Understanding the Relationship between Team Identification, Team Involvement and

 Adaptation Patterns of Korean Immigrants
Jiho Kim, University of Tennessee

Daniel J. Flint, Ph.D., University of Tennessee
ABSTRACT
In this article we propose an integrated framework that provides insight into (a) the relationship between adaptation patterns of Korean immigrants and team identification (MLB team), and (b) moderating effects of sport involvement on the relationship between adaptation patterns of Korean immigrants and team identification.  We review previous studies regarding team identification, team involvement, and acculturation theory, each of which help to explain adaptation patterns of immigrants, in order to understand how Korean immigrants develop team identifications as an ethnic minority group in the United States. The framework and propositions provide an opportunity to realize a relatively unexplored area in sport marketing research and a tool to understand how sport is used as a means for social adaptation for immigrant groups in a new society.
Introduction

Sport has been used as a vehicle to assist immigrants with learning about a new culture and entering the mainstream of the host society as well as a lens through which scholars can understand immigrant adaptation patterns to new societies (Coakley, 2009). However, there has been relatively limited attention paid to immigrant sport consumer behavior, an area of research which can assist the sport industry in marketing to a powerful yet underserved segment.  
In sport consumer behavior research, there has been considerable attention paid to the effect of team identification (Fink, Trail, & Anderson, 2002) and sport involvement (Lascu,  Giese, Toolan, Guehring, & Mercer, 1995; Shank & Beasley, 1998; Wakefield, 1995) as  predictors of sport consumption behaviors. For example, sport involvement has been shown to be a predictor of ticket purchase intention and sport related media consumption (e.g., TV, internet, and radio) (Shank & Beasley, 1998).  Findings from other studies have shown that increasing team identification is a crucial task for sport marketers to increase team revenue and maintain stable ticket sales (Fink et al., 2002). However, relatively limited attention has been paid to how individuals develop team identifications (Fink et al., 2002). When considering the role of sport as a means of adaptation for immigrants in societies which are new for them and a possible positive relationship between team identification and sport involvement, we can assume that immigrants may increase or develop team identifications by attending sporting events which serve the dual purpose of entertainment and a means of learning about the new culture. Furthermore, the role of sport in Korean immigrants’ adaptation processes will likely change as will the manner in which they develop identification with their local teams, such as Major League Baseball (MLB) teams. Therefore, the goal of this article is to describe a framework that provides insight into (a) the relationship between adaptation patterns of Korean immigrants and team identification (using major league baseball as a context), and (b) moderating effects of sport involvement on the relationship between adaptation patterns of Korean immigrants and team identification. 
KOREAN-AMERICANS
Making generalizations about Asian Americans as a group can be problematic due to factors such as the long history and various processes through which Asian immigrants have come to the U.S., as well as the fact that these immigrants consist of individuals from more than 30 distinct Asian ethnic groups, each with unique cultural traditions (Kaufman-Scarborough, 2000).
Population: Most immigrants have settled in metropolitan cities that are considered major sports markets in the U.S. With respect to Korean Americans, the 2000 U.S. Census indicated that there were 1.08 million Koreans residing in the U.S., making them the fifth largest ethnic group among Asian Americans.  Other estimates put the Korean American population at over 2 million (the South Korea Ministry of Foreign Affairs and Trade, 2009).   The main body of Koreans are recent immigrants; 78 percent of Korean Americans immigrated after 1980; 255,000 Koreans came to the U.S. from 2000 to 2007 (Camarota, 2007).  

The Leading Regions: The Korean-American population is concentrated in major metropolitan regions, such as Los Angeles, New York City and Washington D.C with 96% of Korean-Americans living in metropolitan areas.  

