides access to 
convenient shopping.

.927 

econ3 
I can find good deals on sports 
products. 

.839 

Two-way 
Communication  

tw1 
the sport website facilitates two-way 
communication between visitors 

.855 

.049 ~.053 
17.335 ~ 
20.964 

tw2 
I am sure someone will respond to my 
message postings

.876 

tw3 
the content of the sport website 
encourages me to provide feedback 

.919 

tw4 
I am able to communicate with other 
visitors concurrently 

.872 

tw5 
the sport website gives visitors the 
opportunity to provide feedback 

.830 
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Table 4.3 (Continued)  

Factor Loadings, Standard Errors, and Critical Ratio of Items in the Initial Model 

Factors Items 
Standardized 

Loading * 
S.E. C.R. 

Active Control  

ac1 
I have a lot of control over my visiting 
experience 

.665 

.099 ~ .113 
9.424 ~ 
12.971 

ac2 I can choose freely what I want to see  .630 

ac3 
I have a great deal of control over what I 
can do  

.912 

ac4 
my actions decide the kind of 
experiences I get 

.917 

ac5 it allows me multiple options to explore .830 

Real-Time 
Information  

rt1 
the website provides information very 
quickly  

.695 

.090 ~.111 
8.012 ~ 
13.952 

rt2 I can get information very quickly .798 

rt3 
I can obtain information without any 
delay  

.514 

rt4 
I get instantaneous information when 
desired 

.898 

rt5 
 

my requests are processed very quickly .921 
 

Attitude toward 
the Sport 
Website 

ast1 
I would like to visit the sport website 
again in the future 

.880 

.045 ~ .070 
14.204 ~ 
22.953 

ast2 
I am satisfied with the service provided 
by the sport website .924 

ast3 
I am comfortable surfing the sport 
website .921 

ast4 
Surfing the sport website is a good way 
for me to spend my time 

.742 

ast5 
Compared with other websites, I would 
rate the sport website as one of the best   

.717 

Intention to 
Revisit  

pi1 
I am likely to visit sport websites in the 
future 

.896 

.034 ~ .042 

 
 

24.242 ~ 
30.352 

 

pi2 
I will probably visit sport websites in     
the future .996 

pi3 
I will possibly visit sport websites in the
 future  

.913 

* All parameter estimates were statistically significant (p< .001)  
 

 

 Reliability and Validity. The construct reliability scores of the measures ranged from .81 

to .95, all of which exceeded the minimum recommended value of .70 (Nunnally, 1978). 

Convergent validity was evaluated through an examination of the significance of factor loadings 

and the Average Variances Extracted (AVE) scores. All loadings were significant (p < .001) and 
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all of the AVE values were greater than 0.50, providing evidence of convergent validity (Fornell 

& Larcker, 1981). Discriminant validity was evaluated based on whether the AVE scores of a 

construct exceeded the shared variance (represented by the square of the correlation coefficient,  

r 2 ) between the construct and all other constructs in the model (Fornell & Larcker, 1981). The 

AVE scores for seven constructs (entertainment, information, social interaction, escape, active 

control, real-time information, and two-way communication) did not exceed the shared variances 

of another construct (or other constructs), indicating a lack of discriminant validity (Table 4.4 & 

4.5).  

 

 

Table 4.4 

Reliability and Validity of the Initial Model 

Variable  CR 1  AVE 2  SV 3  Correlation Parameter Estimate* 

Entertainment 0.81 .59 .06 ~ .69 .25 ~ .83 .752 ~ .795 

Information 0.85 .54 .04 ~ .69 .21 ~ .83 .476 ~ .837 

Social Interaction 0.88 .60 .03 ~ .68 .17 ~ .82 .678 ~ .876 

Escape 0.84 .56 .08 ~ .68 .29 ~ .82 .665 ~ .813 

Economic 0.88 .72 .01 ~ .21 .06 ~ .46 .767 ~ .927 

Active Control 0.90 .64 .02 ~ .67 .13 ~ .82 .630 ~ .917 

Two-way Com. 0.94 .76 .04 ~ .68 .19 ~ .82 .855 ~ .919 

Real-Time Info. 0.88 .61 .01 ~ .67 .06 ~ .82 .514 ~ .921 

Attitude toward SW 0.92 .71 .01 ~ .62 .06 ~ .79 .717 ~ .924 

Intention to Revisit 0.95 .88 .03 ~ .62 .17 ~ .79 .896 ~ .996 
1 CR = Construct Reliability  
2 AVE = Average Variance Extracted 
3 SV = Shared Variance  
* All parameter estimates were statistically significant (P < .001)  
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Table 4.5 

The Correlations and Shared Variances (Squared Correlations) among Variables in the Initial 

Model 1    

 
Variable ENT INF SOC ESC ECO AC TW RT AST IR 

Entertainment   
(ENT)   

1.00 .69 .31 .48 .06 .37 .21 .41 .48 .29 

Information  
(INF) 

.83 1.00 .24 .41 .04 .47 .17 .61 .62 .37 

Social Interaction  
(SOC)  

.56 .49 1.00 .39 .10 .17 .68 .10 .10 .03 

Escape  
(ESC) 

.69 .64 .63 1.00 .21 .26 .39 .17 .21 .08 

Economic  
(ECO) 

.25 .21 .32 .46 1.00 .02 .13 .00 .01 .00 

Active Control  
(AC) 

.61 .69 .41 .51 .13 1.00 .02 .67 .47 .21 

Two-way Communication 
(TW) 

.45 .42 .82 .63 .37 .45 1.00 .09 .10 .04 

Real-Time Information 
(RT) 

.64 .78 .32 .42 .06 .82 .30 1.00 .58 .31 

Attitude toward SW 
(AST) 

.69 .79 .31 .46 .10 .69 .31 .76 1.00 .62 

Intention to Revisit  
(IR) 

.54 .61 .17 .29 .03 .46 .19 .56 .79 1.00 

1
Correlations are shown below the diagonal; squared correlations are depicted above the diagonal 

 

 

Respecification of the Initial Measurement Model 

 The initial measurement model did not meet the criteria of model estimations and fit of 

the internal structure. First, the indices of overall model fit (e.g., SRMR, RMSEA, CFI, and TLI) 

indicated that the proposed measurement model did not have acceptable fit to the data (Table 

4.2). Second, the analysis demonstrated that six constructs (entertainment, information, social 

interaction, escape, active control, and real-time information) failed the test of discriminant 

validity (Table 4.4). Third, several individual items had relatively low loadings (i.e., <.707) 

(James, Kolbe, & Trail, 2002) and are associated with large standardized residuals (i.e., > 2.58) 

(Hair et al., 1998), which affect the reliability and validity of constructs and overall model fit 

(Byrne, 2001). 

 Based on these problems, the proposed measurement model needed to be modified to 

meet the criteria of parameter estimates and overall model fit. I followed Bollen’s (1989) 

suggestions of model respecification: (1) the exclusion of items with poor fit to the data and (2) 
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the preservation of a minimum of three items per construct. I investigated individual items of 

constructs to improve the overall fit of the initial measurement model. Two criteria were used to 

determine whether an item would be retained or deleted for subsequent analysis: (1) item loading 

score and (2) standardized residual. First, .707 was used as the criterion for a loading score; 

items with a score below .707 were deleted since the item would contribute more error variance 

than common variance in the proposed construct (Klein, 1998). Second, items associated with 

standardized residuals exceeding 2.58 were deleted, since excessively large standardized 

residuals decrease overall model fit (Byrne, 2002).  

In the initial measurement model, 69 (7.6%), out of 903 standardized residuals were 

greater than 2.58 cut-off value. Based on the examination of item loadings, seven items did not 

meet the cut-off value of .707: INFO1 (.476), SOCI 1 (.678), escp2 (.665), ac1 (.665), ac2 (.630), 

rt1 (.695), and rt3 (.514). In terms of standardized residuals, five items were associated with 

more than 10 large standardized residuals values, which exceeded 2.58: ac1 (associated with 15 

residuals) ac2 (associated with 11 residuals) rt3 (associated with 13 residuals) info1 (associated 

with 10 residuals), and ast4 (associated with 10 residuals). In addition, four items were deleted to 

provide a parsimonious model which contains three items per a construct (Bollen, 1989): info2, 

soci4, tw1, and tw5. The decision was made to delete info2 and soci4, since they had relatively 

low loading scores (.740 and .712 respectively) and were associated with several large 

standardized residuals. Even though the two items assessing two-way communication construct, 

tw1 (.855) and tw5 (.830), had acceptable factor loadings (.855 and .830 respectively) and were 

not associated with large standardized residuals, the decision was made to delete the items to 

provide model parsimony. The retained three items (tw2, tw3, and tw4) for two-way 

communication have high factor loadings (above .872) and can capture the two-way 

communication construct. Through the respecification of the initial measurement model, 13 

items were deleted from subsequent analysis (Table 4.6). Finally, the modified measurement 

model included three items per each construct. Table 4.6 presents a summary of the items for the 

measurement model.  
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Table 4.6 

The Summary of Items Status for the Initial Measurement Model  

Constructs Items retained  Items deleted (Rationale of Deletion 1 ) 

Entertainment ent1, ent2,  ent3 None 

Information info3, info4, info5 info1 (A&B) info2 (C) 

Social Interaction soci2, soci3, soci5  soci1 (A) soci4 (C) 

Escape escp1,escp3, escp4 escp2 (A)  

Economic econ1 econ2, econ3 None  

Active Control ac3, ac4, ac5 ac1 (A&B), ac2 (A&B) 

Two-way Com. tw2, tw3,  tw4 tw1 (C), tw5 (C) 

Real-Time Info. rt2, rt4, rt5 rt1 (A), rt3 (A&B) 

Attitude toward SW ast1, ast2, ast3 ast4 (B) ast5 (C) 

Intention to Revisit pi1,  pi2,  pi3 None  

1
 A: lower than <.707 of the item loading (James, Kolbe, & Trail, 2002) 

   B: holding larger than 2.58 of standardized residuals associated with the item (Byrne, 2001) 
   C: deleting the item for parsimony of the model based on the preservation of a minimum of three items  
       per construct (Bollen, 1989).   

 

 

Modified Measurement Model 

 Based on the model respecification, the modified model contained 10 latent constructs 

and 30 items. The modified measurement model was tested using the first data set (n1=265) to 

evaluate the overall model estimations and fit of the internal structure. 

