Abstract

Based on the hedonic paradigm (HD), which emphasizes the importance of emotion in consumption behavior, the current study examined the mediating role of emotion on the relationship between personality (i.e., risk taking) and attitude towards Mixed Martial Arts (MMA).  The present study utilized the Structural Equation Modeling (SEM) techniques.  The study found that there the mediating influences of both Arousal (A) and Pleasure (P) was significant. Further, there was a positive relationship between attitude and actual consumption.  The applied and theoretical implications of the results are discussed, along with future directions for research 
Introduction

Previous consumer behavior research has employed the “information processing model” (IP) that has attempted to explain the consumer in terms of their ability to think logically and rationally before rendering a decision on a particular purchase (Hirschman & Holbrook, 1982). Although the IP model has been the paradigm frequently utilized in past research, Hirschman and Holbrook (1982) argues that the model’s logical flow design does not necessarily account for other mediating variables that may influence decisions made by consumers (i.e., emotions, arousal, aesthetics). Whereas IP studies tend to examine the benefits of conventional goods and services, demographics, socio-economic status, monetary constraints, and pricing, Hirschman and Holbrook (1982) proposes the element of experiential consumption which includes some subjective components that focus on the impact of hedonic variables (i.e., pleasure, fun, joy, excitement) are overlooked in the IP model. According to the researchers (Hirschman & Holbrook, 1982), the hedonic paradigm is important because it allows for experiential factors to be examined that may provided a better understanding of the importance of emotions in consumer behavior and how emotions influence consumer attitudes. Further, hedonic paradigm suggests that certain individual characteristics (i.e., risk taking tendency) influence preferences for and interests in certain types of experiential consumptions. Based on the hedonic consumption paradigm and personality theory, the current study attempts examine the influence of risk taking on attitudes toward MMA consumption behaviors. Further, the present study is one of the first known attempts to examine how consumers’ emotion mediates the relationship between risk taking tendency and attitude. 

Prevalence of MMA

According to Forbes (2008), the UFC’s pay-per-views draw three million viewers between the ages of 18-49, equaling that of the well-known Michigan versus Ohio State college rivalry games; they control 90% of the MMA market; and, in 2007, the UFC sold a total of 5.1 million pay-per-view buys which now rivals the pay-per-view outputs of Vince McMahon’s publicly traded World Wrestling Entertainment (WWE) empire that has been in business more than twice as many years. The UFC has inked multi-million dollar deals with corporate giants Harley-Davidson, Bud Light, US Bank, StubHub. They also have a deal with Jakks to produce action figure toys for UFC superstars. The UFC is set to launch its video game, UFC Undisputed 2009 (Business Week, 2008) and Gatorade for the first time will have a MMA fighter, UFC Middle Weight Champ, George St. Pierre as one of their featured athletes in the advertising campaign (Sports Business Journal,  2009). The sport of has become so popular that niche stores that carry MMA training equipment are popping up all throughout the country and MMA apparel can be found while shopping online and in major department stores.
Emotion in Consumer Research

Over the last two decades, marketing scholars have devoted increased attention to the emotional aspects of consumer behavior (Laros and Steenkamp 2005; Poels and Dewitte 2006).  Poels and Dewitte (2006) argue that two different affective paradigms have been applied in marketing research.  They characterize the Mehrabian and Russell (1974) paradigm as a dimensional approach, which attempts to capture the full spectrum of emotions via three independent dimensions (Pleasure, Arousal, and Dominance - - PAD).  They note that the alternative approach to gauging emotional response involves a more extensive list of basic emotions, such as Plutchik’s “Emotion Profile Index” (Poels & Dewitte 2006).  In a comparison of the above two models of affect, Havlena and Holbrook et al. (1986) found the dimensional approach of the PAD more robust in capturing the emotional characteristics about consumer experience than basic emotions model.  The PAD has been applied in previous studies on hedonic consumption (Holbrook et al. 1984).  However, some marketing scholars have argued that consumption emotions are context specific, which has resulted in consumer behavior research focusing on pleasure and arousal dimensions of affect, while tending to neglect the study of phenomena that might involve the dominance dimension (Foxall & Greenley 1998; Yani-de-Soriano & Foxall 2006).  Some research on hedonic consumption has explored the relationship between personality and subsequent emotional response (PAD) in the playing of video games (Holbrook et al. 1984).  Similar studies on participants in physical activities, such as white water rafting and triathlons, have looked at a more limited range of affective phenomena (Hill & Robinson 1991). Likewise, research on both spectator sports and recreation facilities has focused on certain emotions, such as excitement, but has neglected other dimensions such as pleasure and dominance (Wakefield & Blodgett 1999).  
Risk Taking and Sport Consumption


