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Participation in fantasy sport has grown substantially in recent years, with the number of unique participants in the 
United States and Canada increasing from 32 million in 2010 to 57.4 million in 2016 (Fantasy Sport Trade 
Association [FSTA], 2016). The fantasy sport industry generated nearly $32 billion in spending by participants in 
2016 alone (FSTA, 2016). Prior to 2012 a majority of spending was focused on traditional fantasy sports (TFS); 
currently, a majority of fantasy sport consumer spending is now done with a form of fantasy sport termed daily 
fantasy sport (DFS) (FSTA, 2016).  
 
TFS differs from DFS in several aspects (Billings, Ruihley, & Yang, 2016). TFS consumers are bound in season-long 
leagues in which winnings (e.g., money or other prizes) are awarded after the sport season has ended; DFS 
consumers have the ability to “draft a new team each day/competition” (Billings et al., 2016, p. 2) and receive 
winnings immediately after the competitions finish. TFS consumers must concern themselves with the every-day 
status of their ‘fantasy team’, whereas DFS consumers focus on the single-day/competition performance of players. 
Scholars have used these distinctions as rationale for examining variances in motivation and spending habits among 
those who consume the two types of fantasy sport (Billings et al., 2016). Although no significant differences in 
motivation to consume were recognized between TFS and DFS consumers, Billings and colleagues reported 
differences between the segments in relation to elements of sport-related media consumption and spending habits. 
Based on the characteristic differences of TFS and DFS consumption, and considering evidence provided by Billings 
et al. (2016), efforts should be made to better understand DFS consumers specifically.   
 
“We cannot hope to understand consumer behavior without first gaining some understanding of the meanings that 
consumers attach to possessions” (Belk, 1988, p. 139). In his conceptual writing on the extended self, Belk argues 
that possessions are part of the self, and are incorporated into an individual’s self-concept. The writing of Belk 
(1988) garnered considerable attention among sport consumer behavior scholars who have used elements of the 
extended self to provide evidence in support of the significant impact and predictive power of psychological 
connection to a sport object (Beaton, Funk, & Alexandris, 2009; Beaton, Funk, Ridinger, & Moorman, 2011; Doyle, 
Kunkel, & Funk, 2013; Funk & James, 2001; 2006). Previous research is largely focused on physical activity or 
spectatorship, with no attention on the fast-growing DFS consumer market. The core research question for this 
work is, “To what degree are DFS consumers psychologically connected DFS?” Specifically, the aim of the research 
project was to measure the level of psychological connection a consumer has to DFS, and to test whether the 
strength of psychological connection influences sport-related consumer behavior. 
 
The current study was conducted using the Psychological Continuum Model (PCM) (Funk & James, 2001; 2006). 
The PCM provides scholars with a four-stage framework used to segment consumers relative to their level of 
psychological connection to a focal object. The stages are awareness, attraction, attachment, and allegiance, ranging 
from lowest level of psychological connection to highest. To segment individuals into stages of the PCM, Beaton 
and colleagues (2009) reported on a staging mechanism using elements of the involvement construct as theorized by 
Funk and James (2001). To segment individuals by level of psychological connection and to examine whether 
strength of connection impacts sport-related consumer behavior, data on involvement and sport consumption were 
collected from consumers of DFS.  
 
The survey instrument consisted of three sections: (1) 12 general demographic and DFS-related questions, (2) 12 
involvement items adapted from Beaton et al. (2009), and (3) 10 sport consumption items (5 media and 5 
merchandise) adapted from the scales developed by Karg and McDonald (2011). Participants were recruited through 
Amazon Mechanical Turk, an internet-based crowdsourcing website. There were 201 usable surveys for analyses 
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conducted with IBM SPSS Statistics v22. A majority of respondents were between the ages of 25-34 (54.2%), and 
identified as White/Caucasian (54.2%). For the involvement and sport consumption factors there was evidence of 
internal reliability, with scores ranging from α=.84 to α=.89 (Nunnally, Bernstein, & Berge, 1967). Using the staging 
algorithm, respondents were segmented by level of psychological connection to DFS. 
 
There were respondents positioned in all four stages: 79 awareness, 28 attraction, 48 attachment, and 46 allegiance. With 94 
respondents measuring at the attachment and awareness stages, the results provide evidence DFS consumers are 
capable of possessing a stable, internal psychological connection towards DFS (Funk & James, 2001). Significant 
differences were not found among all stages for either media or merchandise consumption. No significant 
differences were recognized in media consumption between those at the attraction stage when compared to those in 
the attachment and allegiance stages. Similarly, no significant difference in merchandise consumption was 
recognized between attachment and attraction. Those at the attraction stage reported higher levels of media and 
merchandise consumption than those at the attachment stage, but lower levels of media and merchandise 
consumption than those at the allegiance stage. The uncharacteristic results are attributed the low number of 
respondents positioned in the attraction stage (28), although there may be other underlying causes.  
 
Significant differences were found between awareness and attachment, and between awareness and allegiance. 
Respondents in the awareness stage (M=5.01, SD=1.27) reported significantly lower levels of media consumption 
than those in both the attachment (M=5.62, SD=0.96) and allegiance (M=6.27, SD=0.77) stages. The same 
relationship was observed for sport merchandise consumption, those positioned in awareness (M=4.05, SD=1.38) 
reported significantly lower levels than those in attachment (M=4.89, SD=1.22) and allegiance (M=6.10, SD=0.89). 
One conclusion is that those reporting high psychological connection to DFS had a higher propensity to consume 
sport-related media and merchandise. These findings are supported by scholars who have suggested that fantasy 
sport is a complement to traditional sport consumption (e.g., television viewership and sport event attendance) 
(Karg & McDonald, 2011; Nesbit & King-Adzima, 2012). 
 
There are several key points to acknowledge. First, there is evidence that psychological connection to a sport service 
(i.e., DFS) can be predictive of sport-related consumer behavior. One suggestion for future scholars is to focus on 
the connection consumers have with DFS and TFS, and examine these connections relative to sport-related 
consumer behavior to see if there are differences. Second, it is important to question DFS as a sport service. Doyle 
et al. (2013) examined sport spectators, and argued that construct mean cut-points be adjusted appropriately in the 
PCM staging mechanism, as the original algorithm was formulated with active leisure pursuits in mind (Beaton et al., 
2009). Similar to Doyle et al., a large proportion of respondents in the current study (n=79) were positioned in the 
awareness stage. However, as DFS is conceptualized as a sport activity where consumers play DFS (Billings et al., 
2016), future scholarship should include an examination of where DFS is situated as a sport object relative to active 
leisure pursuits and spectatorship. Third, it is important to question whether it is appropriate to include awareness 
when discussing a service that is consumed (i.e., DFS). While consumers can regress in the PCM (Funk & James, 
2001), when studying fantasy sport consumption, is awareness really an accurate representation of psychological 
connection? Someone participating is obviously aware. Future researchers should include a closer examination of 
individuals measuring at the awareness stage in addition to other efforts to understand this phenomenon. 
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