 Overall Model Fit. To assess the goodness-of-fit and parsimony of the model, 

standardized root mean square residual (SRMR), the root mean square error of approximation 

(RMSEA), comparative fit index, (CFI), and the Tucker-Lewis index (TLI) were examined. The 

measurement model had acceptable fit to the data, χ 2

360 = 770.123 (p < .001), CFI =.941, TLI 

=.928, RMSEA = .066, SRMR = .052 (Table 4.7). The result indicated that the chi-square 

statistic was significant (p < .001). As previously noted, however, chi-square is usually sensitive 

to large samples ( Marsh, Balla, &McDonald, 1988). Accordingly, the additional indices were 

evaluated to assess overall fit. 
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Table 4.7  

Model Fit Indices in the Modified Measurement Model 

Fit Index  Value  The Common Rule of Thumb  

SRMR  .052 < .08 (Hu & Bentler, 1999)  
< .10 (Kline, 1998)  

RMSEA .066 <.06 (Hu & Bentler, 1999)  
<.08 (Hair et al., 1998) 

CFI .941 > .95 (Hu & Bentler, 1999)  
> .90 (Kelloway, 1998; Kline, 1998)  

TLI  .928 > .90 (Hair et al., 1998) 

 

 

 Fit of Individual Parameters. The fit of individual parameters in the modified 

measurement model was evaluated based on Byrne’s (2001) criteria: (1) the feasibility of the 

parameter estimates, (2) the appropriateness of the standard error, and (3) the statistical 

significance of the parameter estimates. All standardized loadings were statistically significant (p 

<.001); no extremely large or small standard errors (S.E.) were detected; the critical ratio (C.R.) 

of all items was greater than 1.96. The results are reported in Table 4.8. 

 

 

Table 4.8   

Factor Loadings, Standard Errors, and Critical Ratio of items in the Modified Measurement 

Model 

 

Factors Standardized Loading* S.E. C.R. 

Entertainment .757 ~ .791 .077 ~ .090 12.345 ~ 12.463 

Information .744 ~ .845 .071 ~ .077 13.655 ~ 14.125 

Social Interaction .819 ~ .866 .059 ~ .062 14.828 ~ 16.398 

Escape .736 ~ .817 .081 ~ .090 12.238 ~ 12.330 

Economic .765 ~ .930 .068 ~ .076 14.219 ~ 14.982 

Two-way Com. .811 ~ .940 .046 ~ .047 19.402 ~ 21.211 

Active Control .874 ~ .919 .040 ~ .044 18.489 ~ 25.735 

Real-Time Info. .770 ~ .938 .075 ~ .076 16.461 ~ 16.975 

Attitude toward SW .885 ~ .935 .043 ~ .045 23.534 ~ 23.846 

Intention to revisit .895 ~ .996 .035 ~ .042 24.182 ~ 30.301 

* All loadings were statistically significant (P < .001)  
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 Reliability and Validity. The construct reliability of measures ranged from .82 to .95, 

exceeding the minimum recommended value of .70 (Nunnally, 1978) (Table 4.9). Both 

significance of factor loadings and the Average Variances Extracted (AVE) scores were assessed 

to test convergent validity. All loadings were significant (p < .001) and all of the AVE scores 

were greater than 0.50, providing evidence of convergent validity (Fornell & Larcker, 1981). In 

terms of discriminant validity, the AVE scores for all constructs exceed the shared variances 

(represented by the square of the correlation coefficient, r 2 ) between the construct and all other 

constructs in the model, except two constructs, entertainment and information. Since two 

constructs (entertainment and information) failed an initial test of discriminant validity (Fornell 

& Larcker, 1981), I applied another assessment of discriminant validity by Kline (2000). Kline 

(2000) indicated that discriminant validity can be evaluated by whether any correlation 

coefficients among constructs is excessively high (>.85). The correlation of the two constructs, 

entertainment and information, was .80, which did not exceed the threshold of .85 (Kline, 2000). 

There was some evidence of discriminant validity between the entertainment and information 

constructs. However, it is important to consider that discriminant validity recommended by Kline 

(2000) is a less stringent test than Fornell and Larcker’s (1981) recommendation.  

 

 

Table 4.9 

Reliability and Validity of the Modified Measurement Model 

Variable  CR 1  AVE 2  SV 3  Correlation Parameter 
Estimate* 

Entertainment 0.82 .61 .06 ~. 64 .25 ~.80 .757 ~ .791 

Information 0.87 .65 .04 ~ .64 .20 ~.80  .744 ~ .845 

Social Interaction 0.87 .70 .04 ~ .59 .20 ~.77 .819 ~ .866 

Escape 0.83 .62 .10 ~ .47 .31 ~ .69 .736 ~ .817 

Economic 0.88 .72 .00 ~. 20 .09 ~ .44 .765 ~ .930 

Active Control 0.92 .80 .01 ~ .63 .09 ~ .79  .811 ~ .940 

Two-way Com. 0.92 .79 .04 ~ .59 .20 ~ .77 .874 ~ .919 

Real-Time Info. 0.90 .76 .01 ~ .63 .09 ~ .79 .770 ~ .938 

Attitude toward SW 0.94 .84 .01 ~ .61 .09 ~ .78 .885 ~ .935 

Intention to Revisit 0.95 .88 .00 ~ .61 .09 ~.78  .895 ~ .996 
1
 CR = Construct Reliability  
2

AVE = Average Variance Extracted 
3
SV = Shared Variances 

* All parameter estimates were statistically significant (P < .001)  
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Table 4.10  

The Correlations and Shared Variances (Squared Correlations) among Variables in the 

Modified Measurement Model 1    

 
Construct  ENT INF SOC ESC ECO AC TW RT AST IR 

Entertainment   
(ENT)   

1.00 .64 .31 .47 .06 .32 .21 .37 .42 .29 

Information  
(INF) 

.80 1.00 .22 .39 .04 .41 .15 .55 .56 .37 

Social Interaction  
(SOC)  

.56 .47 1.00 .29 .08 .15 .59 .10 .09 .04 

Escape  
(ESC) 

.69 .63 .54 1.00 .20 .21 .34 .15 .18 .10 

Economic  
(ECO) 

.25 .20 .29 .44 1.00 .01 .13 .00 .01 .00 

Active Control  
(AC) 

.57 .64 .39 .46 .11 1.00 .17 ..63 .41 .19 

Two-way Communication 
(TW) 

.46 .38 .77 .58 .37 .41 1.00 .07 .07 .04 

Real-Time Information 
(RT) 

.61 .74 .31 .38 .04 .79 .27 1.00 .52 .28 

Attitude toward SW 
(AST) 

.65 .75 .30 .43 .09 .64 .27 .72 1.00 .61 

Intention to Revisit  
(IR) 

.54 .61 .20 .31 .03 .43 .19 .53 .78 1.00 

1
Correlations are shown below the diagonal; squared correlations are depicted above the diagonal. 

 

 

 Chi-Square Difference Test for Discriminant Validity. Since there was a discrepancy 

with the assessment of discriminant validity, I computed another test of discriminant validity, a 

chi-square difference test. Anderson and Gerbing (1988) mentioned:   

 

 Discriminant validity can be assessed for two estimated constructs by constraining the 

 estimated correlation parameter between them to 1.0 and then performing a chi-square  

 difference test on the values obtained for the constrained and unconstrained models  

           (Joreskog, 1971). "A significantly lower χ² value for the model in which the trait                 

 correlations are not constrained to unity would indicate that the traits are not perfectly  

 correlated and that discriminant validity is achieved" (Bagozzi & Phillips,1982, p. 476) 

 (p.416) 
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 Specifically, if the difference of χ² value between the constrained and unconstrained 

models is significant (χΔ2 ≥ 3.84), then discriminant validity is supported (Coviello, Brodie, 

Danaher, Johnson, 2002).A chi-square difference test was computed with the entertainment and 

information constructs. The results showed that the change in χ² value, χ 2

diff (1) = 50.5; p < .001, 

exceeded the critical value, χ 2

diff (1) = 3.84, providing further evidence of discriminant validity 

between the entertainment and information constructs.   

 Conclusion.  Using the calibration sample, the reliability and validity of the measurement 

model was evaluated based on the findings from the pilot study. The first CFA was conducted to 

test the measurement model which contained 43 items and 10 constructs. The results showed that 

there were several problematic items which affected overall model fit and construct validity. 

Through the model respecification process, eight items were deleted based on factor loadings and 

standardized residuals, and five items were deleted in order to derive a parsimonious scale. After 

deleting 13 items, the model contained three items in each construct. The second CFA was 

conducted to evaluate the modified measurement model. The results provided evidence of a good 

model fit to the data based on item-level evaluation (i.e., factor loadings and standardized 

residuals) and various model fit indices (i.e., SRMR, CFA, TLI, and RMSEA). The levels of 

reliability and validity of the measures were also acceptable based on several indices (i.e., 

construct reliability, AVE, and chi-square different test).   

Results from the Validation Sample  

Overview  

 With the first sample (n1=265), I assessed the measurement model. Based on the results 

of the analysis, a modified measurement was proposed, and through subsequent testing, evidence 

of reliability and validity was provided. Using the second sample (n2=265), I employed a cross 

validation test to evaluate the predictive validity of the modified measurement model. After 

conducting CFA with the measurement model, an assessment of the structural model was 

performed with the second sample. 

Demographic Characteristics  

 Several demographic variables were measured in the questionnaire, including gender, 

age, school year, and ethnicity (Table 4.11). More than a half of respondents were male (55.1%). 

In terms of year in school, a large majority of the respondents were juniors and seniors (81.5%). 
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Caucasian (74.3 %) was the most prevalent group, followed by African American (9.4%) and 

Hispanic (8.7%). The majority of respondents (90%) were between the ages of 18 and 25, which 

is equivalent with typical Internet users (Shank, 2005). In terms of the sport website visited most 

frequently, 97.4 % of respondents reported they most frequently visited content websites 

(55.5%), followed by team/league websites (41.9%). The results of demographic variables 

showed that the validation sample is consistent with the calibration sample.  

 

 

Table 4.11 

Demographic Characteristics of the Second Data Collection   

Demographic Variables   Frequency Percent 

Gender  Male  146 55.1 

 Female  119 44.9 

Total   265 100 

School Year  Freshman 13 4.9 

 Sophomore  26 9.8 

 Junior  76 28.7 

 Senior  140 52.8 

 Graduate  10 3.8 

Total   265 100 

Ethnicity  African American 25 9.4 

 Caucasian 197 74.3 

 Asian 12 4.5 

 Native American  3 1.1 

 Hispanic 23 8.7 

 Other  5 1.9 

Total   265 100 

Age  18-20 55 34.3 

 21-25 182 57.4 

 26-47 23 9.3 

Total   265 100 

The Most Frequently Visited Sport Website  Content  147 55.5 

 Team/League  111 41.9 

 Commerce  6 2.3 

 Gambling  1 0.4 

Total   n2=265 100 

 

 

Confirmatory Factor Analysis (CFA) for the Measurement Model  



 121  

Overall Model Fit. The measurement model had acceptable fit to the data, χ 2

450 = 876.283 

(p < .001), CFI =.946, TLI =.937, RMSEA = .060, SRMR = .043 (Table 4.12).  

 

 

Table 4.12 

Model Fit Indices in the Measurement Model 

Fit Index  Value  The Common Rule of Thumb  

SRMR  .043 < .08 (Hu & Bentler, 1999)  
< .10 (Kline, 1998)  

RMSEA .060 <.06 (Hu & Bentler, 1999)  
<.08 (Hair et al., 1998) 

CFI .946 > .95 (Hu & Bentler, 1999)  
> .90 (Kelloway, 1998; Kline, 1998)  

TLI  .937 > .90 (Hair et al., 1998) 

 

 

 The Fit of Individual Parameters. The fit of individual parameters in the measurement 

model was evaluated based on recommendations by Byrne (2001). There was no violation of the 

assumptions of the individual parameters. For example, all standardized loadings were 

statistically significant (p <.001); all standard errors (S.E.) were appropriate; the critical ratio 

(C.R.) of all items exceeded the minimum value of 1.96 (Table 4.13).  

