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The information using psychophysiological measures are considered as yielding useful information in assessing 
consumers' experiences such as emotional responses to media experience and marketing-related activities (Helle et 
al., 2011; Martinez-Fiestas et al., 2015). Psychophysiological measures such as high and low frequency of heart rate 
variability (i.e., autonomic bodily responses) can provide more reliable information of subjects' emotions without 
compounding effects in comparison to subjects' self-reported emotions (Ravaja, 2004).  
 
Despite the advantages of the psychophysiological approach, it has not been well received and utilized in the sport 
management literature. Thus, the purpose of the current study was to measure baseball fans autonomic bodily 
response, namely heart rate variability (HRV) including both the low and high-frequency components of the HRV, 
to a crisis situation of their favorite professional baseball team. In addition, this study also measured the subjects' 
attitudes towards their favorite baseball team and word-of-mouth intention using a paper-and-pencil instrument.  
 
Data were collected from 100 professional baseball fans in Korea. Participants completed the first part of the 
instrument and were measured their autonomic states, using a portable electrocardiogram (ECG) tester, before they 
were exposed to a crisis situation. After participants watched a video clip, they were measured their autonomic 
response states and also reported their attitude and WOM intention in regard to professional baseball in Korea. 
 
The results from the repeated measures t-tests indicated that, regardless of the severity of crisis situations, there were 
significant differences between pre and post-tests in terms of HRV scores and low and high-frequency components 
of HRV as well as attitudinal and behavioral measures. After watching a visual stimulus (i.e., a crisis situation), 
participants reported a higher level of HRV (p < .001) and low-frequency HRV scores (p < .001) while they 
reported a lower level of high-frequency HRV scores (p < .05). This result indicated that participants felt 
significantly more stressful after watching a crisis situation. Similarly, participants reported a lower level of positive 
attitudes towards professional baseball (p < .001) and WOM intention (p < .001).  
 
When comparing high and low severity crisis situations, there were statistical differences between high and low 
severity situations in HRV (t = 4.50, p < 001), HF (t = 5.15, p < .001), attitude (t = 6.34, p < .001) and WOM 
intention (t = 8.55, p < .001) but not in LF. The results indicated that participants in the high severity situation 
reported a great level of changes in HRV, HF, attitude and WOM intention in comparison to those in the low 
severity situation. The results of multivariate analysis of variance (MANOVA) further indicated that there were 
gender differences, Wilk's lambda = .86, F(5, 92) = 3.00, p < .05. Specifically, female participants' changes in HF 
and LF were bigger than those of their male counterparts.  
 
This study suggests that sport fans are indeed affected by negative incidents caused by players and professional 
clubs. After sport fans were exposed to a crisis situation, they reported, in general, a lower level of HRV and HF 
scores while they reported a higher level of LF scores. Similarly, sport fans reported a lower level of positive 
attitudes towards professional baseball and WOM intention, especially in the high severity crisis situation. Detailed 
results and discussion will be presented at the conference. 
 


