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People tend to avoid commercials when they watch televised sporting events because they believe the commercials 
detract from the enjoyable experience. This implies that excluding commercials may increase consumers’ enjoyment. 
However, despite a lay belief that interruptive commercials decrease consumers’ enjoyment, such commercials may 
intensify the experience (e.g., excitement). Existing literature shows that inserting commercials into a television show 
enhanced viewers’ enjoyment because it prevents satiation by resetting adaptation level to the show (Nelson, Meyvis, 
& Galak, 2009). This interesting phenomenon raises another interesting question: Do commercials during a televised 
sports game always increase enjoyment? In the televised sports events consumers may experiences positive (winning 
games), negative (losing games), or uncertain (close games) games. Thus, resetting adaptation to games may not 
always lead to consumers’ enjoyment in the sport consumption context. However, this psychological mechanism has 
not been explored in the sport marketing field. Accordingly, the purpose of the current study is to explore the 
interplay between interruptive commercials and sport media consumption experiences in generating consumers’ 
emotion and satisfaction. 
 
Theoretical background and hypothesis development 
 
Satiation is defined as the reduction of enjoyment resulting from prolonged or repeated exposure to a certain 
stimulus (Loewenstein & Angner, 2003). Existing research shows that individuals tend to adapt to positive 
experiences, making them less enjoyable over time (Frederick, Shane, & Loewenstein, 1999). For example, 
individuals grow tired of repeatedly listening to their favorite songs (Ratner, Kahn, & Kahneman, 1999), eating the 
same food (Rolls, van Duijvenvoorde, & Rolls, 1984), and socializing with the same friends (Galak, Redden, & 
Kruger, 2009). Watching sports matches on television is not an exception. Sports media consumers could be satiated 
with a positive experience (i.e., winning game), which, in turn, could lead to a less enjoyable overall watching 
experience. However, in the context of watching sports events on television, disruptions frequently occur via the 
insertion of commercials, which may slow the process of satiation. The underlying mechanisms of slowing satiation 
by inserting commercials are three-fold. First, commercials during sports games function as new stimuli (i.e., 
dishabituation: Thompson & Spencer, 1966; Nelson et al., 2009). Second, commercials detach viewers from the 
game for a while, thus allowing their enjoyment to recover (i.e., spontaneous recovery: Thompson & Spencer, 1966). 
Third, commercials allow viewers to construe watching the game as an experience composed of multiple units rather 
than a single unit (categorization and variety: Redden, 2008), thus slowing down satiation. Therefore, it is 
hypothesized that:  
 
H1: Commercials inserted (interruption) in a winning game on television lead to a greater level of positive emotion 
and satisfaction than when they are not. 
 
On the other hand, watching a losing game can generate unpleasant affective responses. The subjective intensity of a 
negative experience dwindles over time as a result of psychological mechanisms such as adaptation (Ariely & 
Zauberman, 2000; Nelson & Meyvis, 2008). Adaptation is defined as a reduction in the affective intensity of 
favorable and unfavorable experiences (Frederick et al., 1999). Adaptation generates a downward pattern in positive 
experiences and an upward pattern in negative experiences, and these trends have an impact on the overall intensity 
of the experience (Ariely & Zauberman, 2000, 2003). In the context of watching a losing game, we suggest that 
inserting commercials disrupts the upward pattern of adaptation to the negative experience. In turn, the disrupted 
adaptation intensifies the negative experience in comparison to an uninterrupted watching experience (i.e., without 
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commercials). As a result, interruptive commercials would lead to more negative emotion and dissatisfaction due to 
the intensified negative experience. Accordingly, it is hypothesized that: 
 
H2: Commercials inserted (interruption) in a losing game on television lead to a greater level of negative emotion 
and dissatisfaction than when they are not. 
 
Individuals cannot adapt to everything (Nelson & Mayvis, 2008). When individuals are exposed to stimuli that 
contain high variation, they are more likely to become sensitized to the stimuli rather than adapting to them (Nelson 
& Mayvis, 2008; Weinstein, 1982). Sensitization is defined as a process occurring when repeated exposure to a 
stimulus results in the amplification of a response (Shettleworth, 2010). Sensitization occurs when stimuli are 
complex or fast paced (Nelson & Mayvis, 2008). Therefore, the intensity of an experience may be amplified by 
sensitization resulting from prolonged exposure to nonmonotonous stimuli. In the context of sports media 
consumption, a close game can be characterized as a complex stimulus that generates diverse psychological states 
(Kim & Ko, 2016). Amplified intensity of an experience may come from the high level of uncertainty in a close 
game (Frazier & Snyder, 1991). Due to the nature of close games, consumers are likely to become sensitized to them 
rather than adaptation. Prolonged exposure to a close game without commercials gradually intensifies the 
experience, leading to a more positive experience. In this case, consumers benefit less from commercial 
interruptions when watching close matches because the commercials disrupt the sensitization process. Therefore, it 
is hypothesized that:  
 
H3: Watching a close game on television lead to a greater level of positive emotion and satisfaction than when they 
are not. 
 
Methods  
 
The hypotheses will be tested with an experimental study using 2 (Commercial Conditions: With vs. Without) x 3 
(Game Valence: winning vs. losing vs. close game) between-subjects design. Six stimuli will be developed using the 
first half of a college basketball game, and each participant will be randomly assigned to one of the stimuli. Each 
stimulus will last 20 minutes and contain either 45-second commercial breaks in the middle of the game (shown 
every five minutes) or no commercials. For the watching experience, we will select three games: a game where the 
target team is winning by large margin (e.g.,10 points or more), one where the team is losing by large margin (e.g.,10 
points or more), and one where the team is locked in a close 3-point tie with a rival team. After watching the game, 
manipulation checks will be carried out and dependent variables will be measured (Nelson, Meyvis, & Galak, 2009). 
The data will be analyzed using MANCOVA.  
 
Expected Results and Implications 
 
Once successfully completed, the current study will make both theoretical and practical contributions to advertising 
and sport consumer behavior literature. The study offers a clear explanation of the underlying mechanism of the 
impact of interruptive commercials on sport consumers’ evaluation. Additionally, we could provide practitioners 
with practical implications to help make better judgments regarding ad arrangements to maximize fan experiences. 
Detailed results as well as theoretical and practical implications will be presented. 
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