 

 

Table 4.13 

Factor Loadings, Standard Errors, and Critical Ratio of items in the Measurement Model 

Factors Standardized Loading* S.E. C.R. 

Entertainment .790 ~ .853 .071 ~ .074 14.434 ~ 15.999 

Information .764 ~ .891  .084 ~ .085 13.195 ~ 14.997 

Social Interaction .793 ~ .931 .046 ~ .047 16.472 ~ 21.762 

Escape .793 ~ .886  .061 ~ .070 15.646 ~ 16.210 

Economic .782 ~ .914 .066 ~ .070 13.783 ~ 14.925 

Two-way Com. .835 ~ .950  .050 ~ .051 18.408 ~ 19.619 

Active Control  .860 ~ .910  .036 ~ .043 20.305 ~ 28.455 

Real-Time Info. .705 ~ .986  .099 ~ .106 12.889 ~ 13.584 

Attitude toward SW .874 ~ .910  .040 ~ .041 21.030 ~ 22.601 

Intention to revisit .901 ~ .977  .029 ~ .036 26.448 ~ 35.626 
* All loadings were statistically significant (P < .001)  
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 Reliability and Validity. The construct reliability of the constructs ranged from .86 to .96, 

exceeding the minimum recommended value of .70 (Nunnally, 1978). Convergent validity was 

evaluated based on an examination of both significance of factor loadings and the Average 

Variance Extracted (AVE) scores. All factor loadings were significant (p < .001) and all of the 

AVE scores were greater than 0.50, providing evidence of convergent validity (Fornell & 

Larcker, 1981). Discriminant validity was evaluated based on whether the AVE score of a 

construct exceeded the shared variance score between the construct and all other constructs in the 

model (Fornell & Larcker, 1981). The AVE scores of all constructs exceeded the shared 

variances between the construct and all other constructs in the model, except two pairs of 

correlations: (1) entertainment and escape and (2) real time information and active control.  The 

four constructs failed the test of discriminant validity. I applied another assessment of 

discriminant validity proposed by Kline (2000). The correlation between entertainment and 

escape was .83; the correlation between real time information and active control was also .83. 

The correlation values were less than the threshold valued of .85 (Kline, 2000), providing some 

evidence of discriminant validity among the constructs (Table 4.14). In addition, I computed a 

chi-square difference test as another assessment of discriminant validity (Anderson & Gerbing, 

1988). The chi-square difference test was conducted for each pair of constructs, (1) 

entertainment and escape and (2) real time information and active control. The results indicated 

that the difference in χ² value obtained for the constrained and unconstrained models was 53.1 

and 74.1 respectively, which exceeded the critical value (χ 2

diff (1) = 3.84) (5% critical value for 

the chi-squared distribution with 1df ). The results provided additional evidence of discriminant 

validity between the two pairs of constructs, (1) entertainment and escape and (2) real time 

information and active control.  
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Table 4.14 

Reliability and Validity of the Measurement Model 

Variable  CR 1  AVE 2  SV 3  Correlation Parameter 
Estimate* 

Entertainment 0.86 .68 .13 ~. 69 .37 ~.83 .790 ~ .853 

Information 0.86 .68 .12 ~ .62 .35 ~.79  .764 ~ .891  

Social Interaction 0.90 .76 .11 ~ .51 .33 ~.72 .793 ~ .931 

Escape 0.88 .72 .12 ~ .69 .34 ~ .83 .793 ~ .886  

Economic 0.87 .70 .02 ~. 23 .00 ~ .52 .782 ~ .914 

Active Control 0.91 .78 .07 ~ .69 .31 ~ .83  .835 ~ .950  

Two-way Com. 0.93 .82 .10 ~ .52 .27 ~ .72  .860 ~ .910  

Real-Time Info. 0.86 .67 .06~ .69 .24 ~ .83 .705 ~ .986  

Attitude toward SW 0.92 .80 .05 ~ .56 .23 ~ .75 .874 ~ .910  

Intention to Revisit 0.96 .88 .02 ~ .46 .15 ~.68  .901 ~ .977  
1
 CR = Construct Reliability  
2

AVE = Average Variance Extracted 
3
SV = Shared Variances 

* All parameter estimates were statistically significant (P < .001)  

 
 
Table 4.15  

The Correlations and Shared Variances (Squared Correlations) among Variables in the 

Modified Model1   

 
Variable ENT INF SOC ESC ECO AC TW RT AST IR 

Entertainment   
(ENT)   

1.00 .62 .40 .69 .13 .33 .26 .34 .49 .38 

Information  
(INF) 

.79 1.00 .31 .49 .12 .37 .19 .58 .52 .39 

Social Interaction  
(SOC)  

.63 .56 1.00 .51 .23 .21 .52 .16 .15 .11 

Escape  
(ESC) 

.83 .70 .72 1.00 .12 .36 .40 .29 .30 .30 

Economic  
(ECO) 

.37 .35 .48 .34 1.00 .10 .23 .06 .05 .02 

Active Control  
(AC) 

.58 .61 .46 .60 .31 1.00 .19 .69 .37 .24 

Two-way Communication 
(TW) 

.51 .44 .72 .63 .48 .44 1.00 .15 .11 .07 

Real-Time Information 
(RT) 

.59 .76 .40 .54 .24 .83 .38 1.00 .56 .32 

Attitude toward SW 
(AST) 

.70 .72 .39 .55 .23 .61 .34 .75 1.00 .46 

Intention to Revisit  
(IR) 

.62 .63 .33 .55 .15 .49 .27 .57 .68 1.00 

 



 124  

 Conclusion.  Using the validation sample, I evaluated the reliability and validity of the 

modified measurement model containing 30 items with 10 latent constructs. The results were 

consistent with the calibration sample; the results provided evidence of a good model fit to the 

data based on item-level evaluation (i.e., factor loadings and standardized residuals) and various 

model fit indices (i.e., SRMR, CFA, TLI,  and RMSEA). The evidence of reliability and validity 

of the measures was also acceptable based on several indices (i.e., construct reliability, AVE, and 

chi-square different test). Therefore, the modified measurement model in calibration sample was 

confirmed in validation sample.  

Structural Model   

 Model Estimation. Following confirmation of the measurement model with the 

validation sample (n2=265), the structural model was tested to assess each path estimate and the 

explained variance of attitude toward the sport website and intention to revisit. To evaluate the 

stability of fit for individual parameters in the structural model, I investigated parameter 

estimates, standard error (S.E.), and critical ratios (C.R.) (Byrne, 2001) (Table 4.16). All 

standardized factor loadings, standard errors (S.E.), and critical ratios (C.R.) of observed 

variables in the structural model were acceptable based on Byrne’s criteria. For example, all 

factor loadings for the observed variables in constructs ranged from .709 to .996, exceeding the 

minimum criterion value of .707 (James, Kolbe, & Trail, 2002), indicating that the items 

contribute more common variance to the proposed construct than error variance (Klein, 1998). 
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Table 4.16 

Factor Loadings, Standard Errors, and Critical Ratio of Observed Variables in Structural Model  

Construct  Items Standardized Loading S.E.  C.R.  

Entertainment  

ent1 .795

.070 ~ .074 14.782 ~ 15.633 ent2 .762

ent3 .752

Information 

info3 .771

.086 ~ .089 12.939 ~ 14.545  info4 .837

info5 .796

Social interaction  

soci2 .770

.048 ~.048 15.749 ~ 21.374  soci3 .806

soci5 .876

Escape  

escp1 .709

.063 ~ .072 15.253 ~ 15.936 escp3 .805

escp4 .813

Economic 

econ1 .767

.067 ~ .071 13.740 ~ 14.592 econ2 .927

econ3 .839

Two-way Com. 

tw2 .876

.052 ~ .054 17.978 ~ 19.089 tw3 .919

tw4 .872

Active Control 

ac3 .912

.036 ~ .043 20.251 ~ 28.298 ac4 .917

ac5 .830

Real-time Info. 

rt2 .798

.113 ~ .105 12.385 ~ 13.122 rt4 .898

rt5 .921

Attitude toward the 
Sport Website 

ast1 .880

.046 ~ .050 20.551 ~ 22.079 ast2 .924

ast3 .921

Intention to Revisit  

ir1 .896

.029 ~ .036 26.385 ~ 35.488  ir2 .996

ir3 .901

* All parameter estimates were statistically significant (P < .001)  

  

 

Overall Model Fit. The goodness-of-fit of the structural model in the validation sample 

was assessed. The measurement model had acceptable fit to the data, χ 2

393 = 961.601 (p < .001) 

SRMR = .051, CFI = .920, TLI = .911; RMSEA = .074, and all paths between constructs were 

significant (p <.001). 
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 Hypotheses Testing. Figure 4.1 includes the path coefficients for the hypothesized 

relationship among (1) motive to attitude toward the sport website, (2) interactivity to attitude 

toward the sport website, and (3) attitude toward the sport website to intention to revisit. The 

results of the structural equation model showed that the all path coefficients for the three 

hypotheses were statistically significant at .001 probability level. Approximately 63% of the 

variance of attitude toward the sport website was accounted by five motives and interactivity; 

approximately 49% of the variance of intention to revisit was accounted by attitude toward the 

sport website.  
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Figure 4.1. The results of structural model: standardized estimates  
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 Test of Full Mediation Effect (Testing Hypothesis 4). To examine the full mediating 

effects of attitude toward the sport website on the relationships between (1) motive and intention 

to revisit and (2) interactivity and intention to revisit, I estimated models consistent with Baron 

and Kenny’s (1986) procedure. The following four conditions must be satisfied for full 

mediation effect (Baron & Kenny, 1986). First, the independent variables (motive and 

interactivity) must significantly affect the mediator (attitude toward the sport website). Second, 

the mediator (attitude toward the sport website) must significantly affect the dependent variable 

(intention to revisit). The path estimates among independent variables, mediator, and dependent 

variable (motive  attitude toward the sport website, interactivity  attitude toward the sport 

website, and attitude toward the sport website  intentions to revisit) were statistically 

significant (Figure 4.1), which supported the previous two conditions.  

 The third condition is that the independent variables (motive and interactivity) must 

directly affect the dependent variable (intention to revisit) when the mediator (attitude toward the 

sport website) is excluded in the model. This condition was tested with the model containing the 

only direct path from each independent variable (motive and interactivity) to the dependent 

variable (intention to revisit) without the mediator (attitude toward the sport website). To test for 

the third condition, two new models were estimated: (1) testing the full mediation effect of 

attitude toward the sport website between motive and intention to revisit, the direct path from 

motive to intention to revisit was added. The model provided acceptable fit to the data, χ 2

146 = 

423.137 (p < .001), CFI = .921, TLI = .907, RMSEA = .085, and the direct path (motive  

intention to revisit) was significant (p< .001); (2) Testing the mediation effect of attitude toward 

the sport website between interactivity and intention to revisit, the direct path from interactivity 

to intention to revisit was added. The model provided acceptable fit to the data, χ 2

73 = 256.706 (p 

< .001), CFI =.950, TLI =.938, RMSEA = .098, and the direct path (interactivity  intention to 

revisit) was significant (p < .001). Since two direct paths (motive  intention to revisit and 

interactivity  intention to revisit) were statistically significant, the third condition was satisfied. 

