
2017 Sport Marketing Association Conference (SMA XV) 

Boston, MA November 1-3, 2017 

  

 

The Role of Ethnicity in Examining the Relationship between Sport Involvement and Consumption 
Behaviors: From an Acculturation Perspective 
 
Ryan Kota, Florida State University  
James Du, Florida State University 
 
Wednesday, November 1, 2017 25-minute oral presentation 
3:30-3:55 PM, Hubert/Charles (including questions) 
 
The Hispanic and Asian ethnic populations in the United States have increased in recent years, and this growth is 
expected to continue (Nielsen, 2016). In the year 2000, the U.S. population stood at 281 million, with 75.1% White 
Americans, 12.5% Hispanic or Latino Americans, and 3.6% Asian Americans (U. S. Census Bureau). Staff with the 
Pew Research Center (2016) project that the U. S. will consist of 46% White Americans, 24% Hispanic or Latino 
Americans, and 14% Asian Americans. By the year 2055, it is projected that there will not be a single ethnic majority 
in the U. S.   
 
As the number of those who identify as Hispanic and Asian American continues to grow, so do their spending 
powers. By the year 2020, Hispanic Americans are expected to possess a spending power over $1.7 trillion, while 
Asian Americans are projected at $1.1 trillion (Nielsen, 2016). These demographic shifts and the associated change 
in consumers’ purchasing power have acted as catalysts for stimulating further scholarship on consumption 
behaviors across ethnic segments, with a particular focus on explaining different patterns across various 
acculturation levels (Alvarez, Dickson, & Hunter, 2014; Cleveland, Laroche, Pons, & Kastoun, 2009; Kara & Kara, 
1996; Ogden, Ogden, & Schau, 2004). 
 
Sport scholars have examined consumption patterns among members of ethnic groups. The results of the previous 
empirical studies indicated level of acculturation (Gacio Harrolle & Trail, 2007; Lee & Funk, 2011) combined with 
motives (James, Fujimoto, Ross, & Mastuoka, 2009) have the capacity to predict sport-related consumption. 
Findings of these studies have supported ethnic group segmentation and provided rationale for continued 
examination of the factors that help us better understand the connection between individuals and sport objects 
(Funk & James, 2001; 2006). Given the demographic shift in the American population, the purpose of this study is 
to examine whether the involvement-consumption relationship is different relative to an individuals’ ethnic 
background, and in conjunction with level of acculturation.   
 
The authors propose the following elements included in this study. First, the Psychological Continuum Model 
(PCM) (Funk & James, 2001; 2006) is included as a theoretical framework. The PCM provides a foundation to 
examine an individual’s psychological connection with a sport object and associated consumption behaviors (Funk 
& James, 2001; 2006). The framework is characterized by four distinct stages: awareness, attraction, attachment, and 
allegiance, from the lowest level of awareness to the eventual stage of allegiance. Three facets involvement-pleasure, 
centrality, and sign-are included in a staging mechanism developed by Beaton, Funk, and Alexandris (2009) to 
differentiate among the stages of psychological connection.  
 
Second, the authors include measures of acculturation. The U. S. has been considered a growing multicultural 
society, one in which members of numerous ethnic background come in continuous contact with each other (Berry, 
1997; Carpenter, Moore, Alexander, & Doherty, 2013). Examining the level of acculturation among members of 
ethnic groups, empirical evidence has been used to suggest that differences in this measure can lead to significant 
alterations to the consumer decision-making process and resulting behavior (Alvarez, Dickson, & Hunter, 2014; 
Kara & Kara, 1996; Penaloza, 1989). This line of inquiry has expanded into the sport marketing literature, with 
scholars providing evidence in support of acculturation as a viable unit of differentiation relative to sport-related 
consumer behavior across ethnic groups (Gacio Harrolle & Trail, 2007; Lee & Funk, 2011).  
 
Concerning sport-related consumption, the authors introduce the third element: consumption of American football. 
American football “generated 43 of the 50 largest U. S. sports audiences in 2015, including 14 of the top 15” 
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(Paulsen, 2016, para. 2). Further, scholars have identified a theoretical connection between values associated with 
American football and values present in the lifestyle of Americans (Gannon & Pillai, 2010). Results from a study on 
Asian and Hispanic American consumption of American football can generate information that may be used to 
further the sport marketing discipline concerning the consumption patterns of ethnic groups. The proposed study 
and implications are outlined in the following paragraphs. 
 
A sample of 600 individuals identifying as Hispanic and Asian, living in the U.S. will be obtained via distribution of 
an online survey. Involvement (12 items) and acculturation (6 items) will be adapted from the scales developed by 
Doyle et al. (2013) and Gacio Harrolle and Trail (2007), respectively. Sport-related consumer behavior measures (6 
media and 6 merchandise items) will be adapted from the scales developed by Karg and McDonald (2011). To 
examine the impact of acculturation on the involvement-consumer behavior relation, two competing empirical 
models will be constructed and tested with Structural Equation Modeling (SEM). Model 1 will be an examination of 
the collective measure of involvement as represented by the three facets, whereas Model 2 will be an examination of 
the unique impact of acculturation on each facet, relative to consumer behavior (e.g., impact of acculturation on the 
pleasure-consumer behavior relation). Considering practices of establishing model fit in sport consumer literature, a 
set of standard fit indices will be administered to determine which model is superior to fit the data (Havitz & 
Mannell, 2005; Kyle & Mowen, 2005).  
 
Study results will generate discussion on the impact of acculturation on sport-related consumer behavior, and seek 
to extend the culture-sport marketing scholarship (James et al., 2009; Lee & Funk, 2011). Specifically, researchers 
will have access to an operational model to address the impact of acculturation on the sport consumer decision 
making process across ethnic groups and sport contexts. From a marketing perspective, results of this study will 
further contribute to managers’ understanding of sport consumer behavior, and may show how elements of the 
consumption process relative to pleasure, centrality, or sign can be used as leverage in efforts to expand consumption of 
American football among unique ethnic populations. Additional implications to theory and practice will fully be 
addressed in the presentation.   
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