It was suggested that there is a variety of risk taking behaviors such as physical, legal, financial, or social risk taking (Zuckerman, 1994). It was also argued that individual’s risk taking tendency is positively related to his/her Optimum Stimulation Level (OSL).  Further, Raju (1980) argued that individual’s OSL is a basis of personality, which affects individual’s response to environmental stimuli. Moreover, OSL is known to be determined by novelty, intensity, and complexity of stimulation. Jack and Ronan (1998) suggested that individual’s personality influences the consumption of certain types of sport services (i.e., risky sport) such as mountain climbing and skiing. Further it was found that peoples’ OSL affect preferences for violent media content such as horror movies (Zuckerman & Litle, 1986).  Thus, it is reasonable to assume that people’s level of risk taking may positively relate to MMA consumption, which is known as one of the most violent sports today.  
Methods

The current study utilized an online survey method. Emails including a web link which provided access to the survey were sent to the respondents. Data were collected from a variety of classes because it enabled us to recruit subjects from a variety of academic backgrounds and majors. The survey took approximately 15 minutes for the subjects to complete.  A total 340 subjects (18+) participated in the study.   
Data Analysis
Before conducting main analyses, the data was tested to ensure it reasonably meet the assumptions for structural equation modeling (SEM) techniques used in the current study. Univariate normality of the observed variables was assessed using descriptive statistics (i.e., skewness and kurtosis). A confirmatory factor analysis (CFA) was conducted to evaluate the measurement model using the EQS6.1 program. The χ2 and df, the comparative fit index (CFI), the standard root mean squared residual (SRMR), and the root-mean-square error of approximation (RMSEA) were used to assess the overall fit of the model. Hu and Bentler (1999) suggested a cutoff-value close to .95 or higher for CFI in combination with a cutoff value close to or less than .09 for SRMR. Brown and Cudeck (1992) noted that RMSEA values of less than .06 indicate good fit, values of .08 or less would reasonable fit and values higher than .10 indicate poor fit. 