  The fourth condition is satisfied if the direct paths from the independent variables 

(motives and interactivity) to the dependent variable (behavioral intentions) become insignificant 

when the two paths, (a) from the independent variables (motive and interactivity) to the 

mediators (attitude toward the sport website) and (b) from the mediators (attitude toward the 

sport website) to dependent variable (intention to revisit), are included in the model. This 
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condition was also tested with two new models, including the links to both attitude toward the 

sport website and intention to revisit from independent variables (motive and interactivity): (1) 

for motive construct, the model provided reasonable fit to the data, χ 2

201 = 499.106 (p < .001), CFI 

= .934 TLI =. 924, RMSEA = .075, and the direct path from motive to intention to revisit was 

not significant (p = .650); (2) for interactivity construct, the model also provided reasonable fit to 

the data, χ 2

113 = 309. 078 (p < .001), CFI = .958 TLI = .950, RMSEA = .081, and the direct path 

from motive to intention to revisit was also not significant (p = .123). Since two direct paths 

(motive  intention to revisit and interactivity  intention to revisit) were statistically 

insignificant, the fourth condition was satisfied. Finally, this analysis indicated that attitude 

toward the sport website fully mediated the relationship between two independent variables 

(motive and interactivity) and the dependent variable (intention to revisit).  

Summary of Results of the Study 

 For the main study the data collected were split into a calibration sample (n1 = 265) and a 

validation sample (n2 = 265). The first portion of the sample (n1 = 265) was used to evaluate the 

reliability and validity of the measurement model based on the suggestions from the pilot study. 

The first CFA was conducted to test the measurement model which contained 43 items and 10 

constructs. The results showed that there were several problematic items which affected overall 

model fit and construct validity. Through the model respecification process, I deleted 13 items 

based on 11 items based on several criteria (i.e., low factor loadings and large standardized 

residuals). Finally, the modified model contained three items per each construct.   

 The second portion of the sample (n2 = 265) (i.e., validation sample) was used to confirm 

the modified measurement model and test the proposed structural model. The results from testing 

the measurement model with the validation sample were consistent with the test of the modified 

measurement model using the calibration sample, providing evidence of the validity of the 

measurement model. Lastly, the structural model supported three hypotheses that there were 

positive relationships between (1) motive  attitude toward the sport website, (2) interactivity 

 attitude toward the sport website, and (3) attitude toward the sport website  intention to 

revisit. In addition, the test of mediation effect (Hypothesis 4) showed the effect of motive and 

interactivity on intention to revisit was fully mediated by attitude toward the sport website. The 

next chapter presents a discussion of the results and findings, followed by implications and 

limitation of the current research.  
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CHAPTER 5 
 

 

DISCUSSIONS AND CONCLUSIONS  

 

 

 The main purpose of this research was to investigate the effect of five user motives (i.e., 

entertainment, information, social interaction, escape, and economic) and three interactivity 

dimensions (i.e., active control, two-way communication, and real-time information) on attitude 

toward a sport website, and the impact of attitude toward a sport website on intention to revisit 

the sport website. Based on previous literature (Chen & Wells, 1999; Korgaonkar & Wolin, 1999; 

Kwon, 2003; Liu, 2003; Luo, 2002; Mackensie, Lutz, & Belch, 1986; Wann, 1995), I adopted 

and modified existing scales to measure user motives, interactivity, attitude toward the sport 

website, and intention to revisit. The results from the pilot study and main study supported the 

proposed constructs of five motives and three dimensions of interactivity. In addition, the results 

supported research hypotheses that there were significant relationships between (1) motive and 

attitude toward the sport website, (2) interactivity and attitude toward the sport website, and (3) 

attitude toward the sport website and intention to revisit. In addition, the effect of motives and 

interactivity on intention to revisit was fully mediated by attitude toward the sport website.  In 

this chapter, I present a discussion of the results (pilot study and main study), implications of 

academic and practical perspectives, limitations of the current study, and recommendations for 

future research.  

Discussion of the Results: Pilot Study 

 The pilot study is the stage in which I evaluate an initial proposed model to determine 

whether it is possible to provide some evidence of reliability and validity (Spector, 1992). 

Following the seven-stage framework recommended by Churchill (1979), I specified the domain 

of 10 constructs in this study (i.e., five constructs of motive, three constructs of interactivity, one 

construct of attitude toward the sport website, and one construct of intention to revisit rate). To 

measure the specified constructs, sample items for the constructs were adopted and modified 

from the literature review (Chen & Wells, 1999; Korgaonkar & Wolin, 1999; Kwon, 2003; Liu, 

2003; Luo, 2002; Mackensie, Lutz, & Belch, 1986; Wann, 1995). I investigated whether the 

proposed items and dimensions load as expected on their constructs. Internal consistency and 

exploratory factor analysis (EFA) were used as a primary tool for assessing the proposed five 
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motive constructs and three interactivity constructs. Even though the results showed that all 

constructs were identified as expected in the proposed model, the following two issues need to be 

addressed: (1) conceptualization of an economic motive and (2) the dimensionality of 

interactivity. First, the conceptualization of the economic motive was changed because two items 

related to gambling were deleted. Second, the proposed three dimensions of interactivity were 

not fully supported in the pilot study. Since the second issue is related to the discriminant 

validity of interactivity in the main study, I will discuss this issue in the next section, 

“Discriminant Validity: Active Control and Real-time Information” (part of the Discussion of the 

Results: Main Study).    

 The economic motive was defined as economic gains through different activities such as 

gambling, comparing prices, and promotional incentives (e.g., discount tickets or products) (see 

Chapter 2). To measure the economic motive, I adopted and modified five items from previous 

studies: two items from Wann’s (1995) study measured the economic gain from gambling; three 

items from Kwon’s (2003) study assessed the economic gain from comparing prices, shopping, 

and promotional incentives. The results of the pilot study indicated that two items from Wann’s 

(1995) study did not meet the minimum criteria for a factor loading score (i.e., they were less 

than .50): “I can gamble on sporting events” (econ 1) and “I enjoy betting on the outcome of 

sporting events” (econ 3).  

 Since no respondents answered the questions based on their visit to a gambling website, it 

is not surprising that the two items did not have significant loadings. Therefore, I decided to drop 

the two items relating economic gain with gambling. Consequently, the conceptualization of the 

economic motive was changed to economic gains through different activities such as comparing 

prices and promotional incentives. The remaining three items included: “I can purchase sports 

products through the sport website”, “the sport website provides access to convenient shopping, 

and “I can find good deals on sports products.” 

 Even though the gambling motive was not significant in this study, future researchers 

should not ignore the importance of a gambling motive. Recently, gambling on sports has 

increased (Real, 2006). For example, Raney (2006) commented on the emergence of gambling in 

sport as follows.  
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 More than $81 million were wagered on the 2004 NFL Super Bowl in Las Vegas  alone.  

 In fact, according to industry reports (e.g., Christiansen Capital Advisors, LLC),  

 Americans gambled more than $4 billion on sporting events (including  

 horse racing, greyhound racing, and jai alai) through official bookmakers in 2000;  

 this does not include the reported $2.2 billion in Internet betting (p.325).  

 

 One suggestion for future research is to develop a scale to measuring a gambling motive 

for specific types of sport websites (e.g., sport gambling website, fantasy league websites). The 

best application of an economic motive may be to measure the concept with two different 

dimensions: economic gain from (1) shopping on websites and (2) gambling on website. Among 

the four major types of sport websites, (1) content websites, (2) team or league websites, (3) 

commerce websites, and (4) gambling websites (Caskey & Delpy, 1999), two (commerce 

websites and gambling websites) are strongly associated with an economic motive. Previous 

sport website studies focused on the “shopping” concept as an economic motive (Hur et al., 2007; 

Seo & Green, 2008). For example, Hur et al (2007) describe an economic motive as “sport 

consumers’ desire to save or make money, bargain efficiently, and obtain free products via the 

Internet (Joines et al., 2003)” (p. 526). Seo and Green (2008) defined an economic motive as “to 

get promotional incentives that a team provides” (p. 86). A gambling motive was not significant 

in sport fan motive studies (i.e., spectator motive), and also was not related to level of sports 

involvement (Wann, 1995). Gambling through sport websites, however, is growing in popularity. 

Therefore, it may be one a strong motive for visiting specific sport websites such as gambling 

websites (Real, 2006).  

Discussion of the Results: Main Study 

 After purifying the sample items from the pilot study, I conducted the main study (N = 

530). The sample was split into two equal groups: calibration sample (n1 = 265) and validation 

sample (n2 = 265). The calibration sample was used to evaluate the revised measurement from 

the pilot study, and the validation sample was used as confirmation of the measurement model 

and for testing the structural model. The main purpose of testing the measurement model was to 

provide evidence of the reliability and validity of the proposed constructs. To assess the 

measurement model, I evaluated the overall model fit index (e.g., SRMR, RMSEA, CFI, TLI) 

and several indices of reliability and validity (e.g., parameter estimates, construct reliability, 
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AVE). The following table provides a summary of the analyses with the measurement model 

(Table 5.1).  

 

 

Table 5.1 

Summary of Testing Measurement Models  

Index (recommended critera) Initial Model with 
Calibration Sample 

(n1=265) 

Modified Model 
with Calibration 

Sample 
(n1=265) 

Modified Model 
with Validation 

Sample 
(n2=265) 

Model Fit 
Index   

SRMR  
(< .08; Hu & Bentler, 1999) 

.092 .052 .043 

RMSEA 
( <.06; Hu & Bentler, 1999) 

.082 .066 .060 

CFI 
(> .90; Kline, 1998) 

.856 .941 .946 

TLI  
(> .90; Bentler, 1990) 

.841 .928 .937 

Reliability
/ Validity  

Construct Reliability 
(>.70; Hair et al., 1998). 

.81 ~ .95 .82 ~ .95 . 86 ~ .96  

AVE 
(> .50; Fornell & Larcker, 1981) 

.54 ~ .88 .61 ~ .88 .68 ~ .88 

Parameter estimates
1
  

(<.707; James et al., 2002) 

.514 ~ .996 .744 ~ .996 .705 ~ .986 

Discriminant Validity
2

 
 

(1)Entertainment/ 
Information  
(2) Entertainment / 
Escape  
(3) Social 
Interaction/ Two-
way Com.  
(4) Real-Time 
Info./ Active 
Control   

(1) Entertainment/ 
Information  

(1) Entertainment 
/Escape  
(2) Real-Time/ 
Active Control   

1
All parameter estimates were statistically significant (P < .001) 

2
 The constructs did not demonstrate evidence of discriminant validity based on the AVE scores failing to exceed 

the shared variance between the construct and all others (Fornell & Larcker, 1981). There is evidence of 
discriminant validity for all constructs based on the correlation coefficients among construct (Kline, 2000) and chi-
square difference tests (Anderson & Gerbing, 1988).  

