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In the past two decades, the popularity of Mixed Martial Arts (MMA) has grown rapidly throughout the world. Ever 
since Zuffa, LLC purchased the Ultimate Fighting Championship (UFC) enterprise for $2 million in 2001, the 
popularity of UFC has been increased tremendously with an average annual growth rate of 14.6% (Smith, 2016). 
More recently, WME-IMG took over the UFC for $4 billion in 2017, with a price almost similar to that of the most 
profitable professional sport franchises (Grossman, 2016). In coincidence, the consumer population of social media 
has also sharply increased along with the growth of MMA. Only 7% of American adults had been using social media 
in 2005; whereas, more than 65% of American adults were using social media in 2015 (Perrin, 2015). Due to the 
popularity of social media and congruence of consumer profile, the UFC runs a variety of official social media 
accounts with more than 37 million followers for promotional activities by providing various contents and event 
information. To a great extent, the impactful online presence has lead UFC consumers to move away from 
traditional media (i.e., radio, television, and newspapers) and make transition to social media for information 
acquisition and purchasing decisions (Lempert, 2006; Rashtchy, Kessler, Bieber, Shindler, & Tzeng, 2007; Vollmer & 
Precourt, 2008). However, despite the importance of social media and increased number of UFC social media 
followers, previous MMA studies were heavily focused on spectator or participant motivations (e.g., Andrew, Kim, 
O'Neal, Greenwell, & James, 2009; Kim, Andrew, & Greenwell, 2009; Kim, Greenwell, Andrew, Lee, & Mahony, 
2008; Ko & Kim, 2010) and few were on social media usage of UFC consumers. As MMA fans have unique social 
media usage patterns that are likely different from sport fans of established sports, understanding the reasons that 
cause and channel UFC consumers’ social media usage would be very constructive for the UFC to formulate 
effective marketing strategies.  
 
The uses and gratifications (U&G) theory posits that media users are active evaluators and the media is used by 
consumers to achieve gratification and satisfy their needs (Katz, Blumler, & Gurevitch, 1974). The U&G assumes 
that the consumers become active participants through choosing and interpreting the media of their interests. This 
theory is widely regarded as a suitable tool for investigating into the characteristics of social medium forms. By 
adopting the U&G theory, previous studies have identified both direct and indirect impacts of media motivations on 
consumption behaviors in such areas as purchasing sport video games, social community membership, and game 
event attendance (Choi, Kim, & McMillan, 2009; Cianfrone, Zhang, & Jae Ko, 2011; Hausman & Siekpe, 2009; 
Phua, Jin, & Kim, 2017). Accordingly, the purpose of the study was to develop a conceptual framework by applying 
U&G theory to examine the dimensions of social media motives of UFC consumers and their impact on fan 
identification and in turn on consumption behavior.  
 
Through conducting a comprehensive review of literature as the primary method of research inquiry, five UFC 
social media motivations were identified, including information, entertainment, integration, interaction, and 
convenience. The first factor, information motivation, refers to information seeking or self-education through social 
media and the internet. Previous studies found that information motivation plays a significant role in the use of the 
internet and social media (e.g., Frederick, Clavio, Burch, & Zimmerman, 2012; Ko, Cho, & Roberts, 2005; 
Korgaonkar & Wolin, 1999; Papacharissi & Rubin, 2000). Particularly, MMA fans visited MMA blogs to acquire 
MMA information (Frederick et al., 2012). Entertainment motivation refers to enjoyment, spent time, rest, and 
joyful experiences. Lu and Su (2009) found that consumer intention for engaging in mobile shopping was powerfully 
influenced by enjoyment. Integrative motivation involves the formation of identity, familiarity or belongingness, and 
personal value enhancement through media (Nambisan & Baron, 2007). Social media users can find gratifications by 
forming intimacies or networking with acquaintances or even strangers (Ha, Kim, Libaque-Saenz, Chang, & Park, 
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2015). Social interactive motivation refers to interacting and communicating through social media. Many internet 
users have participated in social interaction by sharing content and information, especially via interactive social 
media platforms (Kietzmann, Hermkens, McCarthy, & Silvestre, 2011). Highly motivated users for the purpose of 
social interaction are likely to visit websites to exchange ideas, communicate with friends, or interact with others (Ko 
et al., 2005). Finally, convenience motivation offers users an easy access to social media without time and space 
constraints (Ha et al., 2015). Consumers valued convenience when they consumed products and services without 
investing excessive resources for their business activities (Jayawardhena & Wright, 2009). Recent technological 
advancements also have influenced the convenience motivation aspect as social media can be accessed ubiquitously 
and can help disperse information easily with little constraints (Ha et al., 2015).  
 
Fan identification is a crucial factor for the UFC business, particularly when selling products like PPV and live event 
tickets. Previous studies found that fan identification positively affected media consumption, event consumption, 
and purchase intentions (e.g., Fisher & Wakefield, 1997; Wang, Jain, Cheng, & Aung, 2012; Wann, 2006; Wann & 
Branscombe, 1993). Most importantly, prior studies have revealed a mediating effect of fan identification on the 
relationships between consumer motivations and various forms of consumption behavior, including media 
consumption and attendance (Hu & Tang, 2010; Park & Dittmore, 2014). Research also indicates that social media 
were useful in communicating and cultivating fan identification in professional sports teams (Waters, Burke, 
Jackson, & Buning, 2011). The highly identified UFC fans were more likely to purchase PPV and tickets when 
compared to less-identified fans (Brown, Devlin, & Billings, 2013). For the UFC to continue to grow, it is necessary 
to clarify the dynamic relationships among social media motivations, fan identification, and behavioral intentions, 
especially how social media motivations influence MMA fans’ PPV consumption and attendance with the presence 
of mediating role of fan identification.  
 
In summary, a five-factor social media motivation model was conceptualized based on the U&G theory and a 
structural model was further developed to depict the mediating role of fan identification on the relationship between 
social media motivations and consumption behaviors (i.e., PPV and ticket purchase intentions). Given the limited 
understanding of why UFC fans utilize social media to satisfy their needs and wants, this conceptual framework 
would help researchers verify the importance and relevance of identified social media motivational factors and the 
mediating effect of fan identification on consumers’ decision-making processes. This framework can also be helpful 
for UFC managers when formulating social media contents and promoting events through the social media. 
 


