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Collegiate sport is one of the dominant sport businesses in the United States (Foster, O'Reilly, & Davila, 2016). 
Destinations with a major Division I university, therefore, can attract huge visitor streams and create specific 
meanings in the minds of sport event participants by promoting each home game (Kaplanidou & Vogt, 2010). While 
many destinations try to use collegiate sporting events as a major tourism attraction, most athletic departments in 
universities suffer from financial difficulty due to the responsibility of covering abundant expenses such as staff 
salaries, equipment and facility maintenance, advertising, and overall varsity program costs (Fulks, 2013). As these 
various departmental expenses are difficult to avoid, recruiting and retaining sport event spectators is the most 
common, convenient, and reliable way to increase revenue (Sawyer & Smith, 1999). 
 
The sport event has been identified as a complex product experience, which is constructed by various interactions 
between the three key factors of activity, people, and place (Hinch & Higham, 2004; Leiper, 1990). While attending a 
sporting event, each spectator is expected to have different experiences due to individualized interactions and 
responses to these three factors (Getz, 2008; Pine & Gilmore, 1999). Since the various aspects of personal 
experiences in general involve a range of factors within an interwoven network, spectators generally try to 
reassemble each episode of the sport event and connect all of the related factors as an overall conception of the 
entire experience while recalling sport event experience (Coghlan, 2012). This process of recollecting specific sport 
event episodes, however, may be influenced by information received after attending the event, making the cognitive 
process a composite of information acquisition and information retrieval beyond the event itself (Hoch & Deighton, 
1989). 
 
While the impact from information acquisition on consumer learning has been widely discussed in the literature 
(Braun-LaTour & LaTour, 2005) and the memory of previous experience has been confirmed as a major influence 
for consumer decisions on future behavior (Kozak, 2001), the current study focuses on information retrieval in 
consumer recollection. When consumers try to recall their experiences, the process of retrieving experiential 
episodes may be compromised by post-experience information (Schacter, 1995). This means that the memory of 
how consumers had originally evaluated their product experience may be reformed and manipulated by post-
experience information (Braun, 1989). For example, the consumers’ feelings of a product can be modified through 
the integration of the new product information. Different forms of new product information can have various 
meanings and perceived importance to consumers (Anderson, 1991), and may thus influence their attitudes toward 
the product accordingly. The purpose of the current study is to investigate whether and how the memory of and 
attitude toward a collegiate football event experience can be modified by post-experience information.  
 
An independent group-repeated measure experimental design was applied to detect the causal effects between post-
experience information and memory of sport event experience, with better control of internal validity and order 
effects (Howitt & Cramer, 2007). Participants for the study includes a total of 216 currently enrolled undergraduate 
students from a major Midwestern university who had attended at least one targeted collegiate football game during 
in previous two years. Participants were assigned to either the (1) positive post-experience information group, (2) the 
negative post-experience information group, or (3) the control group, which received no stimuli. The two videos 
related to targeted collegiate football event, one positive and the other negative, were selected as the experimental 
stimuli. The questionnaire was divided into two parts, where groups 1 and 2 received post-experience stimuli 
between the two parts of the questionnaire. A 10-minute distractor task session was also assigned to all three groups 
before distributing the second part of the questionnaire to reduce the effect of the short-term memory (Braun, 
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1999). 
 
The overall evaluation of collegiate football experience was measured by a bipolar scale that recorded the 
participants’ overall experience of the sport event (Kaplanidou & Vogt, 2010). The participants’ feelings toward the 
collegiate football event were measured using a number of positive and negative affections (Braun-LaTour, LaTour, 
Pickrell, & Loftus, 2004), where the score of positive affections represents a positive feeling and the score of 
negative affections represents a negative feeling. The two-way mixed ANOVA was applied to identify any 
interaction that may indicate whether the overall evaluation and feelings related to the collegiate football event 
would change among different post-experience information conditions over time. When there was a significant 
interaction between the post-experience information conditions and pretest and posttest times in overall evaluation 
and feelings of the collegiate football experience, a series of paired-sample t-tests were applied to testify on any 
significant differences of overall evaluation and feelings between pretest and posttest for all three post-experience 
information conditions. 
 
The findings of this study indicate that post-experience information can significantly positively and negatively 
influence the overall evaluation of collegiate football experience. Furthermore, the positive post-experience 
information significantly enhance the positive feeling and decrease the negative feeling, while the negative post-
experience information significantly increase the negative feeling and reduce the positive feeling. These results 
therefore confirm that the post-experience information effect on the memory of sport event experience (Braun, 
1999), and different post-experience information presents different values and can thus favorably influence 
consumers’ emotions and attitudes (Anderson, 1991).  
 
The current study extends post-experience information effect studies to sport event experience by confirming that 
the memory of sport event experience can be modified through the exposure of post-experience information. Also, 
the findings of the current study provids new insights to understand post-experience information effects from 
information with different characteristics. Sport event managers interested in how to alter consumers’ perceptions 
and memories of a sport event by presenting external information after the experience can use the paradigm and 
measures of this study as a guide. The results of this study can also be used in broader contexts, e.g. evaluating 
leisure travel experiences, where populations such as people with mobility challenges may be encouraged to view 
their tourist experience in a positive light, thus forming positive memories in leisure travel then encouraging their 
future participation. 
 