 

 

Measurement Model 

 The initial measurement model analyzed with the calibration sample (n1=265) had an 

unacceptable overall model fit index, and there was not sufficient evidence of convergent and 

discriminant validity. After respecification, the modified model did reach an acceptable level of 
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overall model fit, and there was evidence that the model is reliable, and valid. A problem with 

the measurement model was lack of discriminant validity across three pairs of constructs: (1) 

entertainment and escape, (2) entertainment and information, and (3) active control and real-time 

information. I administered three different tests of discriminant validity: (1) correlation 

coefficients among constructs (Kline, 2000), (2) chi-square difference test (Anderson & Gerbing, 

1988; Bagozzi & Phillips, 1982), and (3) comparison of AVE and shared variance between 

constructs (Fornell & Larcker, 1981). The results indicated that all constructs passed the first two 

tests of discriminant validity, but three pairs of constructs (entertainment and escape; 

entertainment and information; real-time information and active control) failed to provide 

evidence of discriminant validity in the third test. The comparison of AVE scores and squared 

correlations is more stringent than the first two tests.  

Discriminant Validity: Entertainment and Escape 

 The results of the main study did not provide strong evidence of discriminant validity 

between entertainment and escape. There is some evidence of discriminant validity between the 

two constructs based on the pairwise correlation test (Kline, 2000) and the chi-square difference 

test (Anderson & Gerbing, 1988). The results may be interpreted as marginally acceptable since 

the difference between the AVE score (entertainment = .68) and the shared variance between 

entertainment and escape (.69) was not significant. It is important to consider, however, the 

theoretical (conceptual) justifications of the two constructs.  

 I defined escape as “the extent to which users can feel a sense of rest, relaxation, and 

release while accessing a sport website” (see Table 3.1). Entertainment was defined as “the 

extent to which users can feel fun, exciting, and enjoyable while accessing a sport website” (see 

Table 3.1). The three entertainment items included “the sport website is entertaining to me,” “the 

sport website is cool,” and “I enjoy surfing the sport website.” The escape items consisted of “I 

can forget about every day work,” “the sport website makes me less tense,” and “I can get away 

from what I am doing.” Considering the conceptualization of the constructs and the wording of 

the respective items, I expected the measures to be distinct. The results of the content analysis 

and pilot study provide some evidence that the two constructs were different. In the main study, 

however, there was a lack of discrimination between entertainment and escape. 

 One possible explanation is that even though the two constructs seem to be conceptually 

different, the respondents could regard them as the same concept. The respondents might assume 
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that they can forget about every day work and get away from what they are doing (i.e., escape 

motive), because the sport websites provide a source of entertainment (i.e., entertainment 

motive). Previous studies have provided evidence that the two, entertainment and escape, may be 

interrelated. In recent a study of sport websites, Hur et al (2007) proposed five types of 

motivations: convenience, information, diversion, socialization, and economic. To measure 

diversion, they combined two concepts, entertainment and escape. They defined diversion 

motive as “sport consumers’ desire to escape day-to-day boredom and stress, thus seeking 

pleasure, fun, or enjoyment via the Internet” (Korgaonkar & Wolin, 1999, p. 525). Diversion was 

measured by three items: “using sport-related Web sites excites me,” “Using sport-related Web 

sites arouses my emotions and feelings,” and “Using sport-related Web sites provides an outlet 

for me to escape my daily routine” (p.530).  

 Ebersole (2000) also reported evidence that the two constructs can be merged into one 

construct. In his educational website research, the results of an Exploratory Factor Analysis 

(EFA) identified eight motives for using educational websites. One of the eight motives was 

labeld “something to do when bored” (eigen value = 1.68), which essentially measures the 

concept of escape. The measure included five items: (leading sentence: the World-Wide-Web is 

good) “for entertainment,” “when I’m bored,” “for browsing,” “because it gives me something to 

do,” and “because computers are cool” (p.5). The two items related to entertainment (i.e., “for 

entertainment” and “because computers are cool”) loaded with the items purported to measure 

escape (eigen value = 3.73). The results indicate that respondents may regard entertainment and 

escape as one concept. In early media research, Katz et al (1973) also mentioned that escape and 

diversion (entertainment) can be driven by tension release needs. Therefore, it is important to 

note that the two constructs should be carefully review based on the different contexts. Future 

sport website researchers need to examine whether the two constructs should be separated or 

combined.  

 For the sport website context, to decide whether to merge entertainment and escape, I 

conducted another CFA with a competing model (i.e., entertainment and escape combined) using 

the calibration and validation samples. The results indicated that the proposed five-factor model 

produced better fit indices than the four-factor model (entertainment and escape combined) (see 

Table 5.2). The proposed five-factor model is believed to be a better representation of the user 
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motive constructs. I decided to retain the five factor model and working to improve the 

distinction across the two factors. 

 

 

Table 5.2 

Model Fit Indices for Competing Models    

Samples Competing Models SRMR RMSEA CFI TLI 

Calibration Sample  
(n=265)   

Four-Factor model  
(ENT and  ESCP combined) 

.048 .098* .924 .905 

Five-factor model  
(proposed model) 

.052 .066 .941 .928 

Validation Sample  
(n=265)   

Four-Factor model  
(ENT and  ESCP combined) 

.060 .105* .894* .867* 

Five-factor model  
(proposed model) 

.043 .060 .946 .937 

* The model fit index which did not satisfy the recommended criteria (e.g., CFI (> .90; Kline, 1998), 
RMSEA (< .08; Hair et al., 1998); TLI (> .90; Hair et al., 1998)). 

  

 

Discriminant Validity: Entertainment and Information  

 In the initial measurement model and the modified measurement model (with the 

calibration sample), the evidence from the factor analysis did not establish discriminant validity 

between entertainment and information. Even though there was some evidence of discriminant 

validity between the two constructs based on the pairwise correlation test (Kline, 2000) and the 

chi-square difference test (Anderson & Gerbing, 1988), the comparison of the respective AVE 

scores for each construct and the squared correlation between entertainment and information 

(Fornell & Larcker, 1981) did not support discriminant validity. The AVE scores of 

entertainment and information were .61 and .65 respectively; the shared variance between 

entertainment and information was .64. The difference between AVE score and shared variance 

between two constructs was relatively small (.03), but it is necessary to examine why the two 

constructs may lack discrimination.  

 Previous research does support the conceptual difference between entertainment and 

information (Chen & Wells, 1999; Katz, 1973; Raney, 2006). In early uses and gratification 

research, Katz (1973) categorized five needs of mass media: cognitive needs, affective needs, 

personal integrative needs, social integrative needs, and tension release needs. Within the five 
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categories, entertainment and information belong to affective needs and cognitive needs 

respectively. Raney (2006) discussed three different motives for viewing mediated sports: 

emotional, cognitive, and behavioral (or social) motives. In Raney’s work, entertainment is 

identified as a dimension of the emotional motive. Raney found information to be associated 

with the cognitive motive. In addition, recent Web studies have provided empirical evidence that 

entertainment and information could be separately measured, and there has been discrimination 

between the constructs (Chen & Wells, 1999; Ko et al., 2005; Liu, 2003; Seo & Green, 2008).  

 Since previous research has provided conceptual and empirical evidence that the two 

constructs are distinct, I reexamined the conceptual definition of the two constructs and the items 

used to measure the constructs. Entertainment was defined as “the extent to which users can feel 

fun, exciting, and enjoyable while accessing a sport website” (see Table 3.1); information was 

defined as “the extent to which users can get knowledgeable and helpful information while 

accessing a sport website” (see Table 3.1). In terms of face validity, the items do seem to capture 

the concept of entertainment (i.e., “the sport website is entertaining to me,” “the sport website is 

cool,” and “I enjoy surfing the sport website) and information (i.e., “information obtained from 

the sport websites is helpful,” “information obtained from the sport websites is useful,” and “I 

learn a lot of information form using the sport website”). The items used to measure 

entertainment and information in this study were adopted from Luo’s (2002) work. Luo (2002) 

did not report any evidence of discriminant validity. Luo (2002) only provided pairwise 

correlations between constructs (0.65), which were deemed acceptable (Kline, 2000).  

 One possible explanation is that if the websites are more entertainment-based, the 

information would likely be regarded as entertaining. This idea might be called “infotainment” 

(Reagan & Lee, 1998). Infotainment can be described as “information-based media content or 

programming that also includes entertainment content” (p. 143). Traditional information 

programs, such as drama and news, contain some sort of entertainment content to deliver 

information more effectively (Brants & Neijens, 1998). Like other media content, much of the 

information on the Internet is merged with entertainment. Brants and Neijens (1998) mentioned 

that “the largest increase in online activities has occurred among users who go online to get 

entertainment-related information” (p.14). Sport websites provided information to users, but the 

information is frequently provided with entertainment. In an early commercial website study, 

Eighmey (1997) also emphasized the importance of infotainment value in websites, as follows:  
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Website users are assisted by information placed in an enjoyable context. Effective web 

sites demonstrate the productive intersection of information and entertainment. 

Responses from participants in the pilot study indicated web site users benefit from 

finding information in a context that adds value in and of itself. (p. 62) 

 

 To decide on whether to combine entertainment and information as one construct, I 

conducted competing model analysis with the calibration and validation samples. The results 

indicated that the fit indices were better overall for the proposed five-factor model compared to 

the four-factor model (entertainment and information combined) (see Table 5.3). As a result, I 

decided to retain the five factor model and working to improve the distinction across the two 

factors. 

 

 

Table 5.3 

Model Fit Indices for Competing Models   

Samples Competing Models SRMR RMSEA CFI TLI 

Calibration Sample  
(n=265)   

Four-Factor model  
(ENT and  INFO combined) 

.050 .101* .919 .899* 

Five-factor model  
(proposed model) 

.052 .066 .941 .928 

Validation Sample  
(n=265)   

Four-Factor model  
(ENT and  INFO combined) 

.048 .105* .921 .901 

Five-factor model  
(proposed model)

.043 .060 .946 .937 

* The model fit index which did not satisfy the recommended criteria (e.g., CFI (> .90; Kline, 1998), 
RMSEA (< .08; Hair et al., 1998); TLI (> .90; Hair et al., 1998)). 

 

 

Discriminant Validity: Active Control and Real-Time Information  

 The results from the pilot study and the main study (with the calibration sample) did not 

provide convincing evidence of discriminant validity between active control and real-time 

information. In the pilot study, the results from the EFA indicated that a two-factor model 

provided a relatively better fit overall (e.g., total explained variance, range of communalities, 

number of residuals, and a goodness-of-fit-test) than a three-factor model of interactivity. The 
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results lead one to consider the possibility that real-time information and active control can be 

merged into one construct. In the main study, the results of the measurement model did not 

provide evidence of discrimination between the two constructs, based on a comparison of each 

construct’s AVE score and the squared correlation between factors (Fornell & Larcker, 1981). 

