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Marketers spend tremendous amounts of money on televised sporting events due to their ability to reach millions of 
viewers. Although marketers may reap the benefits of advertising during televised sporting events because of the 
high viewership, whether their ads are effective or not is different and important issue. Is a promotional message 
during a sporting event effective for their target audience? Scholars have explored ad-relevant factors (e.g., topical 
issues, expert sources, and positioning) and consumers’ personal characteristics (e.g., product or brand involvement, 
self-regulatory focus, and self-construal level). In sports contexts, Jang, Ko, Wann, and Kim (2017) have found the 
significant impact of situational factors (i.e., the process and outcome of games) on consumers’ experiences (i.e., 
psychological energy and happiness). However, the potential impacts of such factors on ad effectiveness have not 
been explored in sport media consumption and sponsorship contexts. To explore the underlying mechanisms of ad 
effectiveness in sport events, the current study aims to examine the impact of sport media consumption (situational 
hedonic experiences; watching winning or losing games) on their attitude toward sponsors’ ads and purchase 
intention, drawing on the energy perspective (Ryan & Fedrick, 1997). 
 
Theoretical background and hypothesis development 
 
Psychological energy is conceptualized as a subjective feeling of aliveness and vitality (Ryan & Fedrick, 1997), and it 
is a key predictor of information processing (e.g., Gillespie, Joireman., & Muehling, 2012) and self-control (e.g., 
Laran & Janiszewski, 2011). A televised sporting event is a unique consumption context in which consumers’ 
cognitive and affective states (e.g., psychological energy) fluctuate depending on process and outcome of the game. 
For example, Jang et al. (2017) found that psychological energy increased during sport spectatorship played an 
important mediating role between spectators’ team identification and happiness. Additionally, they found that the 
psychological energy of sports fans who highly identify with their team increased when their team won and 
decreased when their team lost. The increased level of psychological energy positively influenced their happiness. 
However, these effects were not salient for the low identification fan group.  
 
An individual’s psychological energy is also positively related with self-control (Laran & Janiszewski, 2011). That is, 
the more psychological energy one has, the more self-control one has. Scholars have shown that consumers with 
reduced self-control are more likely to make self-indulgent choices than individuals whose self-control is not 
depleted (Vohs et al., 2008). This implies that individuals with depleted psychological energy (the mediator) would 
gravitate toward indulgent products (e.g., tasty but unhealthy food) in ads. Thus, we speculate that sport media 
consumers’ experiences may influence their psychological energy which has an impact on attitude toward ads and 
behavior about sponsored products (e.g., indulgent products). Specifically, when individuals watch a losing game 
their psychological energy level drops (Jang et al., 2017) and their likelihood of consuming indulgent products 
increases (Vohs, Baumeister, & Tice, 2008). In particular, this effect would be more salient for highly identified fans 
because they are more sensitive to their teams’ performance than those who identify less strongly with their team. 
Against this background, we propose the following hypotheses: 
 
H1: When individuals watch losing games, they are likely to have more positive attitude toward ads of indulgent 
products and higher purchase intention of the indulgent products than when watching a winning game (the main 
effect of the game watching experience).  
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H2: Highly identified sports fans will show more positive attitude toward ads of indulgent products and higher 
purchase intention of the indulgent products than less identified fans when they watch a losing game (the interaction 
effect between the watching experience and team identification).  
 
H3: For highly identified sport fans, the psychological energy would mediate the effects of watching experience on 
attitude toward ads of indulgent products and purchase intention whereas for lowly identified sport fans, the 
psychological energy would not mediate the effects of watching experience on the attitude toward the ads and 
purchase intention (the moderated mediation effect).  
 
Methods  
 
The hypotheses will be tested with an experimental study. The independent variables are the watching experience 
(winning vs. losing game) and team identification, and the dependent variables are the viewers’ psychological energy, 
the attitude toward ads of indulgent products, and the intention to purchase indulgent products featured in 45-
second ads (Petty, Cacioppo, & Schumann, 1983). We will manipulate the watching experience by showing 
participants a video clip featuring the first quarter of an NBA basketball game in which their team is winning or 
losing. Each participant, recruited from Amazon Mechanical Turk, will be randomly assigned to one of the two 
conditions and then asked to answer questions regarding their level of team identification (Wann & Branscombe, 
1993). Once they answer the questions, they will watch a 15-minutes length video clip in which their team is winning 
or losing, and sponsored ads will pop up at the end of the video clip. After watching the video clip, they will be 
asked to answer questions to measure the covariates (e.g., brand attitude) and the dependent variables and to gather 
demographic information. The data will be analyzed via a confirmatory factor analysis for measurement validation, 
simple slope analysis (main effect: Aiken, West, & Reno, 1991), and Hayes’s (2012) Model 1 (interaction effect) and 
8 (moderated mediation effect) to test the hypotheses.  
 
Expected Results and Implications  
 
Once successfully completed, this study will make both theoretical and practical contributions to sport sponsorship 
and consumer behavior literature. The study offers a “why and how” explanation of the effectiveness of 
sponsorship brand ads during sporting events by applying an energy perspective to this unique context. In particular, 
this study will demonstrate the impact of situational factors (winning vs. losing game) on consumers’ responses to 
ads. Thus, the current study could guide subsequent empirical studies in this domain. Additionally, we could provide 
marketers with empirical evidence to help them make better judgments regarding ad arrangements to maximize their 
effectiveness. Detailed results, as well as theoretical and practical implications, will be discussed in the presentation. 
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