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Abstract

Sport video games are a popular segment of the sport industry and commonly used as an advertising platform. Corporations advertise their brands within sport video games aiming for some effectiveness in reaching the captivate 18-34 year old gaming audience. While effectiveness of this platform has been examined (Cianfrone et al., 2008; Nelson, 2002; Walsh et al, 2009), there have not been studies determining the precursors to this effectiveness. Mere exposure to an advertisement has been found to illicit positive brand awareness levels (Harrison, 1977; Sawyer, 1981; Zajonc, 1968), thus it is assumed gamers who play often and have high levels of consumption would have more exposure to a brand and thus higher levels of brand awareness. Yet, the interactive and repetitive nature of sport video games may not result in the same responses. For sport marketers, understanding the sport consumers’ psychological tendencies in understanding motives to play sport video games, which would influence actual game consumption and brand exposure levels, may also be valuable. Yet, few studies have been conducted to understand psychological variables related to these three relationships. The purpose of this study was to understand the influence of sport video game motives and sport video game consumption level on sport video game sponsorship effectiveness, as determined by awareness, attitude, and intentions to consume the brand by developing a model. A theoretical model depicting the relationships between the psychosocial motives of gamers and sport video game consumption, and in turn, their relationships with the effectiveness of sport video game sponsorships was proposed in this framework study. This study also took into consideration the hierarchical relationships among the cognitive, affective, and conative domains. Testing this model would provide a background for future sport sponsorship studies trying to determine the effectiveness of various sponsorship types.
Introduction

Many advertising and sponsorship theories utilize a hierarchical approach to study sponsorship, following Lavidge and Steiner’s Hierarchy of Effects model (1961). This step model proposes an explanation for a consumer’s response to advertising over four domains (cognitive, affective, conative, and behavioral). Consumers’ awareness of sponsoring brands (cognitive), attitudes or feelings towards sponsoring brands (affective), and behavioral purchase intentions (conative) of the sponsoring brands are often studied when determining sponsorship effectiveness; whereas actual behavioral consumption is difficult for researchers to investigate. Cianfrone, Zhang, Trail, and Lutz (2008) assessed SVG sponsorship effectiveness over three domains (cognitive, affective, and conative) through brand awareness, brand attitude, and intent to purchase. They found that sponsorship awareness levels were moderate to high, but the sponsorships did not seem to create positive attitudes toward sponsoring brands, nor did they increase intentions to purchase sponsoring brands. More recently, Walsh et al (2009) compared SVG advertising to television commercials utilizing cognition (recognition rates). However, for a fuller understanding of advertising effects, it is necessary to explore contributing variables that led to the phenomenon of in-game advertising effectiveness.
Many factors can contribute to a consumer’s response to a sport sponsorship, although consumption level of sport is usually one of the most influential factors (e.g., Levin, Joiner, & Cameron. 2001; Madrigal, 2000; Meenaghan, 2001b). A sport fan usually consumes sport through many avenues, including, but not limited to, live attendance, television, the Internet, and print media. The consumption of sports and the associated exposure to sport sponsors is assumed to be a positive relationship that benefits the sponsoring corporations. For example, Cianfrone and Zhang (2006) determined that sport consumption variables were statistically significant covariates when studying the effects of advertising and sponsorship in a televised action-sport event. Due to the inherent relationship of sport consumption level and sponsorship effectiveness, it is reasonable to assume that an individual’s SVG consumption level is likely to influence his or her responses to SVG sponsorships. Repeated exposure of a promotion is often assumed to increase consumer’s awareness of the brand (Harrison, 1977; Sawyer, 1981; Zajonc, 1968), although some research dismisses this point (Calder & Sternthal, 1980). The recurring nature of SVG play forces a gamer to view the SVG sponsorship repetitively. This interactive nature of gaming may lend itself to a different type of consumption than traditional sport spectatorship, and in fact, repetition may elicit different sponsorship effects. The only study to date on SVG sponsorships showed SVG consumption affected a cognitive response, but not an affective or a conative response (Cianfrone et al., 2008). However, the effects of sponsorships need to be examined further, because based on the cognitive responses found by Cianfrone (2008) and Walsh et al. (2009), SVG in-game advertising appear to be as influential as traditional sponsorships and advertisements. 

Considering that SVG consumption may be a factor that affects sponsorship response, understanding why people play is also an important area that may indirectly influence sponsorship effectiveness. Sport motivation is concerned with identifying specific motives that cause, channel, and sustain consumption of sport. Sport motivation has been examined in two broad areas: sport spectator motivation (e.g., Funk, Mahoney, & Ridinger, 2002; Milne & McDonald, 1999; Sloan, 1989; Smith, 1988; Trail & James, 2001; Wann, 1995) and sport participant motivation (e.g., Gill et al., 1983; Milne & McDonald, 1999; Raugh & Wall, 1987; Youngblood, & Suinn, 1980). Motives to consume sport related media outlets such as television (Gantz, 1981; Gantz & Wenner, 1991; 1995), websites (Hur, Ko, & Valacich, in press), and SVGs (Kim & Ross, 2006) have also been studied to a small extent. Although SVG motivation theory is still in its early stages of development, Kim and Ross (2006) have identified seven factors that motivate people to play SVGs through both exploratory and confirmatory analyses. The motives were developed from a Uses and Gratifications theoretical approach (Katz, Blumler, & Gurevitch, 1974). This theory is used in media motivation literature to explain consumption of various media outlets. The seven factors that motivated people to play SVGs were Social Interaction, Entertainment, Diversion, Fantasy, Interest in Sport, Competition, and Knowledge Application. Many of these motives are general reasons why people consume television, the Internet, or computer video games, while some, like Fantasy, are specific to SVGs. The relationship between these motivating factors and SVG consumption remains an area to be studied. 