Average variance extracted (AVE) values were used to assess how well the items on a specific subscale accounted for the representing factor’s variance. AVE values greater than .50 indicate that the items collectively explain the adequate amount variance in the underlying construct (Hair, Black, Babin, Anderson & Tatham, 2005). Discriminant validity of each construct was tested by performing multiple χ2 difference tests of unity between all pairs of constructs (Anderson & Gerbing 1988). For internal consistencies of the constructs, Cronbach’s coefficient alpha was utilized. Structural relationships among risk-taking, pleasure, arousal, attitude toward MMA, and media consumption behavior were tested using EQS6.1. 
RESULTS
Evaluation of Assumptions
Absolute values of the skewness ranged from .30 to 1.39 and for kurtosis, absolute values ranged from .06 to 2.46 indicating that the data met the univariate normality assumption (Kline, 2005). All randomly selected pairs of observed variables demonstrated a linear relationship. 
Measurement Model
 Table 1 shows correlations, means, and standard deviations of the measures. In the measurement model, each observed variable was predicted to load just one factor. CFA for the measurement model of risk-taking, arousal, pleasure, attitude, and media behavior yielded satisfactory model fit. As indicated by chi-square value (χ2 = 316.40, df = 109, p < .001), CFI = .95, SRMR = .04, RMSEA = .07, the measurement model fit the data well. Table 2 displays factor loadings, reliability coefficients, and AVE values. All factor loadings were positive and significant (p < .05) ranging from .65 to .97. All reliability coefficients were higher than the recommended criteria of .70 (Kline, 2005) and AVE values ranged from .49 to .86 indicating that the values were marginally acceptable (Hair et al., 2005). All pairs of construct showed a correlation coefficient that was significantly different from 1.0, indicating discriminant validity (Anderson & Gerbing, 1998). Taken together, these results provide evidence that the instrument used in this study were reliable and valid. 
Structural Model
The proposed model specifying the structural relationships among risk-taking behaviors, arousal, pleasure, attitude, and media behavior fit the data well (χ2 = 331.49, df = 112, p < .001; CFI = .95; SRMR = .05; RMSEA = .08). Figure 1 demonstrates standardized parameter estimates for the structural model.  The results indicate that the effects of risk-taking behavior on arousal (standardized γ = .55, z = 8.57) and pleasure (standardized γ = .51, z = 9.10) are significant. The impact of arousal on attitude is significant (standardized γ = .19, z = 2.73) and pleasure also showed significant impact on attitude (standardized γ = .61, z = 8.962). With respect to the attitude effect on media consumption behavior, the results were supportive (standardized γ = .1.53, z = 10.07). The comparison of standardized path coefficients suggests that pleasure has a stronger mediating effect on attitude than arousal. Taken together, the results indicate that there was a complete mediation from risk-taking behavior through emotion (arousal and pleasure) to attitude, and attitude had a positive direct influence on media consumption behavior.  
DISCUSSION
The purpose of this study was to examine structural relationship among risk-taking behavior, emotion (pleasure and arousal), attitude toward MMA and media consumption behavior. As expected, the results showed that risk-taking behavior, arousal and pleasure explained 58.4% of variance in attitude toward MMA. This is consistent with previous literature providing support to the notion that high risk-taking tendencies are associated with preference for violence and/or morbid events (Zuckerman & Litle, 1986). In particular, risk-taking behavior had significant influence on emotions. The findings suggest that high risk-taking tendencies can induce more arousal and pleasure when watching MMA. Also found was how arousal and pleasure affected the attitude toward MMA. This result is in line with previous research that emotion is an important antecedent to attitude and behavior in the hedonic consumption context (Holbrook & Hirschman, 1982, Holbrook et al, 1984). A full mediation by pleasure and arousal in the relationship between risk-taking behavior and attitude toward MMA highlights the importance of emotion in the attitude formation process. 
By comparing the standardized parameter estimates, pleasure had a stronger influence on attitude toward MMA than arousal. This finding supports the theory of optimum stimulation level that people differ in their comfort level of arousal. The OSL theory posits that the threshold of accepting external stimuli may vary depending on individuals’ arousal seeking tendencies (Zuckerman, 1994). Therefore, for some, MMA could be viewed as an aversive and gruesome event while for others; it could be viewed as a pleasant and enjoyable sporting event. In this regard, it could be argued that the arousing effect of certain stimuli (i.e., MMA) may present whether the stimuli is pleasant or not. Subsequently, arousal may play relatively a minor role in explaining attitude formation as compared to pleasure. However, more research is needed to further examine the utility of arousal and pleasure in other hedonic-based sport consumption contexts (e.g., participant sport, sport betting, etc.). 
A significant relationship between attitude toward MMA and actual media consumption behavior was established in the current study. This finding also confirmed the positive attitude-behavior relationship. While numerous studies have examined the relationship between attitude and behavioral intentions, not the behavior, the current study employed actual consumptive behavior (media behavior) in the proposed model and examined the relationships among constructs of interest. The findings suggest that positive attitude toward MMA as explained by risk-taking and emotion had a direct effect on media consumption behavior. 
Table 1. Descriptive Statistics and Zero-Order Correlations among Variables
	Variables
	1
	2
	3
	4
	5
	6
	7
	8
	9
	10
	11
	12
	13
	14
	15
	16
	17

	Risk-Taking1
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Risk-Taking2
	.79**
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Risk-Taking3
	.76**
	.77**
	
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Risk-Taking4
	.73**
	.75**
	.80**
	
	
	
	
	
	
	
	
	
	
	
	
	
	

