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Introduction 
 
The North American sports market is expected to grow from $63.9 billion in 2015 to $75.7 billion by 2020 (Heitner, 
2016). Similarly, the International Data Corporation (IDC), predicts that spending on virtual reality (VR) and 
augmented reality (AR) products and services is expected to increase from around $11.4 billion in 2017 to over $215 
billion by 2021 (IDC, 2017). While both VR and AR can be defined as immersive technologies, they are distinctly 
different mediums. VR places the user into a simulated environment in which they experience a reality separate from 
the real world (Steur, 1992). Conversely, AR is not about entering into a simulated environment but rather “a 
technology that overlays digital information on objects or places in the real world for the purpose of enhancing the 
user experience” (Berryman, 2012, p. 212). The purpose of the current study was to examine collegiate sport fans’ 
current receptiveness to this burgeoning technology: AR. Results of this study should guide teams in their quest to 
enhance the fan experience via cutting-edge technology. 
 
While there have been no known studies within the sport marketing literature examining sport organization’s use of 
AR, the hospitality and tourism industries have begun empirically studying the technology for marketing purposes. 
By using AR technology organizations are able to include elements such as pictures, data, and video that are 
embedded in their print advertisements that allow their information to be more interactive for the consumer 
(Dadwal & Hassan, 2015). Findings suggest AR has passed the hype stage and is now on the verge of being used in a 
consequential way (Han, Jung, & Gibson, 2014). AR was also found to improve knowledge of a destination, allow 
for access of timely information and increase the levels of the user’s enjoyment while interacting with the AR 
experience (Kečkeš & Tomičić, 2017).  
 
Akin to the exploratory work on AR in other fields such as online retail (Huang & Liao, 2015), print advertising 
(Spreer & Kallweit, 2014), and tourism (Chung, Han, Joun, 2015), the current study adopted the technology 
acceptance model (TAM) as a theoretical framework. The TAM has demonstrated high levels of reliability, validity, 
and predictive power within a variety of contexts across a number of different technological platforms. The 
following hypotheses guided the study: 
H1: Perceived enjoyment will have a positive influence on perceived ease of use while experiencing AR. 
H2: Perceived ease of use will have a positive influence on perceived usefulness while experiencing AR. 
H3: Perceived enjoyment will have a positive influence on intention to use augmented reality. 
H4: Perceived ease of use will have a positive influence on intention to use augmented reality. 
H5: Perceived usefulness will have a positive influence on intention to use augmented reality. 
 
Methods 
 
Through a relationship with a DI Athletics Department in the mid-Atlantic region of the United States, a link to the 
online survey will be posted on the Facebook and Twitter pages of this Department. Collectively, these two 
platforms have approximately 83,000 followers. While there is likely overlap between the followers on each 
platform, there is certainly enough unique users to gather the approximately 200 responses targeted for this study. 
 
Once respondents click on the survey link, they will be taken to the online survey hosted by Qualtrics. After 
responding to the informed consent and indicating they are over the age of 18 years, respondents will be asked if 
they were aware of the newly designed Athletics mobile app, with a dichotomous (yes/no) response option. 
Respondents will then be provided with a hypothetical statement informing them that Athletics wants their feedback 
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on potentially including AR as a new feature of the mobile app.  
 
In an effort to stave off respondent attrition, similar to the AR research conducted by Haugstvedt and Krogstie 
(2012), the researchers chose to create a video depicting each step of the app acquisition process as well as 
demonstrate the proposed AR feature within the Athletics mobile app. After the demonstration video completes, 
respondents will be asked to complete the Technology Acceptance Model (TAM) (Byun, Chiu, & Bae, 2018). 
Specifically, the factors included in the current study were: four items measuring perceived ease of use (PEU), four 
items to measure perceived usefulness (PU), four items measuring perceived enjoyment (PE), and two items 
measuring intention to use (INT) the AR feature within the mobile app. All items will be measured on a Likert-type 
scale ranging from 1 (strongly disagree) to 7 (strongly agree). Finally, demographic information will be collected.  
 
Analyses  
 
First, descriptive statistics including frequencies of demographic variables, means and standard deviations of all 
other scale items will be conducted using SPSS 24. Reliability of each factor will be assessed via composite reliability, 
average variance extracted (AVE) will determine convergent validity, and the AVE Test will assess discriminant 
validity. 
 
To assess the five hypotheses a structural equation model will be analyzed using MPlus 8. Prior to assessing the 
structural model, a measurement model will be assessed to ensure the data adequately fit the model. Model fit 
indices, RMSEA, CFI, TLI, Chi Square, and Chi Square/degrees of freedom, will determine the interpretability of 
the model. 
 
Results & Discussion 
 
Immersive technologies have grown in popularity at an exponential rate and have begun to infiltrate the sport 
industry. However, there is a significant gap in the sport marketing literature on this topic. Findings from the current 
study will provide practitioners with a clearer understanding of the receptiveness current fans have for AR 
technology. From a theoretical perspective, this study provides one of the very first insights into what is sure to be a 
bountiful line of research on immersive technology’s impact on the sport industry. 
 
Note: All arrangements have been approved for data collection to begin once IRB approval is received. The authors 
fully expect data collection to be completed by July 2018. Data analyses will be completed by August 2018. The 
authors are confident this project will be ready for presentation at the 2018 SMA conference. 
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