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ABSTRACT


The Internet is becoming one of the most prevalent tools available to sport managers and sport management academicians, alike.  One of the newest and most popular applications to the internet is the fantasy sport website.  Fantasy sport consumers are growing year by year, but an understanding of their goals of consumption have not been examined.  This paper proposed a conceptual model that explains how fantasy sport consumers alter their fantasy goals based on the tasks of a given fantasy experience. A regulatory focus theory was adapted for the development of the research model. 

INTRODUCTION

The internet, though relatively new when taken in the greater context, is quickly becoming one of the most important and fastest growing tools for sport managers and academicians of all fields.  With the versatility and flexibility the internet provides, it is no wonder that some of its applications would prove to be just as popular.  One such application is fantasy sports.  Fantasy sports are a platform where users accumulate points based on real-time statistics achieved by members of their “fantasy” roster.  While evidence of rudimentary fantasy sports has been seen as early World War II, fantasy sports as they are known today got their start in the early 1980’s (FSTA).  While little contemporary research has been done on the realm of fantasy sports, its extreme popularity (to the tune of 29.9 million people in 2007) dictates that something be done in an  attempt to understand what about fantasy sports has attracted so many people and how it can be utilized as a potential marketing tool in the future.  When thinking about fantasy sport consumers and how to reach them, one glaring question arises: are fantasy sport consumers more utilitarian or hedonic in establishing their goals within the game? 
While consumer behavior has been studied in the sport context for some time, newer still is the research of consumer behavior variables in the online context.  Issues concerning utilitarianism and hedonism have long been studied in the psychology and sociology literature, but have not been extensively examined in online settings and in more specific terms, with online sport consumers.  Some variables that pertain to these constructs include satisfaction, loyalty and delight, which have been studied in both online and offline settings (Shankar, Smith & Ranganswamy 2003, Muylle, Moenaert & Despontin 2004, Caruana 2002 and Chitturi, Raghunathan & Mahajan 2008), but these studies have either sampled retailing websites or various team websites.  Taking cues from Regulatory Focus Theory (Higgins, 1997, 1998, 2001), the goals of fantasy sport consumers either align with a promotion (hedonism) or prevention (utilitarianism) focus and understanding this dichotomy will be far-reaching in understanding the fantasy sport consumer. 

This paper will combine the efforts of some of the theoretical frameworks used in current online consumption research in an effort to establish a foundation for future fantasy sport research.  Understanding the theory and background of fantasy sports will create a new consumer behavior/marketing niche for scholars to explore and discuss.  Furthermore, it should open doors to collaborations with other fields based on the multidisciplinary make-up of fantasy sport.  Understanding the practical impact that fantasy sport plays in the global market will help to exploit it as a worthwhile tool in marketing both related and non-related goods and services to its many users.  This paper derives its merit from gaining an understanding of the complex segment of fantasy sport consumers coupled with the fact that up until now, the popular literature has examined more traditional consumers and products.  Thusly, the gap between traditional marketing segments and new and complex segments has been bridged.  The purpose of this paper is to understand whether fantasy sport consumers are utilitarian, hedonic or some combination of the two in their approach to fantasy sports.
LITERATURE REVIEW

