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The roles and benefits of sport teams in our communities goes far beyond economic impacts (Sparvero & Chalip, 
2007). Sport team cultures and values support society’s education, public health, and environment, as well as 
goodwill among local stakeholders (e.g., residents, non-profits, businesses, city planners) (McCullough & 
Cunningham, 2010). Over the past decade, sport organizations have dedicated both financial and in-kind resources 
to enhance safe, healthy, and sustainable communities (Smith & Westerbeek, 2007). More specifically, all Minor 
League Baseball (MiLB) member clubs have teamed up with the MiLB to reinforce socially and environmentally 
responsible activities for driving positive social change. On their official team websites, each member club 
comprehensively identifies and clearly categorizes its outreach, fundraising, and donation programs to promote 
healthy and sustainable communities. However, few studies have focused on the social impacts of minor league 
sport teams in small cities (i.e., maximum population of 70,000). The majority of the literature has focused on the 
social impacts of professional sport teams in urban areas (Schulenkorf, 2009). To fill this research gap in the sport 
marketing literature, this study investigates the psychological process of how the perception of minor league sport 
teams’ socially responsible initiatives (SRI) influence sport fans’ experiences of positive emotions and the 
psychological sense of community attachment. 
 
This study examines a proposed model that depicts positive emotion as a mediating mechanism within the 
relationship between sport fans’ perceived SRI and their psychological sense of place attachment and pride in a 
place. Three relationships are hypothesized and empirically tested. First, we propose that the local sport teams’ 
altruistic and generous helping behavior (i.e., emotionally valued social roles) elicits and causes positive emotional 
responses among sport fans (e.g., Hwang & Kandampully, 2015; Romani, Grappi, & Bagozzi, 2013). As the 
proposed model progresses, we posit that sport fans who have high emotional responses with their favorite local 
sport teams’ SRI tend to deepen their positive social relationships (Fredrickson, 2004). That is, sport fans’ positive 
emotions increase their sense of place attachment (Williams & Vaske, 2003) and pride in where they live (Gladden & 
Funk, 2002). Finally, we predict that positive emotions play an important role in interconnecting the relationship 
between the perceived SRI and the sense of attachment and pride toward the communities represented by local 
sport teams’ emotionally valued social roles. 
 
The survey-based dataset used in this study includes a convenience sample of 307 local residents (general adult 
consumers) who visited the Viaero Event Center in Kearney, Nebraska. The Viaero Event Center is home to the 
Tri-City Storm, a Tier I junior hockey team in the United States Hockey League. Kearney is a small-sized rural 
community with a population of 30,787, according to the 2010 census. The survey consisted of questions related to 
four constructs: (a) perceived SRI, (b) positive emotion, (c) place attachment, and (d) pride in place. Each construct 
included five representative items. In particular, positive emotion (i.e., happy, pleased, relaxed, hopeful, excited, 
satisfied) was measured/compared with negative emotions (i.e., unhappy, annoyed, bored, despairing, calm, 
unsatisfied) on a seven-point Likert-type scale. 
 
An examination of the hypothesized model was achieved through the use of structural equation modeling (SEM) 
with the maximum likelihood estimation method. Measurement and structural models (a two-step modeling 
approach: Anderson & Gerbing, 1988) were estimated separately using Mplus 8.0. In the first step, we validated 
measurement model with confirmatory factor analysis (CFA). Goodness-of-fit indices supported the measurement 
model (CFI=.966, SRMR=.039, RMSEA=.054) with the factor loadings ranged from .695 to .932. The values of 
average variance extracted (AVE) for study constructs ranged from .511 to .826. In the second step, we tested the 
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hypothesized interrelationships among the latent constructs. The structural model assessed with SEM showed a 
good model fit of the structures underlying the empirical data (CFI=.966, SRMR=.039, RMSEA=.054). The results 
showed that perceived SRI enhanced positive emotion (γ = .514, p < .001). The enhanced positive emotion also 
increased sport fans’ place attachment (γ = .388, p < .001) as well as pride in place (γ = .709, p < .001). Further, the 
direct paths from perceived SRI to place attachment (γ = .265, p < .001) and pride in place (γ = .256, p < .001) were 
statistically significant. Thus, the mediating effect found in this current study was that positive emotion partially 
mediated the perceived SRI on place attachment (indirect effect, γ = .200, p < .001) and pride in place (indirect 
effect, γ = .364, p < .001). 
 
The hypothesized model empirically demonstrated that sport fans’ emotional responses, reinforced by local minor 
league sport team’s SRI, enhanced a strong sense of community attachment and pride. Positive emotion (e.g., 
pleased, hopeful, satisfied) deepened sport fans’ (residents) sense of belonging, in terms of being a part of the caring 
community and increasing their pride in a particular space (community). In consequence, local sport teams’ 
emotionally valued social roles were visibly directed to improved the psychological well-being of the communities.  
 
In conclusion, the body of knowledge generated in filling the research gap through this applied research provides 
three important managerial implications: (a) minor league sport teams in small-sized cities are sustainable assets for 
the communities, due to their extra prosocial endeavors. Their emotionally valued social roles promote 
psychological well-being, sustain a sense of belonging and friendship, and strengthen community ties; (b) local minor 
league sport teams can be a powerful and positive force for social change, thereby establishing future community 
characteristics. We provide empirical evidence that local sport teams’ prosocial obligations move beyond customer 
relationships into communal relationships. Local sport teams’ prosocial efforts eliciting positive sentiment/feelings 
strengthen community solidarity and harmony; and (c) minor league sport teams in small communities play a critical 
role as a primary partner of social and environmental (green) movements for city planners. Consequently, we 
recommend that city planners invest in their local minor league sport teams to promote community bonds and 
healthy, sustainable communities for their current residents, as well as future generations.  
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