Marketing to Asian-American sport CONSUMERS AND effect of asian players on their teams’ revenue changes
As the U.S. sport industry has realized the importance of Asian-American consumers, various promotions have been developed for professional sport teams to specifically target Asian-Americans, such as those in the National Basketball Association (NBA), Major League Baseball (MLB), and Major League Soccer (MLS) (Clarke III & Mannion, 2006). 
These increasing efforts to attract Asian-Americans are evidence of the importance professional sports leagues place on Asian-American consumers as a niche market in their businesses. These efforts have enabled sports leagues to achieve a noticeable increase in revenue from Asian-American sport consumers and Asian company sponsors (Kim, 2005).  However, we have to notice that it is hard to estimate Asian players’ effects on their teams’ revenue, except for revenues from broadcasting rights from Asian countries and sponsorships from Asian companies, since there are too many variables influencing revenue changes. 
Conceptual framework

Team identification related to sport fan behaviors 

Team identification appears to be a predictor of ticket purchase decisions (Wakefield & Wann, 2006), team loyalty during a poor performance period, impulse buying  (Kwon & Armstrong, 2002), and satisfaction with attending a sporting event (Fink et al., 2002; Matsuoka, Chelladurai & Harada, 2003).  Team identification and satisfaction with game experiences has shown significant influence on intention to attend future games (Matsuoka et al, 2003).  Yet, even though developing team identification is one of the most important goals of sport marketers, there are relatively limited studies on the factors that encourage individuals to have team identification.  The next section discusses several previous studies on motives for team identification. 

Motives of team identification 

Sport involvement can be a significant antecedent to team identification due to people’s need to maintain a favorable self-definition (Fisher & Wakefiled, 1998).  Similarly, perceived team performance can influence team identification. According to Fisher and Wakefiled (1998), “…affiliation with a successful group provides individuals with an important way to establish and maintain a positive view of themselves” (p. 27).  In addition, group member attractiveness has been used to explain aspirations.  “Being a part of a group that has members with attractive qualities should have positive self-definition effects for members of both successful and unsuccessful groups” (Fisher & Wakefiled, 1998, p. 28).  

Fink et al. (2002) defined team identification as an extension of self-identity that occurs in a sports fan from his/her psychological connection to a team.  According to Fink et al. (2002), nine concepts are highly correlated with team identification: (a) vicarious achievement, (b) acquisition of knowledge, (c) aesthetics, (d) social interaction, (e) drama, (f) escape, (g) family, (h) physical attractiveness of the participants, and (i) physical skill of the participants. In previous studies (Kim, DeSensi, & Lim, 2007; Kim, DeSensi, & Koo, 2009), Korean-American sport consumers showed unique motives for attending sporting events in the United States. One motive is for cultural/social adaptation.  This occurs at sporting events in which Korean players do not participate.  A second motivation is for ethnic identity whereby Koreans attend sporting events in which Korean players do participate. Thus, Korean immigrants may have different motives for developing team identifications. Acculturation theory helps to explain some of this.
Acculturation theory

Acculturation theory has been widely used to explain the adaptation patterns of immigrants. This theory explains how immigrants develop strategies in order to adapt to a new and different society (Berry, 1997).  Stephenson (2000) defines acculturation as “a complex, multidimensional process of learning that occurs when individuals and groups come into continuous contact with a different society” (p.77).  Acculturation is considered the first stage toward cultural assimilation, which is “the change of immigrants’ cultural patterns to those of the host society” (p.71) 8).
According to Berry (1980, 1997), there are four types of acculturation strategies: integration, assimilation, separation, and marginalization.  These four strategies are considered the result of immigrants’ efforts to adapt into new cultural contexts and the extensiveness of relationships to new and old societies.  A positive relationship between host and original society yields integration. Assimilation is the process by which immigrants relinquish their culture and accept a new culture. They become a part of the new society.  Segregation occurs when immigrants do not accept the new culture, but rather retain their original culture. And, marginalization is when immigrants lose their relationship with both their original and new culture.  Previous studies showed that immigrants have bi or multidimensional adaptation patterns into new societies.  For instance, Korean immigrants may seek to learn the new culture, and at the same time retain their culture of origin (Hurh & Kim, 1984; Lee, Sobal, & Frongillo, 2003).  There are positive relationships among acculturation levels and sport involvement levels of Korean immigrants (Kim et al., 2009).  Considering the significance of sports in American culture (Coakley, 2009), Korean immigrants with high levels of acculturation may have more positive attitudes toward experiencing sports in the U.S. serving as an adaptation means to the host society compared to Korean immigrants with low levels of acculturation.   All of this leads us to speculate that immigrants who have assimilation and integration adaptation patterns may have stronger team identifications as compared to immigrants who show segregation and marginalized adaptation patterns.  
Sport involvement
Sport involvement is also related to sport consumer behaviors.  Psychological involvement refers to a state of motivation, arousal, or interest with regard to a product, an activity, or an object (Havitz & Dimanche, 1990).  Many consumer behavior studies examine the relationship between psychological involvement in consumer goods and purchase behaviors.  According to Mitchell (1979), involvement represents an internal state variable that reflects the amount of arousal, interest, or drive evoked by a particular stimuli or situation that mediates consumer behavior. 

