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Sporting events have predominantly been broadcast through mass media channels ranging from terrestrial 
and cable/satellite platforms to the Internet protocol television (Karg & Lock, 2016). Due to the increased usage of 
“second screens”, such as computer and mobile devices (Giglietto & Selva, 2014), the usage of cable television has 
been on the decline (Freedman & Goblot, 2018). From the early 2010s, social media and networking sites have 
offered a service that enables proactive participation—social live streaming service (SLSS). It allows users to 
broadcast their own live program as streamers. This new type of live streaming service is becoming popular with 
sport fans because they are able to not only instantly share their feelings and thoughts about sporting events but also 
exchange game-relevant information (e.g., player statistics and active rosters) via a text-based chat function (Scheibe, 
Fietkiewicz, & Stock, 2016). Given the popularity of the SLSSs, it is imperative to understand why and how sport 
fans consume sporting events on SLSSs in the contemporary sport industry.  

People select a particular media channel based on their needs, wants, or expected gratifications (Rubin, 
2009). Based on U&G theory (Katz, Blumler, & Gurevitch, 1974), five types of gratification expectations have been 
included in order to explain why sport fans use SLSSs for watching sport events: cognitive gratification, personal 
integration, social integration, affective gratification, and tension-release. Considering those gratification 
expectations is also helpful in understanding how each gratification expectation can enhance users’ flow levels in 
utilizing SLSSs. In addition, to gain an improved understanding of the relationships between gratification 
expectations and flow, this study also considered each SLSSs user’s sport fanship level, which can enhance an 
individual’s quality of watching sporting games.  

Meanwhile, the role of flow has been highlighted as a key feature in satisfying sport fans’ needs (Chang, 
Wann, & Inoue, 2018). Flow experiences among SLSSs users can contribute to their satisfaction and well-being. 
Such satisfaction with the use of SLSSs may enhance their social well-being and reduce personal loneliness in daily 
life due to the unique interactive features of SLSSs. Overall, the current empirical study is designed to (1) explore 
what gratification expectations drive flow experiences among SLSSs users in sport viewing, (2) test the interaction 
effect of sport fanship on the relationship between affective gratification and flow, and (3) examine the influence of 
flow on the satisfaction with SLSSs, which potentially influences on their social well-being and loneliness.  

To achieve the purpose of this study, we developed an online survey questionnaire and collected data from 
231 research participants who have watched sporting events through SLSSs during the last 12 months. A filter 
question was used to sort out non-viewers. The following measurements were modified and adapted toward SLSSs 
users in the context of sports: gratification expectations of media (Leiner et al., 2018), flow (Koufaris, 2002), sport 
fanship (Trail, Fink, & Anderson, 2003), satisfaction (Bhattacherjee, 2001), social well-being (Keyes et al., 2008), and 
loneliness (Pittman & Reich, 2016). Of these research participants, 59.3% were male and the average age was 
approximately 23.1 years old (SD = 4.91). In terms of professional sports leagues, participants mainly watched NBA 
(28.6%), MLB (23.4%), and EPL (21.2%) through SLSSs. With regard to a platform of SLSSs, participants primarily 
used YouTube Live (n = 95, 41.1%), Facebook Live (n = 61, 26.4%), Twitch (n = 40, 17.3%), and Instagram Live (n 
= 13, 5.6%). 

Confirmatory factor analysis was conducted to evaluate the measurement model, and it exhibited an 
acceptable model fit (χ2 = 738.9, df = 450, p < .001, CFI = .95, TLI = .94, RMSEA = .05). All values regarding 
average variance extracted and composite reliability were above the threshold (Hair et al., 2010). A structural 
equation model was examined to test the research hypotheses (χ2 = 707.2, df = 386, p < .001, CFI = .94, TLI = .93, 
RMSEA = .06). A direct path from cognitive gratification to flow was not statistically significant (H1a: γ = -.02, S.E. 
= .10, p = .88). However, other four direct paths from other expected gratifications to flow were positive and 
significant including paths from personal integration to flow (H1b: γ = .25, S.E. = .10, p < .01), from social 
integration to flow (H1c: γ = .30, S.E. = .09, p < .001), from affective gratification to flow (H1d: γ = .30, S.E. = .07, 
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p < .001), and from tension-release to flow (H1e: γ = .16, S.E. = .06, p < .01). As regards the moderating effect 
(H2), there was a significant interaction effect of sport fanship (γ = .09, S.E. = .05, p < .05) between affective 
gratification and flow. This result indicated that the positive relationship between affective gratification and flow is 
stronger among SLSSs users with high levels of sport fanship. In addition, paths from flow to satisfaction (H3: γ = 
.60, S.E. = .05, p < .001), satisfaction to social well-being (H4: γ = .44, S.E. = .06, p < .001), and satisfaction to 
loneliness (H5: γ = -.19, S.E. = .07, p < .01) were significant. 

From a theoretical standpoint, our findings contribute to an improved understanding of the application of 
SLSSs in sport contexts. Using U&G theory and flow theory, this current study attempted to illuminate how the 
usage of SLSS can augment users’ social well-being and mitigate loneliness in consideration of sport fanship, flow 
experiences, and satisfaction with SLSSs. In addition, the findings of this work present a number of practical 
implications. Foremost, streamers and/or sport teams can design their live streaming channels and platforms 
according to users’ expected gratifications (i.e., personal integration, social integration, affective gratification, and 
tension-release). Especially for sport media producers, the findings can provide a better understanding of how to 
increase users’ social well-being and reduce loneliness levels. In future research, considering impacts of other key 
components in SLSSs (e.g., a streamer, rewards, type of platforms, level of sport, etc.) may be meaningful to provide 
more in-depth explanations for sport fans’ consumer behaviors on this new type of streaming services.  
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