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Abstract

As the sport marketplace has become comptitive, port organizations are chdlenged to dtract and
maintain sport consumers. Using sport video games as a marketing communication strategy may be a
good way to reach young sport consumers due to the popularity of sport video game(SVGs). Based on
Kim and Ross findings (2006), it is beieved tha playing SVYGs may foster a psychologicad connection
with a sport teem. The current sudy assumes the extent to which motives to play SVGs and a sense of
presence contribute to explain a psychologicad connection with a sports team (i.e, interndization) based
on the Fan Attitude Network (FAN) modd (Funk & James, 2004). The interndization modd of a sport
object through sport video gaming is proposed based on the review of literature The modd assumes
that motives to play SVGs and a sense of presence contribute to explaning what variables contribute to
a goort idertity. The purpose of the study is to understand the influence of matives to play SVGs and a
sense of presence on a sport identity. A theoreticd modd depicting the reationship between matives to
play SVGs and a sport identity, the rdationship between a sense of presence and a sport identity, and
the interaction effect between motives and a sense of presence on a sport idertity was proposed. Testing
the proposed modd would contribute to the understanding of what drives sport video gamers to
feacilitate persond connections with their favorite teams and guide inplications for marketing
communication practice.
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Introduction

As the sport maketplace has become very
competitive, sport organizations are chalenged to attract
and maintain sport consumers. Part of the challenge
includes reaching and influencing a younger consumer
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base such as Gengrdtion Y and Z (GentY & Z) dthough
they are highly desirable targets for corporations
(Bennett & Lachowetz, 2004; Wheaton & Thorpe,
2018). Gen-Y and Z are coveted consumers by
marketers and advertisers in part because Gen-Y
includes gpproximatdy 78 million members (Bennett,
Henson, & Zhang, 2003) and Gen Z is dready 25.9%
of the U.S. population (Bedll, 2016). Gen-Z condtitutes
32 percent of the globa population and became the
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largest generation in 2019 (Spitznagd, 2020). One idea
for connecting Gen-Y and Z consumers to traditiona
Foorts is through sport video games because dmost 65%
of sport video gamers can be classified as members of
Gen-Y (Bennett, Sagas, & Dees, 2006) and racing
games(61%) and sport games(60%) are favorite games
of mae Millennial gamers in 2019(ESA, 2020).

The connection between consumers and a sports team
is important in the context of team loyalty because
individuals with high degree of persona connection to
a sports team are resstant to changing their favorite
team, have a consistent and persistent attitude toward
their favorite team (Funk & James, 2001; 2006), are
influentid in recruiting others to become fans of the
team (James, Kolbe, & Trall, 2002), and are more likdy
to attend games (Wann & Branscombe, 1993). Kim and
Ross (2006) found that most sport video gamers were
likely to sdlect their favorite teams in red life when
playing sport video games (SVGs). From this finding,
it is assumed that playing SVGs may help to maintain
a psychologica connection with a sports team. A criticd
step for sport marketers is examining what drives sport
video gamers to facilitate persond connections with
their favorite teams, said another way, it is necessary
to understand the extent to which motives and features
of SVGs contribute to a goort identity. The Fan Attitude
Network (FAN) modd (Funk & James, 2004) can be
applied in order to answer these questions.

The Fan Attitude Network
(FAN) Model

Funk and James (2004) proposed the Fan Attitude
Network (FAN) modd to suggest how the
interndization of a sport object (i.e, a sport team,
player) into one's sef-identity, and the subsequent
formation of a gport identity, has an impact on attitude
formation and change toward the sport object. The
interndization of a sport object can be thought as an
extenson of onedf (Funk & James, 2004) and expected
to produce team loyaty (Kolbe & James, 2003). The

concept of loydty, a psychologicd connection to a port
team, is very important for sport organizations in order
to achieve long-term business success and financia
gods (Funk & Pastore, 2000) because loyd customers
provide sport organizations with a sustainable source
of income.

The FAN modd provides a conceptua framework
from which to understand the formation of a
psychologica connection to a sports team (i.e,
interndization). While this mode was proposed to
examine the attitude of sport fans toward a sport team
in terms of sport spectating, it can be applied to sport
video gaming because sport video gamers are dso sport
consumers (Kim & Han, 2012). Going further, with
recent versons of SVGs, individua can experience
drafting, scouting, and even make business decisions
such as franchise relocation. The redism and efforts to
replicate “red life’ sporting activities give gamers very
redigic experiences. Murredl and Dietz (1992)
suggested  that  individuas may form persond
connections with sport teams without actua attending
sporting events. Thus, it is suggested that individuds
can develop and/or reinforce a psychological connection
to a sports team through sport video gaming because
it provides the experience of sport spectating. Thus, the
purpose of the study was to understand the influences
of motives to play SVGs and a sense of presence on
a sport identity.