Utilitarianism versus Hedonism

As mentioned above, the principles of utilitarianism and hedonism have been examined often in the social science literature and have only recently begun their application to the field of marketing. Chitturi, Raghunathan and Mahajan (2007) and Chernev (2004), taking cues from the previous research have defined “utilitarian benefits” as those that refer to the functional, instrumental and practical benefits of consumption offerings and “hedonic benefits” as those that refer to their aesthetic, experiential and enjoyment-related benefits.  Hirschman and Holbrook (1982) went on to define hedonic consumption as those facets of consumer behavior that relate to the multi-sensory, fantasy and emotive aspects of one’s experience with products.  Additionally, a hedonic dimension is one that results from a sensation of the experience while a utilitarian dimension is one that results from the functions of a product (Voss, Spangenberg & Grohman 2003).  
According to Fischer and Arnold (1990), the goals that are set by the [fantasy sport consumer] largely vary depending on what attribute of the decision receives the most weighting.  This theme of duality is a major highlight in much of the literature.  The conventional thought on competition is that participants engage in the activity to demonstrate one’s proficiency in the requisite skills necessary to be successful and ultimately, to win.  Applying the duality theme, participants engage in competition both for the extrinsic/utilitarian rewards (money, prizes and notoriety) and the intrinsic/hedonic rewards (emotional attachments, social gains and personal goal attainment) (Babin, Darden & Griffin 1994).  That is to say that hedonism and utilitarianism are not functioning on opposite sides of a continuum, but are acting simultaneously and sometimes in a manner similar to a hierarchy.  
Chitturi et al. (2007) proposed that once the prevention/utilitarian goals of the consumer are met, they then place higher priority towards the hedonic benefits that assist in the attainment of promotion/hedonic goals that elicit feelings of excitement and cheerfulness, which ultimately lead to feelings of delight.  Based on the unique nature of fantasy sport and the ways in which it encompasses many attentional issues at once, it is possible that fantasy sport consumers set both utilitarian and hedonic goals in their pursuit of fantasy glory.  Chaudhuri and Holbrook (2001) agree with this notion in saying that all products ripe for consumption have characteristics of both utilitarian and hedonic values.  
An emerging theme of the research appears to be this battle between satisfaction and delight and which of the two constructs leads to customer retention and general loyalty to the brand/product.  While many authors argue that satisfaction should be the chief goal for a product or service, 60% of consumers who switched to another brand in the same product category said that they were satisfied with the prior brand (Chitturi et al. 2008).  Fischer and Arnold (1990) use a Christmas shopping example to help illustrate this battle between satisfaction and delight.  They used focus groups to understand the thought processes of shoppers and the major issue that guided their shopping experience.  In their study, they found that those who used a more utilitarian mindset were looking for overall satisfaction and were more focused on getting the job done in an effective and efficient manner while those who employed a more hedonic frame of mind were more interested in the shopping experience and the wonderment (delight) of observing the season’s hot items.  
Satisfaction could be derived by building in utilities that give fantasy sport consumers the information they need in a manner that will provide for the most effective and efficient use of their time, while delight could be built in through utilities that enhance the experience of fantasy sport (blog features, mechanisms with which to chat with other competitors and even exclusive inside information that might foster a deeper connection to the sport in question).  That being the case, it would seem then, that firms should move more towards increasing the feelings of delight that an individual feels from using a certain product or service in an effort to maintain a constant consumer base of repeat customers.  Taking a cue from Babin et al. (1994), there seems to be a definite difference between playing with a goal (utilitarian point of view) and playing as a goal (hedonic point of view).  
Understanding the fact that these two items are interrelated has only been a recent finding in the literature.  The groundbreaking work of Batra and Ahtola (1990) attempted to develop a scale that could adequately measure both utilitarian and hedonic cues as separate functions, but it was discovered not too long after by Crowley, Spangenberg and Hughes (1992) that the scale of Batra and Ahtola did not fully encompass the factors that went into understanding the concepts. It was evident by their work that overlap and ambiguity might be chief reasons as to why utilitarian/hedonic scales have been reviewed and altered so often in the last two decades of literature and why this subject area seems to be a fruitful area for future research.  As products and services get more complicated and experiential, the lines between utilitarian and hedonic goals will continue to be blurred based on the end goal.  
Regulatory Focus

According to the literature, utilitarianism versus hedonism and regulatory focus are related in the pursuit of the goals set by the individual.  The literature breaks regulatory focus into two distinct fames of mind, promotion and prevention focus.  Based on the work of Brockner and Higgins (2001), this concept of regulatory focus deals with the process by which individuals seek to align themselves with appropriate goals.  Regulatory Focus Theory (Higgins 1997) states that in any given situation, an individual can either adopt a promotion or prevention focus.  Traditionally, individuals that have a promotion-based focus tend to gravitate towards positive outcomes, as they usually work towards the growth needs of the individual.  On the other hand, those who have a prevention focus tend to gravitate towards negative outcomes (or the avoidance of such outcomes) which relate back to more structural and security-based needs.  Chitturi et al. (2007) make a similar point from their finding that fulfillment of prevention goals lead to the elimination or reduction of negative outcomes, thus eliciting the associated feelings of confidence and security.  On the other hand, fulfillment of promotion goals leads to an increased probability of a pleasurable experience, eliciting emotions such as excitement and elation.  Chernev (2004) sheds light on this link between the two constructs by pointing out that individuals who tend to be promotion focused usually focus on achieving pleasure and pay greater attention to hedonic attributes of a product or service.  He goes on to say that individuals who are more prevention focused usually look to avoid undesirable outcomes and thus, tend to pay more attention to the utilitarian attributes of a product of service.  Research has shown that in cases of online use, users utilizing a promotion focus tend to be more attracted to the aesthetic and interaction based applications of a given website while their prevention-focused counterparts tend to be more attracted to the informational and security-based functions of the website.  
Time

Time is an important factor in determining the regulatory focus employed by the consumer.  Because regulatory focus is largely situational in its application, there can be little doubt that the amount of time spent on making a decision or the amount of time given to make a decision will greatly impact one’s predisposition towards hedonic or utilitarian.  To illustrate this point, Burroughs and Mick (2004) found that individuals tend to favor creativity and leisure when facing a “non-debilitating” time constraint versus those who are acting within a defined time constraint.  If a decision is required more quickly, or there is less time to attend to the decision at hand, individuals tend to be more utilitarian, valuing effectiveness and efficiency in their processes.  On the other hand, if there is more time to evaluate alternatives or there is no time limit to make a decision, individuals tend to favor hedonic tendencies and engage in processes that are more leisure based.  According to Suri and Monroe (2003), in situations where time is of the essence, individuals tend to engage in less information processing as opposed to those that have no limits on their time.  Echoing these sentiments, a study by Nowlis (1995) found that increased time pressure had a limiting effect on the saliency and accessability of available information used for any given decision and that individuals would make quick decisions to achieve cognitive closure.  In a similar strain, Dhar and Wertenbroch (2000) found that if there is less time until a certain task is to be completed, the individual tends to favor utilitarian features whereas if there is more time until task completion, the individual tends to favor hedonic features.    Ultimately, time must be accounted for when examining goal setting and decision making because understanding when a task must be accomplished will ultimately dictate which regulatory focus an individual utilizes.  