Rationale

In sport sponsorship studies, the relationship between cognition (awareness), affect (attitude), and conation (intention) is often assumed, but rarely examined. A consumer’s awareness of a sponsoring brand, attitude towards a brand, and behavioral purchase intentions of a brand have usually been studied independently. According to Lavidge and Steiner’s (1961) Hierarchy of Effects model, there is an inherent sequence in these steps; yet, previous sport sponsorship studies have rarely investigated this hierarchical relationship. To better understand SVG sponsorship effects, this linkage was empirically examined. 

Previous researchers have found that in traditional sport sponsorships, sport or event consumption plays a part in affecting the consumer’s response to sponsorships (e.g., Levin et al., 2001; Madrigal, 2000; Meenaghan, 2001b). The relationship between SVG consumption and sponsorship effectiveness has yet to be determined, although preliminary findings by Cianfrone (2006) support this speculation. Thus, it was necessary to examine this relationship, as consumption may be more influential in an interactive and repetitive medium, such as video games, than the passive medium of sport spectatorship. 

The motivation to consume SVGs has also been minimally examined (Kim, Walsh, & Ross, 2006). Motives to consume sport, via spectatorship or participation, have been detailed extensively; yet, determining motives to consume SVGs remains a fresh area of research. SVG motives thus far have been primarily examined under the Uses and Gratification theoretical framework (Kim & Ross, 2006), without referencing sport spectator and participant motivation theories. Considering that SVGs are different than other forms of media in terms of fantasy and socialization, the Uses and Gratification framework alone may not be adequate for assessing motives of consuming SVGs. Playing a SVG is an interactive form of participation, which is different than passively watching sports on television. It is also different than actually competing in a sport as an athlete or participant. Therefore, some combination of motives from media, spectator, and participant literature may explain why gamers consume SVGs. Furthermore, although the constructs of gamer motives has been preliminarily established (Kim & Ross, 2006), their relationship in explaining consumption should also be explored to better understand why people consume SVGs. The motivation impacts consumption, which may in turn influence the measures of sponsorship effectiveness. Also, because of the interactive medium of gaming, some motivating factors, such as the social interaction factor, may influence sponsorship effectiveness directly. These speculations were investigated. 

Finally, the systematic relationship among SVG motivations, SVG consumption levels, and SVG sponsorship effectiveness has not been studied. Although previous researchers examined these three aspects independently, there is a dearth of information on the relationships among all three aspects. Each concept has been studied in detail relating to sport consumers and live or televised events, yet there is little empirical research regarding the unique entertainment medium of SVGs and their consumers. A structural model pertaining to these relationships was developed for a better understanding of the of SVG consumers response to SVG sponsorships.
The purpose of this study was to understand the influence of SVG motives and SVG consumption level on SVG sponsorship effectiveness, as determined by awareness, attitude, and intentions to consume the brand. A theoretical model depicting the relationships between the psychosocial motives of gamers and SVG consumption, and in turn, their relationships with the effectiveness of SVG sponsorships was proposed in this study. The proposed theoretical relationship is shown in Figure 1. This study also took into consideration the hierarchical relationships among the cognitive, affective, and conative domains. The overall relationships between SVG consumption, SVG motivation, and SVG sponsorship effectiveness is shown in Figures 2.


Theoretical Framework
To further understand the influence of motives and SVG consumption on sponsorship effectiveness a model needs to be developed. The relationship between motives, consumption, and sponsorship discussed in the previous sections outline the basis of this proposed theoretical model and is depicted in Figure 1. The model shows the relationship between motives and sponsorship effectiveness fully mediated by SVG consumption. The ten motives (Arousal, Challenge, Competition, Diversion, Entertainment, Fantasy, Interest in Sport, Knowledge Application, Social Interaction, and Team Identification) are proposed to be influential in predicting SVG consumption. The next stage of the model provides explanation of SVG consumption’s effect on sponsorship response (Figure 2). This would indicate which consumption levels led to the most sponsorship effectiveness. Because SVGs are an electronic and interactive source of media entertainment, individuals who play a SVG may have to play a specific amount of time to be affected by the sponsorships. Likewise, it is not understood if the gamer’s response to the sponsorship is positive (high recognition measure, positive attitude, positive intent to purchase) or negative. This part of the model would clarify the sponsorship effectiveness.

Sponsorship effectiveness is described in a hierarchical fashion, with a gamer’s awareness of the brand leading to attitude toward the brand and finally to purchase intention of the brand (Figure 2-5). This relationship indicates that sport video gamers need to see and realize the sponsorship prior to it having influence on their attitudes or purchase intentions. 

This presentations provides a theoretical framework that could be tested to further understand SVG in-game advertising effects.

Figure 1. Theoretical Relationship between Sport Video Game Consumption and Sponsorship Effectiveness
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