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Introduction 
 Augmented reality (AR), a technology blending computer-generated images with the actual environment in 
which it is being used, has been around for nearly thirty years (Berryman, 2012).  With recent advancements in 
technology and mobile computing power, AR is emerging as a breakthrough technological tool. One reason for the 
rise of AR is that it has become more readily available and easy to access. Currently, the majority of smartphones 
being produced cannot only access AR but are being specially built with AR interactions in mind (Boland, 2017).  By 
2020 there will be an estimated 4.2 billion consumers with AR compatible phones (Boland, 2017). 

This technology has potential to enhance the experience of sport spectators both at home and in-venue. 
Recently, the NBA, NFL, PGA, MLB, NASCAR, and Nike have incorporated AR into their marketing 
strategies.  The NHL broadcast their 2019 All-Star game enhanced with AR overlays (Cotsonika, 2019). Considering 
the potential growth of AR, it is important to examine the impact on sport marketing.  

Similar to AR research by Chung, Han, and Joun (2015), the current study adopted the technology readiness 
and acceptance model (TRAM) as a theoretical framework. The TRAM, first used by Lin et al. (2007) has 
demonstrated high levels of reliability, validity, and predictive power in technology-focused research. The following 
hypotheses guided the study: 
H1: Technology Readiness will have a positive effect on augmented reality perceived usefulness.  
H2: Technology Readiness will have a positive effect on augmented reality perceived ease of use 
H3: Visual appeal will have a positive effect on augmented reality perceived usefulness. 
H4: Visual appeal will have a positive effect on augmented reality perceived ease of use 
H5: Facilitating conditions will have a positive effect on augmented reality perceived ease of use 
H6: Augmented reality perceived ease of use will have a positive effect on augmented reality perceived usefulness 
H7: Augmented reality perceived usefulness will have a positive effect on augmented reality attitude. 
H8: Augmented reality perceived ease of use will have a positive effect on augmented reality attitude. 
H9: Augmented reality attitude will have a positive effect on intention to use augmented reality. 
H10: Augmented reality attitude will have a positive effect on word of mouth. 
 

Methods 
Participants 

Self-identified sport fans who opted-in to sport-based research solicitation via a newspaper and sports 
commission were sampled. A total of 1,373 fans were sent an invitation, 250 respondents began the survey with 142 
completing the instrument. The sample had a mean age of 46.2, was highly educated, mostly Caucasian (85%), with 
an even gender split (51% female). 
Setting 

Three AR prototypes were created to represent each of the three AR activation categories presented by 
Javornik (2014): customer service (CS), product management (PM), and advertising/promotion/branding (APB). To 
highlight each of the three AR activations, three separate videos were created demonstrating a fan utilizing a 
smartphone to open a team mobile app and initiate the AR activation. The use of video depictions of AR prototypes 
has been utilized in previous empirical research (see Haugstvedt & Krogstie, 2012). The video allows the respondent 
to have a first-person view of the AR experience. Considering, the purpose of the current study and the fact each of 
the three AR activations were prototypes, this approach was justified. 

After clicking the survey link, respondents were randomly presented with one of the three AR activation 
videos: player interview (APB), wayfinding (CS), or in-game player tracking (PM) within the same college basketball 
arena. The player interview activation displayed the user scanning a game program activating an AR interaction 
where a player interview video appeared out of the game program. The wayfinding activation depicted the user 
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scanning the arena and an AR graphic would appear over each seating section informing the user of the section 
number as well as restrooms and concessions stands locations. The in-game player tracking displayed game action 
where each offensive player had a graphic imposed over their head with their statistical information for the game 
displayed.  
Measures 
 After viewing the video, each respondent completed the 10-factor, 33-item TRAM survey (Lin, Shih, & 
Sher, 2007). Specifically, the TRAM posits AR Usage Intention (INT) and AR Word of Mouth (for the current 
study) (WOM) are predicted by AR Attitude (ATT). The Perceived Usefulness (PU) and Perceived Ease of Use 
(PEOU) of AR predicts ATT while TR, Visual Appeal (VA), and Facilitating Conditions (FAC) predict PEOU and 
PU and PEOU predicts PU. Finally, TR is a second-order latent variable comprised of Optimism (OPT) and 
Innovativeness (INN). All items measuring the 10-factor model were adapted from previous research (cf., Chung et 
al., 2015; Lin et al., 2007; Oh et al., 2007; Sartore-Baldwin & Walker, 2011; Van der Heijden, 2004; Venkatesh et al., 
2003). 
Analysis & Results 

A CFA confirmed the factor structure of the TRAM. The resulting goodness-of-fit indices indicated the 
data fit model at an acceptable level, convergent and discriminant validity were also established. A path analysis was 
conducted to test the relationships proposed by the TRAM. Findings indicated that the model explained 79% of the 
variance in INT, 68% of the variance in WOM, and 69% of the variance in ATT. Furthermore, it was found that TR 
(β=.17, p=.02), and VIS (β =.50, p<.01) significantly predicted PU. Similarly, TR (β =.17, p <.01), VIS (β =.38, p 
<.01), and FAC (β =.40, p <.01) significantly predicted PEOU. Interestingly, only PU (β =.84, p <.01) predicted 
ATT while PEOU was not a significant predictor of ATT. Finally, ATT was found to significantly predict both INT 
(β =.89, p<.01) and WOM (β =.82, p<.01). 

Discussion 
 Apple CEO Tim Cook when discussing AR says “it will happen in a big way and we will wonder, when it 
does, how we lived without it" (Bradshaw, 2017, p. 14). The interactive nature of AR and its ability to convey 
information overlaid on real-world images positions the technology to be uniquely valuable in marketing contexts 
and particularly those in sport. The current study provides both theoretical and practical implications for sport 
marketers: both will be discussed in the presentation. 
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