The AVE scores of real-time information and active control were .67 and .78 respectively; the 

shared variance between the constructs was .69. The difference between the AVE score of real-

time information and the shared variance between the constructs was .02.Two other discriminant 

validity tests, pairwise correlation (Kline, 1998) and chi-square difference (Anderson & Gerbing, 

1988), provided evidence of discrimination between the two constructs. The results may be 

interpreted as marginally acceptable since the difference between the AVE score of real-time 

information and the shared variance between the constructs was not significant (.02). It is 

necessary to consider, however, the theoretical (conceptual) justifications of the two constructs.  

 I reviewed the conceptual definitions and items used to measure the two constructs. 

Active control was defined as the degree to “which users can voluntarily choose, add, and 

modify content in a website” (Liu, 2003, p.16); real-time information was defined as “the degree 

to which users’ contribution to a communication and the response they receive from the 

communication are simultaneous” (Liu, 2003, p.16). Items measuring the two constructs were 

adopted from Liu’s (2003) work. To test discriminant validity, Liu utilized three tests: (1) 

comparison of the squared pairwise correlation between factors and the AVE for each factor 

(Fornell & Larcker, 1981), (2) comparison of the chi-square statistics among different competing 

models (Anderson & Gerbing, 1988), and (3) examining the correlation between each pair of the 

factors (Anderson & Gerbing, 1988). Across these three tests there was sufficient evidence of 

discriminant validity between active control and real-time information. In this study, each 

construct has three items. Active control was measured by “I have a great deal of control over 

what I can do” “my actions decide the kind of experiences I get” and “it allows me multiple 

options to explore”; real-time information was measured by “I can get information very quickly”, 

“I get instantaneous information when desired” and “my requests are processed very quickly.” At 

the item level, I examined whether the adopted items were a source of confusion for the 

respondents.  

 One possible explanation of this convergence is that the modified items did not represent 

each construct as specified. Even though Liu (2003) provided evidence of discriminant validity, 
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the items may not capture each domain in sport websites. The two real-time information items 

may not be representative of the construct. Respondents may regard the item, “I get 

instantaneous information when desired,” as active control, if they focus on the word “when 

desired.” In the same way, the item, “my requests are processed very quickly,” may also be 

interpreted as active control. If requests are processed very quickly, users may perceive that they 

can actively control the information process. Previous studies supported the possibility that the 

two constructs could merge into one (Hwang & McMillan, 2002; 2000; Johnson, et al., 2006). 

McMillan and Hwang (2002) mentioned that the three dimensions of interactivity “overlap and 

are interrelated” (p.34). They described the overlapping concept of active control and real-time 

information as “active engaging,” which means the degree to which user contributions actively 

participate in and influence a communication is simultaneous (McMillan & Hwang, 2002). 

 To decide whether to retain the three-or two-factor model, I conducted further statistical 

analyses. The results indicated that the proposed three-factor model had better overall fix 

compared to the two-factor model (active control and real-time information combined) (see 

Table 5.4). As a result, the three-factor model is believed to be a better representation of the 

interactivity dimensions. I decided to retain the proposed three-factor model, recognizing 

additional work is needed to further distinguish the two concepts.   

 

 

Table 5.4 

Model Fit Indices for Competing Models    

Samples Competing Models SRMR RMSEA CFI TLI 

Calibration Sample  
(n=265)   

Two-factor model  
(AC and RT combined) 

.056 .163* .906 .870* 

Three-factor model  
(proposed model) 

.052 .066 .941 .928 

Validation Sample  
(n=265)   

Two-factor model  
(AC and RT combined) 

.648 .190* .880* .834* 

Three-factor model  
(proposed model) 

.043 .060 .946 .937 

* The model fit index which did not satisfy the recommended criteria (e.g., CFI (> .90; Kline, 1998), 
RMSEA (< .08; Hair et al., 1998); TLI (> .90; Hair et al., 1998)). 

 

 

Conclusion Regarding Discriminant Validity  
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 In the marketing and consumer research literature, minor differences in Fornell and 

Larcker’s (1981) discriminant validity test (between the squared pairwise correlation between 

factors and the AVE for each factor) have generally been deemed acceptable (Babin, Boles, & 

Robin, 2000; Mathwick & Rigdon, 2004). For example, Babin, et al (2000) wrote:  

 

The results also suggest adequate discriminant validity. All variance-extracted estimates 

are greater than the square of the correlation estimates between factors (see. Table 3), 

with the exception of 1ξ  (.46 = variance extracted and .47 = 2

1,2Φ ), where the difference 

is trivial (.01). Nonetheless, an additional CFA model constraining these two factors into 

one produced a significant worse fit providing evidence of discriminant validity 

(Anderson and Gerbing, 1988). Overall, the results are generally supportive of the scale’s 

psychometric properties. (p. 351)  

  

 I decided to retain the proposed measurement model based on the previous literature and 

the additional model comparisons. Future researchers should test the adopted items and 

constructs in this study with different samples and different contexts (e.g., sport commerce 

website, team/league website). In other cases it may be that the constructs will be discriminant. 

Accordingly in the main study the proposed measurement model with five motives and three 

interactivity dimensions was incorporated into a structural equation model in order to examine 

the hypothesized model.  

Testing the Research Hypotheses 

 To test the research hypotheses, I proceeded to examine the relationships among motive, 

interactivity, attitude toward the sport website, and intention to revisit using structural equation 

model.  

Relationship between Consumer Motives and Attitude toward the Sport Website   

 Hypothesis 1 proposed the effects of user motives on the attitude toward the sport website 

(γ =.36; p <. 001). The results indicated that users have specific motives for visiting sport 

websites, and if the content satisfies their needs and wants, users are likely to have positive 

feelings about the website. From a theoretical perspective, this study supported uses and 

gratification theory. A primary objective of uses and gratification theory is “(a) to explain how 
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people use media to gratify their needs, (b) to understand motives for media behavior, and (c) to 

identify functions or consequences that follow from needs motives and behavior” (Rubin, 2000, 

p.527). The present study provides evidence supporting the fundamental notion of uses and 

gratification theory that the consumer’s attitude toward the sport website is affected by certain 

motives for using the sport website. The results are consistent with previous Internet studies 

based in advertising and marketing (Chen & Wells, 1999; Chen et al., 2002; Ducoffe, 1996; 

Ebersonle, 2000; Luo, 2002).  

 In terms of individual motives, I attempted to identify five motives for sport websites 

(entertainment, information, social interaction, escape, and economic). The five factors were 

significantly related to the latent construct user motives: entertainment ( =λ .921, p < .001), 

information ( =λ .860, p < .001), social interaction ( =λ .702, p < .001), escape ( =λ .871, p 

< .001), and economic ( =λ .421, p < .001). The results indicated two particular factors 

(entertainment and information) were strong predictors of user motives; social interaction and 

economic had a smaller impact on user motives. The mean scores of entertainment (4.5) and 

information (4.8) were higher than other constructs (ranging from 2.3 to 3.4). The results imply 

that respondents are more likely motivated to visit a sport website for entertainment and 

information. This finding is similar to previous website studies in different contexts (Chen & 

Wells, 1999; Ducoffe, 1996; Farquhar & Meeds, 2007; Ko et al., 2005; Korgaonkar & Wolin, 

1999; Lin, 2001; Luo, 2002; Muhtaseb & Frey, 2008; Stafford & Stafford, 2001). In Papacharissi 

and Rubin’s (2000) Internet motivation study, the results indicated that information-seeking 

(M=3.52, SD= .83) and entertainment (M=3.50, SD=.095) had the highest mean scores 

compared to other motives (e.g., convenience, pass time, and interpersonal utility).  

 In various studies examining the motives of sport fans, entertainment and information 

were the most prominent dimensions (James & Ross, 2004; Raney, 2006; Wann, 1995). Studies 

by Wann and his colleagues (Wann, 1995; Wann, et al., 1999) demonstrated that among eight 

motives measured, entertainment had the highest scores while economic as a motive got the 

lowest scores. James and Ross (2004) compared ten sport motivations (entertainment, skill, 

drama, team effort, achievement, social interaction, family, team affiliation, escape, and empathy) 

across three different sports: baseball, softball, and wrestling. Entertainment was the highest 

rated motive across the three sports. In sport media studies, Raney (2006) mentioned that “the 
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most important motivational factor behind viewing mediated sports is for the enjoyment and 

emotional satisfaction” (p.316). Gantz (1981) also suggested entertainment and information as 

major motives to watch sports on television (Gantz, 1981; Gantz & Wenner, 1991; Gantz & 

Wenner, 1995).  

 The results of the current study, however, indicate that the factor loadings of economic 

( =λ .421, p < .001) were the lowest across the five factors. The possible explanation is that since 

this study was focused on content sport websites, an economic motive was not a major concern 

for the respondents. As noted, future researchers should not overlook the importance of the 

economic motive, since it could be a major factor when using certain types of sport websites 

(e.g., sport gambling website, fantasy league websites, and commerce sport website).  

Relationship between Interactivity and Attitude toward the Sport Website  

 Hypothesis 2 included the proposition that interactivity would affect the attitude toward 

the sport website (γ = .48; p <. 001). The results led me to conclude that users with high 

perceived interactivity are more likely to have a positive attitude toward the sport website. The 

results pertaining to interactivity are consistent with previous research (Cho & Leckenby, 1999; 

Coyle & Thorson, 2001; Johnson et al., 2006; McMillan & Hwang, 2002; McMillan, Hwang, & 

Lee, 2003). McMillan et al. (2003) indicated that there is a positive correlation between 

interactivity and attitude toward the website ( )63.=γ . They also examined the relationship 

between each interactivity dimension and attitude toward the websites: real-time conversation 

(i.e., two-way communication) ( )49.=γ , no delay (i.e., real-time information) ( ),34.=γ and 

engaging (i.e., active control) ( ).63.=γ  A recent study by Johnson et al (2006) found similar 

results, that interactivity is related to attitude toward the website ( )65.=γ .                                                             

 It is important to note in this study that attitude toward the sport website is influenced 

more by interactivity (γ = .48; p < .001) than by motive (γ = .36; p < .001). This result implies 

that sport marketers would be advised to put more effort into creating and developing 

interactivity functions on their websites, such as providing customization functions (i.e., active 

control function) and real-time scoreboard to check game results, schedules, and team statistics 

(i.e., real-time information). Such strategies may facilitate a positive attitude toward sport 

websites among uses and involve the users in the sport websites (Johnson, et al., 2006; McMillan 

et al., 2003). 
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 In terms of the individual interactivity dimension, the results indicated interactivity in 

sport websites is related to active control (λ =.87, p < .001) and real-time information (λ =.93, p 

< .001). Two-way communication (λ = .49, p <.001) was found to have a relatively small 

relationship with interactivity. In the same way, the mean scores of active control and real-time 

information were significantly higher than two-way communication. The results imply that 

respondents were more likely to utilize interactivity tools for getting prompt information while 

controlling information. For content sport website users, two-way communication tools are likely 

not as important as the other two dimensions.  