Motives to play sport video
games

Funk and James (2004) suggested that dispositional
needs of sport fans refer to psychologica needs,
persondity traits and individua ettributes, which are the
catalysts that motivate people to create and develop a
psychological connection to a sport object as a way to
express their persond traits, attributes, characteridtics,
and sdlf-concepts. Funk and James suggested that these
characteristics are generdly conddered as the
“motivational factors’ that influence sport consumer
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behavior. Mativetions to play SVGs and those to waich
sport may be similar because both activities congtitute
sport consumption. Various motives to play SVGs such
as fantasy, competition, drama, knowledge application,
identification with  sport, entertainment, socia
interaction, diversion, challenge, aggresson, and
aesthetics have been identified (Kim & Kwon, 2010;
Kim & Ross, 2006). Funk and James suggested that
“individuas may be mativated to form a psychologica
connection with a sport team and engage in particular
behaviors in order to satidfy various dispositional needs’
(p. 8). For example, playing a basketbdl video game
as Michad Jordan can satisfy an individual’'s need for
fantasy and provide an opportunity to cregte or fadlitae
a psychologica connection with a sport object (eg., the
Chicago Bulls or Michad Jordan). Thus, the satisfaction
of unmet needs may lead to the development or
reinforcement of a sport identity (Funk & James, 2004).
It is assumed that individuds have different motives to
play SVGs and the fulfillment of their unmet needs can
lead to the development or reinforcement of a sport
identity. It is necessary to examine the extent to which
fulfillment of an individual’s particular psychological
needs for sport video gaming account for a sport identity
in order to advance our understanding of sport
consumption behavior related to sport video gaming.

Proposition 1: Motives to play sport video games
directly contribute to a sport identity.

Sport Identity

James and Ross (2002) noted that an individua who
becomes involved with a sport object (eg., a sports
team) is likedy to have engaged in some sort of
internalization process with regard to that object. Sport
identity represents “the interndization of a sport object
(e.g., sport, team, or player) into one's self-concept to
fulfill digpodtiond needs’ (Funk & James 2004, p. 12).
It suggests that as an individual crestes an association
with a sport object through an internaization process,

the sport object may become an integra part of his or
her sef-identity. That means an individud does not
mererly follow and prefere a sport team, but he or she
considers the sport team a part of himsdf/hersdf and
the extendtion of the team. An expected outcome of the
internalization process is team loyaty (Kolbe & James,
2003). A sport fan's optimal internalization of a sport
object is expected to manifest as loydty to the sport
object and produce strong attitudina properties such as
importance, knowledge, affect, and resstance to change
(Funk & James, 2001; Kolbe & James, 2003). The
formetion of a sport identity differs for each individua
based on his or her dispostiond needs, individua
atributes, and previous experience (Funk & James,
2004). The fulfillment of unmet needs can lead to
fecilitate an internalization of a sport object, resulting
in the formation of a sport identity (Funk & James,
2004; James & Koalbe, 2003). The catdyd to reach the
higher level of the interndization continuum is one's
valition (Kolbe & James, 2003). Like fans of “red”
Sports, gport video gamers can interndize a sport object
auch as team or athlete and form a sport identity through
sport video gaming. Measuring the leve of
interndization of a sport object among sport video
gamers and examining the relationship between motives
and a sport identity can advance our understanding of
the sport consumption behavior of sport video gamers.

Sense of Presence

Endearing features refer to “dtractive characteristics
found in sport settings that highlight the significance
and value of a sport object for satisfying dispositional
needs’ (Funk & James, 2004, p.8). Features of sport
sttings highlight the psychologica significance and
vaue of a sport team as a means for satisfying
digpositiond needs. Similarly, attractive features of
SVGs may develop and strengthen the psychological
vaue of a sport object as wdl as playing a significant
role in satisfying sport video gamers dispositional
needs. The desire to satisfy these needs may act as a
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catalyst in the development or maintenance of a sport
identity. Some of the attractive features of SVGs are
different from the attractive features of “red” sport
settings. They include interactivity (Steuer, 1992;
Tamborini & Skaski, 2006), susgpenseful and violent
content (Raney, Smith, & Baker, 2006), redity
(Crawford, 2004), a sense of presence (Lee, 2004;
Tamborini & Skdski, 2006), and socid interaction
(Crawford, 2004). Those characteristics of SVGs may
be influentia to fulfilling psychologica needs and to
develop or maintain a persona connection with a sport
object. The key feature of video games is a sense of
presence. Many video games provide a sense of “being
there’ indde the game world, a feding referred to as
“presence’ (Tamborini & Skaski, 2006). Tamborini and
Skalski (2006) said that “presence can be understood
as a psychologicd date in which the person’s subjective
experience is created by some form of media technology
with little awareness of the manner in which technology
shapes this perception.” While some researchers
measure a sense of presence as unidimensona (Ryan,
Rigby, & Przybylski, 2006), the concept of presence
is multidimensional (Lee, 2004; Tamborini & Skalski,
2006; Witmer, Jerome, & Singer, 2005). Lee (2004)
redefined the concept of presence as “a psychologica
gate in which virtud objects are experienced as actud
objects in either sensory or nonsensory ways’ (p. 37)
and identified three subtypes of presence; physicd,
socid and sdf-presence. Physical presence can be
understood as the sense of being physically located in
a virtual environment (Biocca, 1997). Social presence
refers to the experience of virtud socid actors as actud
socid actors (Lee, 2004). In the sport video gaming
context, players can experience socia presence when
they respond to game characters or avaars (eg., ahletes
to be controlled by them or the SVG) as if they were
real. Sdlf-presence can be defined as “a psychologica
gate in which virtua self/selves are experienced as the
actud «f in ether sensory or non-sensory ways' (Lee,
2004, p.46). The experience of sdf-presence is
important in video games because it indicates the