Demographic Factors


Demographic factors have long been established as basic segmenting factors when looking for differences in a population.  Understanding consumer differences based on demography and socioeconomic status (SES) should begin to clarify tendencies of fantasy sport consumers and their likelihood of favoring utilitarian versus hedonic frames of mind.  The social sciences are known for their inclusion of demographic variables and any cursory look through the literature will validate their inclusion.  Some of the more popular demographic variables include: gender, age, household income, education level, ethnicity and the like.  These very variables were used by Ko, Kim, Kim, Lee and Cattani (2008) in a profile study of the 2007 Taekwondo US Open Championship.  As technology continues to blur the demographic lines, one might expect demographics to have little effect on the regulatory focus of fantasy sport consumers, but because sport, itself, is a highly personal series of experiences and attitudes specific to the individual, it would not be a surprise to see definite trends among fantasy sport consumers.  
Attitudes

Attitudes are another chief component in consumer behavior and they also play a large role in regulatory focus, too.  Babin et al. (1994) have examined this very topic and have developed operational definitions to help explain the differences.  The authors said that utilitarian attitudes are usually task-related and rational and are often brought about by necessity whereas hedonic attitudes are more based on fun and entertainment and are brought about by recreation.  Understanding how important user attitudes can be in affecting website use, administrators should focus on including applications that appeal to more task-related issues (such as statistic filters, league transaction details, etc.) and to entertainment-type issues (such as interactive chat functions, “rules of the  game” pages and even links to the team stores and news sites).

Involvement


An individual’s level of involvement impacts the goals set and the desired outcomes from a particular decision.  Generally, involvement is viewed as a spectrum of values from low to high and where an individual falls within that spectrum will dictate the decisions they make.  As pointed out by Mano and Oliver (1993), involvement reflects several dimensions including need fulfillment, value expression or the interest a consumer has in the product.  They continue on to say that the construct of involvement draws its relevance to goal orientation through the psychological consequences of a decision’s heightened relevance to the consumer.  That is to say that the stake an individual has in a particular outcome via a specific goal will dictate how much they exert themselves.  
Differences between utilitarian and hedonic goals are more likely to be witnessed if a fantasy sport consumer exhibits higher levels of involvement in the experience than if that consumer exhibits low levels of involvement.  Understanding that fantasy sport consumers join leagues for various reasons should  prompt fantasy website administrators to balance complexity with conciseness so that their interface will appeal to users with high levels of involvement (in-depth statistical breakdowns, intricate statistical filters, advanced blog features, etc.) versus users with low levels of involvement (point-and-click roster updates, roster management tips, etc.) 
Regulatory Fit


In a similar strain to involvement, the concept of regulatory fit is defined as the increased motivational intensity that results when there is a match between the manner in which an individual pursues a goal and his or her goal orientation (Aaker & Lee 2006).  Avnet and Higgins (2006) simplify this point by saying that individuals experience fit when they engage in activities that sustain their regulatory orientation.  As far as the literature is concerned, this concept of fit draws the link between perception and action.  When an individual’s actions go in line with their goal orientation, their motivational levels increase and the intensity directed at achieving a particular goal also increases.  Website administrators should look to take cues from an individual’s regulatory focus tendencies to improve his or her specific fantasy experience.  

Satisfaction v. Delight


As mentioned earlier, because satisfaction does not always lead to customer retention, it is of utmost importance that website designers and administrators look to provide features that elicit feelings of delight, as well.  As found by Chitturi et al. (2008), feelings of satisfaction usually align with the prevention focus and feelings of delight usually align themselves with the promotion focus.  This point is not meant to imply that satisfaction is not important, but the oft held views that satisfaction should be the end goal are quickly changing, with the new trend moving towards delight.  Chitturi, along with his co-authors, goes on to say that provoking feelings of delight in consumers extends beyond the meeting of the prevention goals into appeasing those utilitarian benefits in conjunction with fulfilling the hedonic benefits in order to achieve a set of promotion-based goals.  
Because fantasy sport consumers engage in fantasy sports for various reasons, the more frequently used websites are the ones that have utilities that appeal to those looking for a more topical experience versus those who want to immerse themselves in the experience.  Zhou and Pham (2004) discovered this very point in their research in finding that self-regulatory goals can be spontaneously triggered by exposure to certain objects.  Tying this point and the goal weighting point together, Shah (2003) the extent to which specific objects evoke goals and/or strategies and guide further action differs between individuals based on the strength of a given goal-object association.
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