	Risk-Taking5
	.60**
	.60**
	.55**
	.66**
	
	
	
	
	
	
	
	
	
	
	
	
	

	Arousal1
	.33**
	.32**
	.38**
	.27**
	.14*
	
	
	
	
	
	
	
	
	
	
	
	

	Arousal2
	.33**
	.32**
	.36**
	.35**
	.26**
	.55**
	
	
	
	
	
	
	
	
	
	
	

	Arousal3
	.33**
	.32**
	.40**
	.39**
	.28**
	.59**
	.45**
	
	
	
	
	
	
	
	
	
	

	Arousal4
	.32**
	.31**
	.32**
	.33**
	.27**
	.41**
	.51**
	.42**
	
	
	
	
	
	
	
	
	

	Pleasure1
	.42**
	.35**
	.39**
	.40**
	.34**
	.48**
	.46**
	.39**
	.44**
	
	
	
	
	
	
	
	

	Pleasure2
	.36**
	.32**
	.34**
	.38**
	.35**
	.33**
	.56**
	.33**
	.44**
	.75**
	
	
	
	
	
	
	

	Pleasure3
	.36**
	.31**
	.36**
	.40**
	.27**
	.46**
	.46**
	.42**
	.45**
	.78**
	.69**
	
	
	
	
	
	

	Pleasure4
	.40**
	.36**
	.37**
	.40**
	.33**
	.39**
	.53**
	.35**
	.50**
	.73**
	.80**
	.74**
	
	
	
	
	

	Attitude1
	.49**
	.39**
	.45**
	.44**
	.35**
	.44**
	.46**
	.36**
	.36**
	.65**
	.58**
	.61**
	.60**
	
	
	
	

	Attitude2
	.47**
	.35**
	.41**
	.40**
	.33**
	.41**
	.45**
	.32**
	.37**
	.63**
	.58**
	.59**
	.59**
	.89**
	
	
	

	Attitude3
	.48**
	.39**
	.42**
	.44**
	.41**
	.40**
	.42**
	.35**
	.38**
	.64**
	.59**
	.58**
	.58**
	.86**
	.82**
	
	

	Media Behavior
	.29**
	.27**
	.27**
	.28**
	.27**
	.34**
	.36**
	.27**
	.26**
	.46**
	.43**
	.41**
	.43**
	.46**
	.43**
	.50**
	

	Mean
	3.17
	3.24
	3.48
	3.15
	2.35
	3.00
	3.33
	3.06
	2.85
	2.84
	2.98
	2.86
	3.10
	3.04
	3.00
	2.89
	1.67

	SD
	1.26
	1.22
	1.16
	1.18
	1.21
	1.20
	1.16
	1.03
	1.17
	1.15
	1.19
	1.25
	1.21
	1.22
	1.22
	1.19
	.97


Note. *p < .05, **p < .01.
Table 2. Summary Results for Confirmatory Factor Analysis
	Factors and items
	Factor loading
	α
	AVE

	Risk-Taking Behaviors
	
	.92
	.70

	I like the feeling that comes with taking physical risks
	.86
	
	

	I consider myself a risk taker
	.87
	
	

	Being afraid of doing something new often makes it more fun 
	.88
	
	

	The greater the risk the more fun the activity
	.88
	
	

	I like to do things that almost paralyze me with fear
	.69
	
	

	Arousal
	
	.79
	.49

	Arousal1
	.73
	
	

	Arousal2
	.75
	
	

	Arousal3
	.67
	
	

	Arousal4
	.65
	
	

	Pleasure 
	
	.92
	.75

	Pleasure1
	.88
	
	

	Pleasure2
	.86
	
	

	Pleasure3
	.85
	
	

	Pleasure4
	.87
	
	

	Attitude toward MMA
	
	.95
	.86

	I find the sport of MMA to be good/bad
	.97
	
	

	I find the sport of MMA to be unfavorable/favorable
	.92
	
	

	I find the sport of MMA to be unpleasant/pleasant
	.89
	
	


Figure 1. Structural Model for Risk-Taking Behavior, Arousal, Pleasure, Attitude toward MMA, and Media Behavior
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