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Spectator sport consumption primarily involves other consumers, and they share space, time, similar interests, and 
motives for extended periods of time in a given context (Mullin, Hardy, & Sutton, 2014). In such a situation where 
sport consumption and the presence of others simultaneously occur, social experiences are inevitable wherein 
consumer-to-consumer interaction (CCI) have a substantial effect on individuals’ consumption experiences, such 
that consumers’ positive experiences of CCI can lead to favorable service satisfaction and behavioral intention (e.g., 
Moore, Moore, & Capella, 2005). In the sport consumer behavior literature, a number of scholars have reported that 
the desire to engage in a high level of social interactions with other consumers is one of the major motives for 
attending sporting events (e.g., Robinson, Trail, & Kwon, 2004; Trail & James, 2001). Although these studies 
contribute greatly to the sport marketing literature, they are limited to examining social interaction as an attendance 
motive, and little is known about the actual experience of interactions among consumers during sporting events. 
More specifically, few studies have attempted to investigate antecedents and consequences of CCI in spectator sport. 
To fill this gaps, the purpose of this study is to examine how sport service environments (i.e., other consumer 
passion as a social factor and aesthetic scenery as a physical factor) influence excitement, which in turn affects CCI 
and consumer citizenship behaviors (CCBs) (i.e., helping others and WOM; Tsai, Wu, & Huang, 2017). 
 
Literature review 
 
The research framework in the current study is built on the stimulus-organism-response (S-O-R) paradigm 
(Mehrabian & Russell, 1974), which proposes that the association between environmental stimuli and consumers’ 
behavioral intention is mediated by their emotional reactions to the environments. More specifically, the features of 
environmental stimuli (S) (e.g., other consumers and aesthetic scenery) arouse emotions (O) (e.g., excitement), which 
subsequently influence approach or avoidance behavioral responses (R) (Mehrabian & Russell, 1974). Based on the 
S-O-R paradigm, the following hypotheses were suggested: 
 
H1a. Excitement will mediate the relationship between other consumer passion and CCBs. 
H1b. Excitement will mediate the relationship between aesthetic scenery and CCBs. 
 
Consumers’ emotions triggered by service environments can facilitate CCI (Fakharyan et al., 2014; Moore et al., 
2005). This view is in line with the S-O-R paradigm (Mehrabian & Russell, 1974), such that positive perceptions of 
service environments result in emotional responses, which have the potential to enhance the propensity of CCI for 
consumers (Moore et al., 2005). In addition, empirical studies demonstrate a strong relationship between CCI and 
behavioral outcomes. For example, Moore et al. (2005) indicated that CCI increased WOM and loyalty toward 
organizations. Thus, the following hypothesis was proposed: 
H2. CCI will mediate the relationship between excitement and CCBs. 
 
Method 
 
Professional golf tournaments were selected as a research context. Data were collected from three tournaments 
organized by the Korea Ladies Professional Golf Association (KLPGA) via a systematic random sampling method. 
That is, trained surveyors were positioned in various places (e.g., parking areas), and every fifth spectator who had 
finished watching a golf tournament was asked to participate in the current study. As a result, a total of 281 
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questionnaires were collected. 
 
Results 
 
Confirmatory factor analysis was conducted to test the measurement model, and the result indicated an acceptable 
fit to the data (χ2 = 264.66, df = 89, p < .05, CFI = .95, TLI = .93, and RMSEA = .08) (Hair, Black, Babin, & 
Anderson, 2010). Cronbach’s alpha (ranging from .85 to. 93) and composite reliability values for all variables 
(ranging from .85 to .93) were over the cutoff of .70, demonstrating good internal consistency of constructs (Fornell 
& Larcker, 1981; Nunnally & Bernstein, 1994). Convergent validity was ensured, as average variance extracted 
(AVE) of all constructs exceeded the criterion of .50, ranging from .59 to .86 (Fornell & Larcker, 1981). All AVE 
values were greater than the squared correlations of all pairs of constructs, indicating satisfactory discriminant 
validity (Fornell & Larcker, 1981). 
 
The hypothesized model also appeared to be an adequate model fit to the data (χ2 = 390.81, df = 119, p < .05, CFI 
= .93, TLI = .90, and RMSEA = .09) (Hair et al., 2010). To test the hypotheses (i.e., mediating effects), structural 
equation modeling was performed using the bootstrapping with a bias-corrected 95% confidence interval (CI) of a 
5,000 resampling. The results indicated the significant mediating effects of excitement between other consumer 
passion and helping (β = .15, p < .001, CI = .07 to .23), between other consumer passion and WOM (β = .15, p < 
.001, CI = .04 to .24), between aesthetic scenery and helping (β = .06, p < .05, CI = .02 to .11), and between 
aesthetic scenery and WOM (β = .06, p < .001, CI = .01 to .12), confirming Hypotheses 1a and 1b. CCI marginally 
and partially mediated the relationship between excitement and helping (β = .04, p < .10, CI = .01 to .10) and 
significantly mediated between excitement and WOM (β = .06, p < .05, CI = .01 to .12), supporting Hypothesis 2. 
The structural model accounted for 57% of the variance in excitement, 11% in CCI, 39% in WOM, and 29% in 
helping. 
 
Discussion 
 
The current study is among the first to verify the mediating roles of CCI and excitement predicting CCBs (i.e., 
helping and WOM), which are considered beneficial to sport organizations (e.g., KLPGA) (Kim & Byon, in press). 
In addition, the present study extends the utility of the S-O-R framework (Mehrabian & Russell, 1974) to a golf 
event consumption, such that sport consumer behaviors are largely affected by man-made physical surroundings 
involving various social interactions (e.g., Uhrich & Benkenstein, 2012). From a practical perspective, we seek to 
offer insight into how managers can capitalize on CCI through the management of sport service environments and 
emotion in an effort to generate CCBs. For instance, organizations might host a breakfast or lunch reception in an 
effort to provide spectators with opportunities to socialize with one another, which might facilitate CCI during a 
golf event. 
 


