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Technological development has dramatically transformed sport spectators’ experiences. However, in spite 

of the significant influence of technological advancements on sport consumer behaviors, scholarly inquiry in the 

sport management field has lagged behind a technologically enhanced society (Macridis et al., 2018). In particular, 

the use of technology-based devices and systems (TBDS) regarding participating and spectating sports can play an 

important role in staying active and healthy. However, there is limited understanding of sport consumers’ use of 

TBDS regarding ticket purchasing behavior for sport events or games.  

 

Research about the use of TBDS and its effect on consumer experience is an ongoing process. Suh et al. 

(2015) found that consumers who are unfamiliar with TBDS are less likely to purchase tickets via TBDS and are not 

willing to use TBDS in the future. Shapiro et al.’s (2016) study showed that fluctuation of ticket prices or marketing 

and ticketing strategies on the online marketplace (e.g., dynamic pricing) resulted in dissatisfaction of users based on 

the perceived fairness of a ticket price or seat.  

 

Thus, in this study, we aim to study sport spectator’s technology acceptance level and their readiness to use 

TBDS in relation to their purchasing behavior of an electronic ticket. In detail, we explore why or why not sport 

consumers use smart devices (SDs) to buy tickets and what kind of barriers interrupt their purchasing behaviors 

depending on the individuals’ technology acceptance level and their readiness to use TBDS. 

 

For accomplishing the purpose of this study, we conceptualized a framework named Sport consumer’s 

acceptance and use of technology (SCAUT), based on the unified theory of acceptance and use of technology 2 

(UTAUT2: Venkatesh et al., 2012). Additional to UTAUT proposed by Venkatesh et al. (2003), Venkatesh et al. 
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(2012) developed UTAUT2 to understand consumers' acceptance and use of information technology in various 

contexts by incorporating eight key theoretical models. In more detail, they theorized that the seven dimensions of 

UTAUT2—Effort Expectancy, Performance Expectancy, Social Influence, Facilitating Conditions, Hedonic 

Motivation, Price Value, and Habit—affected behavioral intentions and the actual use of TBDS. There is few 

research reported from different areas in relation to the use of high-tech sporting devices or services such as 

wearable devices (e.g., Canhoto et al., 2017) or mobile health applications (e.g., Boudreaux et al., 2014). However, 

researchers in sport management have given little attention to understanding sport consumers' consumption 

behavior regarding TBDS. In order to fill the gap in the literature, roles of UTAUT2 dimensions and moderators in 

purchasing tickets via SDs are hypothesized in SCAUT: 

 

H1: Perceived dimensions of SCAUT will positively influence technology behavioral intention.  

H2: Behavior intention to use SDs to purchase a ticket will significantly predict its use. 

 

 Even if sport consumers might take use of SDs for granted, unfamiliar technology can cause particular 

difficulties in the use of TBDS (Parasuraman, 2015). Parasuraman et al. (2015) defined technological readiness (TR) 

as "a gestalt of mental motivators and inhibitors that collectively determine a person's predisposition to use new 

technologies" (p. 60). Thus, additional to the UTAUT2 constructs, we underline the role of TR in sport consumers’ 

usage of TBDS. In particular, there may be an individual difference in TR on the likelihood of using SDs in the 

context of ticket purchase. Thus, this study examines the individual differences of the four composite Technology 

readiness index (TRI) constructs (i.e., optimism, innovativeness, discomfort, and insecurity) on the relationship 

between the determinants of technology behavioral intentions and usage of SDs for a purchasing a ticket.  

 

 We also highlight team identification as potential moderators between the paths of SCAUT indicated above. 

Team identification defined as fans’ identification with their favorite team is based on strong emotional attachments 

affecting their cognitive process and behavioral tendencies (Funk & James, 2006; Heere & James, 2007). Drayer and 

Shapiro (2011) reported that fans with a higher team identification were more likely to pay more to attend the team's 

games. That said, an intrapersonal process of ticket purchasing decisions via SDs may be different depending on 
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their level of team identification, but little empirical evidence is known about its association. Thus, we argue that it is 

important to explore consumers' acceptance and use of technology combined with their level of team identification. 

Taken together, we proposed the following hypotheses: 

 

H3: TR will moderate the relationship between SCAUT dimensions of technology behavioral intentions and usage 

of SDs. 

H4: TID will moderate the relationship between SCAUT dimensions of technology behavioral intentions and usage 

of SDs. 

 

Gender and age are also connected with technology–behavior interactions (Venkatesh et al., 2003, 2015). 

Many empirical studies from different areas reported that there are gender differences between male and female 

consumers in the use of TBDS (Garbarino & Strahilevitz, 2004; Simon & Peppas, 2005). Also, scholars suggested 

that age differences had an effect on consumer's decision-making processes in the use of technology (Venkatesh et 

al., 2003; Morris et al., 2005). In line with these findings, we expect that the relationship between the determinants of 

technology behavioral intentions and the usage of SDs can be different based on gender and age in the context of 

ticket purchase behavior. Thus, the following hypotheses were generated: 

 

H5: Gender will moderate the relationship between SCAUT dimensions of technology behavioral intentional and 

usage of SDs.  

H6: Age will moderate the relationship between SCAUT dimensions of technology behavioral intentional and usage 

of SDs. 

 

 The results of this study will help academics and practitioners to better understand the challenges and 

benefits of a sport spectators’ ticket purchasing behavior associated with TBDS. In addition to the theoretical 

contribution regarding UTAUT and TR in the context of sports, we believe this study will guide future research 

aiming to enhance the game-day experience via TBDS. In particular, examination of the SCAUT can better 
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understand and identify various segments based on the moderated relationships and thus offer opportunities for 

sport marketers to design effective strategies to promote ticket sales via TBDS. 
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