In this paper, “the psychological concept of sports involvement is not participation but rather the perceived interest in and personal importance of sports to an individual” (Shank & Beasley, 1998, p.436).  A few studies have been conducted on the relationship between level of involvement and sport consumer behavior. According to Shank and Beasley’s (1998) study, there are strong relationships between levels of sport involvement and “…participation in sports, attendance at sporting events, sports-related television viewing behavior, [and] sports-related newspaper and magazine readership” (p.436).  In addition, according to Celsi and Olson (1998), “felt involvement is a motivational state that affects the extent and focus of consumers' attention and comprehension processes, and thus the specific meanings that are produced” (p. 210).  By extension, the meaning of attending a sporting event and feeling identification with a MLB team in local areas can be different depending on Korean immigrants’ levels of sport involvement.  Additionally, sport involvement seems to have a positive relationship with every day self-concepts (Brandl-Bredenbeck & Brettschneider, 1997).  
First generation Korean immigrants in the New York area showed the highest ethnic identification compared to Chinese and Indian immigrants in the United States (Min & Kim, 2009).   Furthermore, over 90 percent of Korean immigrants showed that they ‘definitely support’ Korean national teams when Korean national sports teams compete with U.S. national sports teams.  The presence of Korean MLB players has a significant influence on Korean-Americans’ choice of a favorite team (Kim et al., 2009).
This literature suggests the following five propositions:
P1-1: Korean immigrants who display assimilation and integration adaptation patterns will show stronger team identification with a local professional team.
P1-2: Korean immigrants who display marginalization and segregation adaptation patterns will show weaker team identification with a local professional team.
P2: Korean immigrants who display high levels of sport involvement will have stronger team identification with a local professional team regardless of their adaptation patterns. 

P3: Levels of sport involvement will have a moderating effect on the relationship between team identification and adaptation patterns. The level of sport involvement will be significant for team identification of Korean immigrants who display marginalization and segregation adaptation patterns.  

P4: There will be positive relationships between adaptation patterns of Korean immigrants and their sport involvement. Korean immigrants who display assimilation and integration adaptation patterns will have higher levels of sport involvement than those who have marginalization and segregation adaptation patterns.  
P5: Korean immigrants who display integration and segregation adaptation patterns will have stronger team identification with a MLB team with Korean MLB players.  
The following Figure 1 depicts the proposed relationships among variables.
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Figure 1. The relationship among variables based on propositions

Summary

Potential Managerial implications

Marketing promotions aimed at Asian-American sport consumers mainly focus on highlighting the presence of Asian professional athletes in the games. Our framework suggests that major league sports team marketers may want to think more deeply about the acculturation role sports play in Korean’s lives and broaden as well as deepen their connectivity to Korean communities in order to increase involvement and team identification.   Along these lines, major league sports marketers especially those working for teams without Korean players, might want to understand how and why Korean immigrants feel connected to their teams.  This deeper insight will improve advertising effectiveness and consistency.  

Implications for researchers 

The conceptual model provides a tool for understanding how sport is used as a means for immigrants to adapt to host societies. This framework still needs to be validated.  Although, there have been various marketing promotions to Asian-American sport consumers, there have been limited studies conducted that explain conceptually why specific marketing promotions are efficient in attracting Asian-American sport consumers or how they develop local team identification.
 This article also may encourage researchers to apply additional theoretical bases to investigate how immigrants as ethnic minority groups develop local professional sport team identification and the relationships between adaptation patterns and team identification levels; several such approaches may include segmented assimilation theory (Portes & Zhou, 1993), social identity theory (Tajfel, 1982), and symbolic interactionism (Blumer, 1969).  
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