sf-identification of a video gamer with or empathy
with the game character. Since a video gamer interacts
with the game and actudly plays the role of the game
character, the effect of sdlf-identification derived from
the feding of sdf-presence becomes more important to
enjoyment.

Propogtion 2 The interndization process is moderated
by the interaction between motives and
a sense of presence.

Mental model approach

Mental model refers to the cognitive representation
of externa redlity, the entities found in the Situetion,
the interrdaionships between the various entities and
the sSituation, and events that occur in that Situation
(Roskos-Ewoldsen, Roskos-Ewoldsen, & Carpentier,
2002). A mentd modd approach can be used as a
framework to understand media effects on audiences
perceptions and behavior and explain both short-team
media priming and long-term media priming. Tamborini
and Skaski (2006) argued that video gamers can
develop menta modds through virtua experiences (i.e,
video gaming) in ways thought to be unique to the actud
experience because video games require immersion and
involvement when playing. The rehearsal of decision
making is critica because active decison making makes
gamers fed the sense of presence and to form mental
models. From this perspective, the sense of presence
is assumed to strengthen the effect of video games on
actual behaviors. Since SVGs provide the entire
experience of playing a sport induding playing a sngle
game, drafting, and even business decisions such as
franchise relocation (Leonard, 2006), various decisions
made in association with playing a sport video games
can foster a mental model of a sport identity.

Proposition 3 A sense of presence directly contributes
to a sport identity.
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Motives

Sport Identity

Sense of Presence

Figure 1. The proposed model of internalization of a sport object through sport video gaming.

Based on the FAN mode and the mental model
approach, the internaization mode of a sport object
through sport video gaming was proposed (see Figure
1). The modd assumes the rddionship between motives
and a sport identity, the relationship between a sense
of presence and a sport identity, and the interaction
effect between motives and a sense of presence on a
Sport identity.

Discussion and Future Research

The proposed mode is based on the premise that
motives to play SVGs and a sense of presence will
contribute to a sport identity. The identity in question
is team identity. The focus on team identity is based
in part on the expectation that sport video gamers are
expected to choose their favorite teams from red life
(Kim & Ross, 2006) when playing SVGs. The current
study provides a conceptud framework to better
understand psychological aspects of sport consumer
behavior in terms of sport video gaming. The proposed
modd depicts the relationships among motives, a sense
of presence, and a sport identity based on the FAN
modd (Funk & James, 2004). The FAN modd proposed
the rdaionship between matives to consume sports and
a sport identity and an interaction effect between
motives and endearing festures of sport (eg.,
performance outcomes, environment, and quality of
service) on a sport identity. However, the current study

hypothesized the direct relationship between a sense of
presence as one of the dtractive festures of sport video
games and a sport identity based on the mental mode
approach  (Roskos-Ewoldsen, Roskos-Ewoldsen, &
Carpentier, 2002). Future research should empiricaly
test the proposed mode to understand psychological
agpects of sport consumption behavior in terms of sport
video gaming context.

The proposed modd in the study was related with
only the first part within the Fan Attitude Network
(FAN) modd (Funk & James, 2004), the reationship
between digpositiona needs and a sport identity and the
moderating effect of endearing features of sports on the
relationship between dispositional needs and a sport
identity. Researchers may apply the current mode to
the full structurd modd of attitude formation and
change (eg., FAN modd) in terms of sport video
gaming. Funk and James (2004) noted that attitude
formation and change occurs. “When the psychologica
significance and vaue derived from a sport identity
become sdient to an individud. In other words, the
extent to which attitude formation and change takes
place depends upon the perception that the sport identity
satisfies dispositiond needs’ (p.8). If an individua
forms a sport identity by satisfying his or her
dispositiond needs through sport video gaming, his or
her atttiude toward the sport object can be enhanced
and attitude importance may influence four outcomes
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including persstence, resstance to change, biases in
cognitive processing, and condstency with past
behavior and behaviora intent. By examining the full
structurd modd (eg., FAN modd) in terms of sport
video gaming, researchers may provide practicioners
with more detailed information with regard to
psychological perspectives of sport video gamers.
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