Relationship between Attitude toward the Sport Website and Intention to Revisit  

Hypothesis 3 included the proposition that attitude toward a sport website would be a 

significant predictor of intention to revisit the website (γ =.70; p <. 001). The results indicate that 

users with a more positive attitude toward the sport website have stronger intentions to visit the 

sport website again in the future. The results support the proposed theoretical framework (i.e., 

Theory of Reasoned Action) and are consistent with previous Internet research (Bruner & 

Kumar, 2000; Gao & Koufaris, 2006; Hwang & McMillan, 2002; Lee, Hong, & Lee, 2004; 

McMillan Hwang, & Lee, 2003; Ko et al., 2005; Luo, 2002).  

From a marketing perspective, it is important that users frequently visit sport websites. If 

users visit sport websites with increasing frequency, there is a greater likelihood that they will 

“click on” advertising (Ko, 2002) and purchase products (Cho & Leckenby, 1999; Ko et al., 

2005). Even though I did not measure actual behavior (i.e., clicking on advertising links, 

purchasing products), the prediction of intention is correlated with attitude, which is expected to 

lead to actual behavior (Ajzen & Fishbein, 2005). Ajzen and Fishbein (2005) mentioned that 

there is substantial evidence that behavioral intention predicts actual behavior:  

 

When appropriately measured, behavioral intentions account for an appreciable 

proportion of variance in actual behavior. Meta-analyses covering diverse  behavioral  

domains have reported mean intention-behavior correlations of .47  (Armitage & Conner,  

2001; Notani, 1998), .53 (Shepherd, Hartwick, & Warshaw, 1988), .45 (Randall & Wolff,  

1994), and .62 (van den Putte, 1993) (p. 188).   
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The Mediation Effect of Attitude toward the Sport Website  

With the test of a mediation effect (Baron & Kenny, 1986), the results also indicate that 

attitude toward a sport website fully mediated the relationship between two antecedents, motive 

and interactivity, and intention to revisit (Hypothesis 4). This result implies that attitude toward 

the sport website is a critical indicator for evaluating website effectiveness, connecting user 

motives and actual behavior. One recommendation is for sport marketers to generate various 

tools which make websites more attractive and likeable. The practical applications of various 

tools are discussed in the next section (implications).  

Implications of the Current Study 

Academic Implications  

 Several academic implications may be identified from the current study. First, one 

significant aspect of the current study is to focus on the psychological perspectives of sport 

websites including motives, attitude, and behavioral intention. Even though a few recent studies 

have examined motives for visiting sport websites (c.f., Hur et al., 2007), there is still lack of 

research exploring the psychological aspects of sport websites. Sport website research has 

focused primarily on content analysis of the websites (Brown, 2003; Caskey & Delpy, 1999; 

Duncan & Campbell, 1999; Filo & Funk, 2005; Smith, Pent, & Pitts, 1999). Content analysis is a 

first step in understanding Internet websites because marketers and web designers can evaluate 

the overall efficiency of websites. However, content analysis is not a sufficient measure for 

assessing the effectiveness of Internet websites. Even though websites are designed with unique 

content, such content is useless if consumers are not interested and involved. As a result, 

understanding a user’s psychological perspective is critical to the success of a sport website.  

The current study examined the importance of five motives (i.e., entertainment, 

information, social interaction, escape, and economic). The results are consistent with previous 

Internet studies (Ducoffe, 1996; Ebersonle, 2000; Eighmey, 1997; Grace-Farfaglia et al., 2006; 

Farquhar & Meeds, 2007; Ishii, 2008; Johnson et al., 2007; Korgaonkar & Wolin, 1999; Lin, 

2001; Luo, 2002; Muhtaseb & Frey, 2008; Papacharissi, 2002; Papacharissi & Rubin, 2000; 

Pentina et al., 2008; Stafford & Stafford, 2001). Specifically, entertainment and information 

were the primary predictors of user motives, indicating that users mainly seek entertainment and 

information from a sport website. 
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 Second, the current study is the first attempt to examine how interactivity impacts the 

effectiveness of a sport website. Compared to other media such as television and radio, sport 

websites are a totally different system to deliver information because of the interactive features. 

Brown (2003) argued that sport website owners should pay attention to “the interactive nature of 

the web” (p.54). However, there is no previous study which has examined the interactivity 

concept in relation to sport websites. Based on previous literature, the current study examined a 

three-dimensional model of interactivity: active control, two-way communication, and real-time 

information. The results were consistent with previous Internet studies (Liu, 2003; Liu & Shrum, 

2002; McMillan & Hwang, 2003). An important finding is that interactivity (γ = .48) had a 

stronger effect than motive (γ = .36) on attitude toward the sport website. This result implies that 

having useful interactivity tools is very important for sport websites in order to attract users and 

create positive feeling about the website. 

 Third, the current research is one of the first studies to provide a conceptual model of 

sport content websites. Hur et al. (2007) mentioned that “more research on sport fans’ attitude 

and perceptions toward sport-related Web sites could further enhance our understanding of 

online sport consumption behavior” (p. 538). Since there should be different patterns of online 

sport consumption, they also mentioned that “future studies might need to focus on a specific 

target Web sites such as a sport Web portal (e.g., ESPN), a sport team’s Web site (e.g., Seattle 

Mariners’ Web site), or an online retailer (e.g., The Golf Warehouse)” (p.539). Based on the 

suggestions, this research represents a first step to develop a structural model of sport content 

websites, which includes antecedents (i.e., motive and interactivity) and a consequence (i.e., 

intention to revisit) of attitude toward a sport website. I confirmed that user motives and 

interactivity affect attitude toward the sport website, which is related to users potentially 

revisiting a sport website. This finding supported the theoretical framework of uses and 

gratification (U&G) theory and the theory of reasoned action (TRA). Specifically, the results 

indicated that there is a significant and positive relationship between attitude and interactivity 

(Hwang & McMillan, 2002; McMillan Hwang, & Lee, 2003) and between attitude and motives 

(Chens & Wells, 1999; Luo, 2002); attitude toward the sport website was associated with 

intention to revisit the sport website. 

Practical Implications 
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 The results from the current study also provide practical implications for sport marketers. 

The success of a sport website is determined by how marketers and Web designers build useful 

content. When accessing useful content, website users are more likely to have a positive attitude 

toward a sport website. To foster positive attitude toward sport websites, sport marketers should 

consider designing websites with entertaining and informative content. As previously mentioned, 

“infortainment” content can lead users to be more involved in the sport website. Many sport 

websites attempt to deliver information with humor in order to draw users attention to content. 

One good example can be found at espn.com. The “SportsNation” section on espn.com provides 

recent sports news with video clips and fun content (e.g., weird web clips, click to vote, chat 

archive, and polls), interacting with users via twitter.com and facebook.com. With all the various 

entertainment content, users may perceive the information content as a part of the entertainment.  

In addition to delivering entertaining and informative content, sport marketers should 

understand how to utilize technology tools (i.e., interactivity function) in sport websites. In 

previous sport website research, Brown (2003) found that most sport organization websites fail 

to use the full potential of the website as a tool for interactive marketing. The results from the 

current study indicate that interactivity should be considered a significant indicator of attitude 

toward a sport website. To foster a perceived level of interactivity, marketers could create active 

control and real-time information contents. Customization of information is a typical example of 

active control content on sport websites. A customized webpage delivers an informational 

package of the day’s sports highlights to cater to the individual user’s interests and favorite 

teams. For example, in the front page of espn.com, users can customize information with 

registration of “myESPN.” With this customized information, users can modify content by 

selecting favorite teams, players, and sports. Moreover, with the paid service called “insiders,” 

users can access exclusive customized information such as blogs and chats, episodes of favorite 

ESPN shows, and rumor central report. Based on geographic location, espn.com also provides 

customized content. If users are in the Boston area, the site automatically recognizes the location 

and provides the link “espnboston.com” including Boston teams’ information (e.g., Celtics, Red 

Sox, Patriots, Bruins, and Boston College). With customized content, users are more likely to be 

involved, which consequently leads to a positive attitude toward the site.   

Sport marketer should also be aware that real-time information is an essential part of 

sports information. In this study, the results indicated that real-time information is a strong 
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predictor of interactivity. When developing or updating sport websites, marketers should develop 

tools to help users access updated information (e.g., real-time score board, highlight video clips 

right after games) very quickly. One practical example is “espn360.com”. Launched in 2005, 

“espn360.com” provides thousands of live games in different sport events, and a fully interactive 

experience with real time in-game stats, extended press conferences, and updated video clips 

(espn360.com, 2009). Speed of information is important in sports reporting. Sports fans do not 

want to wait for the next day’s newspaper to find out if their favorite team has won or lost a 

game. Developing real-time information tools may satisfy the users’ desire for immediate 

information. Practically, most of current content sport websites provide more real-time 

information content than before. The figure 5.1 and 5.2 showed how ESPN.com modified the 

portions of real-time information contents. In 2006 front page, real-time information contents 

were covered in right section of the front page which is approximately 25% of the total contents; 

in 2009 front page of ESPN.com, real-time information covered approximately more than 50% 

of the total contents, positioning in the middle of pages. The empirical evidence showed that 

sport marketers understand the importance of real-time information and provided more quick and 

fast information to users.    
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Figure 5.1. Real-time information content on 2006 ESPN.com front page    
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Figure 5.2. Real-time information content on 2009 ESPN.com front page   
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Limitations and Future Research 

 In this section, I address several limitations of the current study. First, the results are not 

generalizable due to the sampling method. Convenience sampling was used to collect data at one 

large state university. Even though college students are considered typical sport website users 

(Shank, 2009), the sample in this study was not guaranteed to represent the population of sport 

website users. For example, since the sampled university is a well-known college football school, 

many students answered the questionnaire based on specific sport websites related to college 

football that other college students might rarely visit (e.g., seminoles.com, warchant.com). 

Therefore, to generalize results, the proposed model and scale in this study should be tested with 

a different population.  

 It is also suggested that future researchers need to apply the proposed framework and 

scale to different types of sport websites. In this study, I only examined one type of sport website, 

content websites. Further studies should investigate other types of sport websites such as 

commercial and gambling sport websites. As previously mentioned, future researchers need to 

develop a measure of an economic motive related to gambling behaviors when evaluating 

gambling sport websites or fantasy sport websites. To develop a gambling motive, it would be 

useful to examine the three items the in Sport Fan Motivation Scale (SFMS) by Wann (1995). 

