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In a real-world environment, sport consumers learn about sport brands through different forms of experiences: 
Indirect (e.g., advertisement), direct (e.g., watching on TV), and virtual (e.g., sport video game) experiences and they 
normally do not expose to just one kind of experience. Integrated Information Response Model suggests different 
response pattern across sequential exposure to experiences. However, surprisingly no empirical research to date has 
been conducted on the impact of sequential exposure of a virtual sport experience paired with indirect or direct 
experiences. Accordingly, this study is designed to answer the following research questions:  
 
RQ1: Which sequential combination of experiences is most effective in sport consumer learning? 
 
RQ2: How do the sequential combination of consumer experiences influence sport brand knowledge, attitudes, and 
purchase intention?  
 
Thus, the purpose of this study is to examine the sequential effects of virtual sport experience (VE), relative to 
indirect experience (IE) and direct experience (DE), on brand knowledge, brand attitude and purchase intention.  
Experiences can be classified based on the degree of possible interaction with products and the quality of the 
information transmitted to human sensory channels. Traditionally, direct experience (DE) generated from actual 
product contact or consumption is perceived as more credible and memorable than indirect experience (IE) 
generated from passive observation in advertising (Smith & Swinyard, 1982). Previous research have supported that 
attitudes formed from DE predict behaviors better than attitudes based on IE (Li, Daugherty, & Biocca, 2003). 
More recently, the advance of audio-visual technology enables consumers to simulate DE with sport brands in new 
multimedia environments (e.g., internet, computers, video games, smart phones). The new form of experience in the 
mediated environment was known as virtual experience (VE). According to Li et al. (2003), VE is closer to DE such 
as product trial in terms of vividness and interactivity. VE is also similar to IE in terms of a mediated experience that 
can be provided to larger audience (Edwards & Gangadharbatla, 2001). Accordingly, VE is more likely to generate a 
rich experience equivalent to DE, as well as advantages of IE such as information presentation. VE takes the 
advantages of both types of DE and IE (Li et al., 2003). 
 
The Integrated Information Response Model emphasizes the role of the sequential combination of experiences in 
consumer learning. According to Smith and Swinyard (1982), consumers are more likely to accept an advertising 
message when indirect experience (advertising) proceeds direct experience (product use). As such, consumer 
expectation created by advertising is confirmed or rejected by direct experiences in the response process to an 
advertising message. More recently, Daugherty, Li, and Biocca (2008) outlines the processes by which the sequences 
of experiences influence consumer learning. 
 
Using a convenience sampling technique, a total of 180 undergraduate students at a medium-size East Coast 
university in the United States was recruited. The majority of the respondents (54.3%) were White/Caucasian (63.9), 
male (70.0%), single (97.8%), and between 18 and 25 years of age (M = 21.71; SD = 3.24). On arrival at the lab, each 
participant was randomly assigned to one of six experimental conditions (IEàDE, IEàVE, DEàIE, DEàVE, 
VEàDE, VEàIE conditions). Each experimental condition had 30 participants. At this point, participants 
complete a short questionnaire designed to collect background information on experiences with a sport brand (e.g., 
pre-formed sport brand attitude) and demographic information. The short survey included questions related to 
other brands to mask the intent of the study being on certain sport brands. For the purpose of this study, a NBA 
team brand was selected as a test material for two reasons: Low familiarity and neutral attitudes towards the NBA 
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team brand. The findings of the pilot test showed that 90.6% of participants was not familiar with the brand and 
97.8% has neutral attitudes towards the brand.  
 
After completing the short survey, participants played a 30 minute segment of a NBA-themed video game for virtual 
experience. For direct experience, participants watched a pre-recorded sporting event for 20 minutes on a 40-inch 
TV. For indirect experience, mediated traditional print advertising was used. Participants viewed the print ad for 3 
minutes. The sequence of exposure was easily manipulated by alternating the order in which participants were 
exposed to the stimulus material. Following the participants’ sequential exposure, they completed a survey 
containing brand knowledge, attitude, and purchase intention measures. All of the survey questionnaire were 
adopted from previous research with some modifications (Bassili, 1996).  
 
The results of the ANOVA test indicated that there was a statistically significant difference in brand attitude scores 
for the six treatment condition groups, F(5, 174) = 8.78, p < .001, partial eta squared = .10. Post-hoc comparisons 
using the Bonferroni test indicated that participants indicated the highest level of brand attitude when exposed to a 
virtual experience preceding a direct experience (M = 5.03, SD = .92).  For product knowledge, the main effect of 
exposure conditions was significant, F(5, 174) = 7.04. p < .001, partial eta squared = .08). The results show that 
participants felt more knowledgeable when exposed to a virtualàdirect sequence (M = 4.07, SD = 1.36). The result 
of the ANOVA test revealed the main effect for purchase intention was significant, F(5,174) = 2.73, p < .05, partial 
eta squared = .06. Participants exposed to a direct experience indicated they are more likely to purchase the team 
game ticket. 
 
The findings of this study provide scholars and practitioners with theoretical and practical implications respectively. 
This study helps in understanding the effects of sequential combination of experiences on sport consumer learning. 
In particular, the findings provide empirical evidence that exposure to virtual experience proceeding direct 
experience is most effective in sport consumer learning. In addition to the theoretical implication for scholars, the 
findings of this study will provide sport marketers with clear ideas on prediction for effective persuasive 
communication strategies. It is also anticipated that the findings will help sport organizations in the US to create 
effective marketing or communication strategies for developing the global sport market. 
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