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Over the last few decades, the LPGA tour has actively accepted players from diverse countries with “Go global” 
strategy and positioned as one of the most globalized professional sports. The influx of prominent international 
golfers made the tour more attractive and competitive, and improved the overall performance level. Consequently, 
the LPGA has successfully attracted more global fans. However, when it comes to domestic fans, it would have 
unfavorable impacts. For instance, the final round television rating of the the 2017 U.S. Women's Open was record-
low of 0.6, which was down 40 percent of the previous year (Briggs, 2017). Eight South Korean golfers positioned 
in the top 10 of scoreboard, with South Korean tour winner, Sung Hyun Park. The highest finish of the U.S golfer 
was 11th: none top 10 U.S. golfer was the first time in the 72 years’ U.S. Women's Open history. The ethnic 
discrepancy between tour leading golfers and main spectator group in the LPGA is surely a unique phenomenon 
that none of the professional sport has experienced. 
 
Then, a critical question is whether consumer behaviors research findings derived from traditional professional sport 
setting would be applicable to the LPGA tour. Although intercultural and interethnic relations haven’t been a major 
area of study in the sport management, other academic disciples paid attention to these issues to find the pros and 
cons, as well as diverse approaches to deal with multicultural environments in schools, workplaces, and societies. 
There are certain implications of these studies to the LPGA tour, given cultural and ethnic diversity of tour leading 
golfers. Therefore, based on the theory of reasoned action (TRA), the main purpose of this research is to find how 
consumers’ attitude toward the LPGA is influenced by diversity beliefs, cultural familiarity, and perceived image of 
Asian golfers. 
 
As many societies become ethnically and culturally diversified, different approaches to intergroup relations and 
interactions have gained attention. Proponents of assimilation beliefs argue that forming “one” identity within a 
society is critical for social cohesion that ethnic and cultural minority should merge themselves into the way of life of 
dominant group (Rattan & Ambady, 2013; Verkuyten, 2005). Therefore, assimilation approach found to increase 
intergroup prejudice and negative attitude towards outgroup members (Verkuyten, 2011; Wolsko et al., 2006). On 
the other hand, people who believe the value of multiculturalism assert that greater understandings and awareness of 
group differences and similarities, as well as respecting diverse group’s cultural identity and heritage are driving 
forces to achieve harmony and equality among distinct groups within a society (Fowers & Richardson, 1996; Wolsko 
et al., 2000). Intergroup prejudice reduction and favorable intergroup attitudes were some of the characteristics of 
multiculturalism (Vorauer et al., 2009; Ward & Masgoret, 2006; Wolsko et al., 2006).  Therefore, we expect that H1) 
assimilation beliefs negatively correlate with attitude toward the LPGA tour; H2) multicultural beliefs positively 
correlate with attitude toward the LPGA tour. 
 
Cultural familiarity and its positive impact on intercultural and interethnic interactions were reported in many 
studies. For example, the positive impacts of cultural familiarity were reported in cross-cultural training of expatriate 
managers (Bhawuk & Brislin, 2000; Black & Mendenhall, 1990; Deshpande & Viswesvaran, 1992). Similarly, 
prospective teachers who participated in overseas internship became more open-minded, developed intercultural 
skills, and valued different culture, as well as led their attitudinal changes toward diversity (Mahan & Stachowski, 
1992; Sahin, 2008; Walters, Garii, & Walters, 2009). Cultural familiarity also plays a significant role in evaluation of 
the society and people the culture comes from. Marinescu and Balica (2013) reported positive evaluation of Korean 
society and people among Romanians who were familiar with Korean culture. Therefore, it is expected that H3) 
cultural familiarity with Asian cultures is positively correlated with attitude toward the LPGA tour. 
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Furthermore, perceived image toward a product or service is widely considered as a precursor to a consumer’s 
attitude and actions (Kotler, 1997). In the sport context, perceived image of sport events has been found being 
closely related to cognitive and affective components that ultimately influence the formation of sport consumption 
(Hallmann, Kaplanidou & Breuer, 2010). For instance, Jin, Zhang, Ma, and Connaughton (2011) argued that 
residents’ perceptions toward Green Olympic games was one of the antecedents that attributed to attitudes 
formation toward the events and following behavior. Since golf is an individual sport, the perceived image of an 
athlete is expected to influence consumptions. Therefore, we expect that H4) the perceived image of Asian golfers 
correlates with attitude toward the LPGA tour. 
 
The TRA is an approach to understand and predict human behaviors and proposed that as a sequence of a process, 
attitude and subjective norms are two main attributes that drive people’s behavior intention, and a specific behavior 
is determined by an individual’s intention to perform that behavior: people tend to behave in ways to obtain positive 
outcomes and to meet the expectations of significant others, considering the consequence of alternatives (Ajzen & 
Fishbein, 1980). Based on the TRA, following hypotheses are to be tested; H5) attitudes toward the LPGA tour 
positively correlate with behavioral intention to consume the LPGA tour; H6) subjective norms positively correlate 
with behavioral intention to consume the LPGA tour. 
 
Based on a comprehensive review of literature and a test of content validity by a panel of experts, a survey form will 
be formulated to measure multicultural beliefs, assimilation beliefs, cultural familiarity, perceived image of Asian 
golfers, attitude toward the LPGA events, subjective norms, and behavioral intentions to consume the LPGA tour. 
Data will be collected via Amazon’s MTurk, as it is found to be a valid tool for social science research (Casler, 
Bickel, & Hackett; 2013). CFA will be conducted to verify the factor validity, as well as convergent and discriminant 
validity. SEM analyses will be followed to test the research questions and the hypotheses. It is expected that this 
study will contribute to find the role of beliefs, familiarity, and perception of consumers when there are cultural and 
ethnic discrepancies between the best players and fans. Moreover, it will provide practical evidence what should be 
done to enhance consumers’ attitude toward international golfers. 
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