 As antecedents of attitude toward a sport website, the study presented two variables, 

motive and interactivity. Previous research has investigated these two variables in the Internet 

environment (Grace-Farfaglia et al., 2006; Farquhar & Meeds, 2007; Ishii, 2008; Johnson et al., 

2007; Luo, 2002; McMillan, 2000; McMillan & Hwang, 2002; Muhtaseb & Frey, 2008; 

Papacharissi, 2002; Papacharissi & Rubin, 2000; Pentina et al., 2008; Stafford & Stafford, 2001; 

Song, & Zinkhan, 2008). The results of this study indicated that approximately 60% of the 

variance of attitude toward the sport website was represented by motive and interactivity. As 

such, it is appropriate to assumed that there are more variables which a user’s attitude toward a 

sport website. Future researchers should identify what other variables can be related to attitude 

toward a sport website. For example, in a research model of consumers’ online shopping, Li and 

Zhang (2000) provided suggested several potential factors that may affect attitude toward the 

website including external environments (online transactions, trustworthiness of online, and 

competitors), demographics (e.g., age, gender, level of education, income, and time online), 

personal characteristics (e.g., knowledge, skill, and experience on the Internet), and website 
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quality (e.g., design). To fully investigate attitude toward the sport website, future researchers 

can extend the current model with various antecedents (e.g., external environment, demographic 

variables, personal characteristics, Web quality) and consequences (e.g., actual visiting, time of 

visiting, frequently visiting), which would provide more comprehensive understanding of sport 

websites usage.  

 Throughout the current study the research utilized previous scales to measure motives, 

interactivity, and attitude toward a website. With improvement of the items assessing 

entertainment, information, escape, active control, and real-time information, future researchers 

may provide evidence of discriminant validity across the troublesome constructs in the present 

study. Improving the measures would produce an assessment tool for sport marketer to develop 

the content for sport websites. Future research is needed to improve the measures and to test the 

model in a different context and with a different population. 

Conclusion 

 Among the various media related to sport, the Internet has quickly grown to become one 

of the most important media outputs. In this new media environment, it is important to 

understand why and how sport fans use sport websites. For this reason, as a first attempt, the 

study presented a conceptual model of attitude toward a sport website including antecedents and 

a consequence. I sought to develop valid and reliable scales to measure a user’s attitude toward 

sport websites. The results indicate that motive and interactivity are significant predictors of 

attitude toward a sport website, which consequently influences intention to revisit. From an 

academic perspective, the findings of this study are consistent with previous theoretical concepts 

(i.e., uses and gratification and theory of reasoned action) and previous Internet research in 

different contexts. For practitioners, the scales in the current study provide a tool for evaluating 

and developing websites. However, future researchers need to establish the validity of several 

constructs (e.g., entertainment and escape, active control and real –time information) and apply 

the proposed model to other settings (e.g., different population, different website) for 

generalization of the results.  

 
 

 

 



 153  

APPENDIX 

 

 

A. SURVEY QUESTIONNAIRE   
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< Part I: Sport Websites Usage > 

Please provide the appropriate information for each item below. 

1. On average, how much time do you spend on the Internet each day?                ____ Hours ____Minutes 
 
2. On average, how often do you access the Internet in a day?                               ____ times per day  
 
3. On average, how much time do you spend visiting sport websites each day?    ____ Hours ____Minutes 
 
4. On average, how many times in a day do you access sport websites?                ____ times per day 
 
5. How often do you shop for sporting goods using sport websites? 
 
    _____ Never _____ Several times a year _____ Once a month _____ Once a week   
    

Please indicate the extent to which you disagree or agree  
with the following by circling the appropriate number:                  Strongly                                    Strongly  
                                                                                                         Disagree          Neutral                Agree   

6. I consider myself to be a sport fan. 1 2 3 4 5 6 7

7. My friends see me as a sport fan. 1 2 3 4 5 6 7

8. I believe that following sport is the most enjoyable form  
       of entertainment. 

1 2 3 4 5 6 7

9. My life would be less enjoyable if I were not allowed to  
       follow sports. 

1 2 3 4 5 6 7

10. Being a sport fan is very important to me. 1 2 3 4 5 6 7

  
How often do you access to the following sport websites?  
Please circle the number that best applies to you.                          Never                                            Always 

11. ESPN.com 1 2 3 4 5 6 7

12. Cnnsi.com 1 2 3 4 5 6 7

13. Yahoosport.com   1 2 3 4 5 6 7

14. Foxsports.com  1 2 3 4 5 6 7

        

15. Team Websites (e.g., Boston Red Sox website) 1 2 3 4 5 6 7

16. League Websites (e.g., NFL.com, NBA.com) 1 2 3 4 5 6 7

17. Collegiate Athletic Websites (e.g., Boston College  
        athletic website) 

1 2 3 4 5 6 7

        

18. NIKE.com 1 2 3 4 5 6 7

19. Adidas.com 1 2 3 4 5 6 7

20. Underarmour.com 1 2 3 4 5 6 7

21. Reebok.com 1 2 3 4 5 6 7

22. Puma.com  1 2 3 4 5 6 7

23. Other sport product websites (e.g., golf, tennis) 1 2 3 4 5 6 7

        

24. Sportsbetting.com 1 2 3 4 5 6 7
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25. Sportsbook.com  1 2 3 4 5 6 7

26. Betus.com 1 2 3 4 5 6 7

27.  Other websites for gambling on sports 1 2 3 4 5 6 7

 

< Part II: Most Visited Sport Website > 

 
1. Please write the name of the sport website that you visit most frequently: (One website only please).  
 

           
 

Answer the remaining questions in part II based on the specific sport website that you have listed 

above 

 

When you visit the sport website, how often do you access to the  
following types of information or participate in the following activities?  
Please circle the number that best applies to you. 
                                                                                                        Never                                           Always                            

2. Game Schedules 1 2 3 4 5 6 7

3. Statistics 1 2 3 4 5 6 7

4. Scores/Result 1 2 3 4 5 6 7

5. Player Information 1 2 3 4 5 6 7

6. Online Game (Fantasy) 1 2 3 4 5 6 7

7. Online Shopping 1 2 3 4 5 6 7

8. Banner Information (Advertising, Commercial) 1 2 3 4 5 6 7

9. Multi-Media (Video Clips) 1 2 3 4 5 6 7

10. Photo Galleries 1 2 3 4 5 6 7

11. Forum and Chatting   1 2 3 4 5 6 7

           

Please indicate the extent to which you disagree or agree  
with the following by circling the appropriate number in 
the scale next to each statement. 
         Strongly                                       Strongly  
                                                       Disagree             Neutral                Agree  

I am motivated to visit the sport website because…        

12. the sport website is entertaining to me. 1 2 3 4 5 6 7

13. the sport website provides discussion topics. 1 2 3 4 5 6 7

14. I am interested in other visitors’ opinions. 1 2 3 4 5 6 7

15. I can gamble on the sporting events. 1 2 3 4 5 6 7

16. the sport website gives me access to a lot of information. 1 2 3 4 5 6 7

        

17.  the sport website is cool. 1 2 3 4 5 6 7

18. I can purchase sports products through the sport website. 1 2 3 4 5 6 7

19. I can forget about every day work. 1 2 3 4 5 6 7

20. information obtained from the sport website is helpful. 1 2 3 4 5 6 7

21. I can communicate with people who share my interests. 1 2 3 4 5 6 7
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22. I can compare my ideas with other people. 1 2 3 4 5 6 7

23. I am excited about the sport website. 1 2 3 4 5 6 7

24. I can belong to a virtual sport group on the sport website. 1 2 3 4 5 6 7

25. I can express myself freely on the sport website. 1 2 3 4 5 6 7

26. it takes me into another world. 1 2 3 4 5 6 7

        

27. the sport website makes me less tense. 1 2 3 4 5 6 7

28. I enjoy betting on the outcome of sporting events. 1 2 3 4 5 6 7

 
Please indicate the extent to which you disagree or agree 
with the following by circling the appropriate number in 
the scale next to each statement.                 Strongly                                      
Strongly  
                                                     Disagree           Neutral                  Agree  

I am motivated to visit the sport website because…        

29. I enjoy surfing the sport website. 1 2 3 4 5 6 7

30. information obtained from the sport website is useful. 1 2 3 4 5 6 7

31. the sport website provides access to convenient shopping. 1 2 3 4 5 6 7

   

32. I can find good deals on sports products. 1 2 3 4 5 6 7

33. the sport website is fun to use. 1 2 3 4 5 6 7

34. I learn a lot of information from using the sport website. 1 2 3 4 5 6 7

35. I can get away from what I am doing. 1 2 3 4 5 6 7

 
 
Please indicate the extent to which you disagree or agree  
with the following by circling the appropriate number  
in the scale next to each statement.  
                                                                                                          Strongly                                       Strongly  
                                                       Disagree              Neutral               Agree 

I visit the sport website because…                                                         

36. I get instantaneous information when I click on links. 1 2 3 4 5 6 7

37. I am able to communicate with other visitors concurrently.  1 2 3 4 5 6 7

38. I can choose freely what I want to see.  1 2 3 4 5 6 7

39. the sport website gives visitors the opportunity to provide  
       feedback. 

1 2 3 4 5 6 7

40. the website is very fast in responding to my request.   1 2 3 4 5 6 7

        

41. the sport website facilitates two-way communication  
       between visitors.  

1 2 3 4 5 6 7

42. my requests are processed very quickly. 1 2 3 4 5 6 7

43. the content of the sport website encourages me to provide  
       feedback.   

1 2 3 4 5 6 7

44. I am sure someone will respond to my message postings. 1 2 3 4 5 6 7

45. my actions decide the kind of experiences I get. 1 2 3 4 5 6 7
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46. I have a great deal of control over what I can do.  1 2 3 4 5 6 7

47. I have a lot of control over my visiting experience. 1 2 3 4 5 6 7

48. I can obtain what I want to find without any delay.  1 2 3 4 5 6 7

49. it allows me multiple options to explore the sport website. 1 2 3 4 5 6 7

50. I can get information very quickly. 1 2 3 4 5 6 7

 
Please indicate the extent to which you disagree or agree  
with the following by circling the appropriate number  
in the scale next to each statement.  
                                                                                                          Strongly                                      Strongly  
                                                       Disagree            Neutral                 Agree                          

51. The sport website makes it easy for me to build a  
       relationship with other visitors.  

1 2 3 4 5 6 7

52. I would like to visit the sport website again in the future. 1 2 3 4 5 6 7

53. I am satisfied with the service provided by the sport website. 1 2 3 4 5 6 7

54. I am comfortable surfing the sport website.  1 2 3 4 5 6 7

55. Surfing the sport website is a good way for me to spend my  
          time.  

1 2 3 4 5 6 7

56. Compared with other websites, I would rate the sport  
       website as one of the best.    

1 2 3 4 5 6 7

 
Please indicate the extent to which you disagree or agree  
with the following by circling the appropriate number  
in the scale next to each statement.  
                                                                                                          Strongly                                      Strongly  
                                                       Disagree            Neutral                 Agree                          

57. I am likely to visit sport websites in the future 1 2 3 4 5 6 7

58. I will probably visit sport websites in the future 1 2 3 4 5 6 7

59. I will possibly visit sport websites in the future 1 2 3 4 5 6 7

 

< Part III: Demographics > 

 

Please check the appropriate response to each item below. 
 
1. Gender            1) _____Male              2) ____Female 
 
2. School Classification 

1) _____Freshman            2) _____ Sophomore            3) _____Junior 
4) _____Senior             5) _____Graduate Student 
 
3. Age ____ (ex: 23) 
 
4. Race 

1) _____African American          2) _____Caucasian 
3) _____Asian/Pacific Islander   4) _____Native American 
5) _____Hispanic                         6) _____Other 
 

Thank you for your participation 
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