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Game day experience is formed by a variety of sensory stimulations. Starting from hopeful expectations 

when walking into the stadium and observing the blue sky and the green turf to watching the spectacular 

performance of athletes and feeling a sense of social experience, the atmosphere at a sporting event is induced by 

various psychological and environmental components. While numerous models have examined the functional roles 

of psychological constructs of fan experience, this line of research is extending into a broader scope incorporating 

interdisciplinary approaches. 

One of the most frequently studied construct in sport marketing is the fan’s self-perception of his or her 

connection with a team—team identification. From its operationalization and validation with its criterion variables 

(Branscombe & Wann, 1991; Wann & Branscombe, 1993), researchers have continued to study team identification 

conceptually (Delia & James, 2018; Lock & Heere, 2017) and empirically (Jang, Wann, & Ko, 2018; Lee, Gipson, & 

Barnhill, 2017) in various models.  

Taking an environmental psychology approach, researchers also examined the effects of environmental 

variables on fan behavior (Lee, Lee, Seo, & Green, 2012; Wakefield & Sloan, 1995). In particular, Uhrich and 

Benkenstein (2010, 2012) identified the formative and reflective indicators of stadium atmosphere and tested the 

physical and social effects on psychological and behavioral responses. However, different effects by game-induced 

stimuli from athlete performance and spectator-induced stimuli in the stands were not empirically examined.   

Dissecting the effects of game-induced stimuli and spectator-induced stimuli expands the scholarship of 

sport marketing research. It provides means to investigate the reciprocal flow between athletes and spectators 

(Wann & Hackathorn, in press), social-embodiment of fan culture and behavior (Jang et al., 2018; Wann, 2006), 

nature of sporting event consumption (Madrigal, 2006), and the cognitive processes in a space where social 

interactions of bodily actions, perceptions, and interpersonal emotions intertwine (Kim, Magnusen, & Lee, 2017; 
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Lee et al., 2017; Niedenthal & Brauer, 2012). Hence, in this study, we disentangle the causal relationships among 

team identification, game action (as game-induced stimuli), crowd behavior (as spectator-induced stimuli), and flow 

on appraisal variables of vicarious achievement and pleasure. We also test the effects of these variables on behavioral 

intention variables of word-of-mouth and revisit intention.  

Method 

A total of 351 participants were recruited from seven professional volley league stadiums in a Far East 

Asian country. Average age of respondents was 35.56 years (SD = 12.59) with 190 men and 158 women (three did 

not specify gender or sexual orientation). Team identification was measured using James and Ross’s (2002) four item 

scale. Game action and crowd behavior was measured by the items developed by Uhrich and Benkenstein (2010). 

Flow was measured by items developed by Madrigal (2006). Vicarious achievement scale was adopted from Kwon, 

Trail, and Lee (2008), pleasure from Peterson, Park, and Seligman (2005), and word-of-mouth from Uhrich and 

Benkenstein (2012) and revisit intention from Kim, Trail, and Ko (2011).  

A measurement model using confirmatory factor analysis was examined to assess the psychometric 

properties of the scales. Structural equation modeling was used to test the direct and indirect effects. Team 

identification was the exogenous variable leading to a causal chain on game action, crowd behavior, and flow. 

Appraisal variables were affected by these variables and behavioral responses were affected by the appraisal 

variables. Bootstrap tests utilizing bias-corrected percentile intervals were computed to test mediation effects of all 

possible indirect effects (Bollen & Stine, 1992; Stine, 1989). 

Results 

 The measurement model indicated an acceptable fit of the data (χ2 = 1055.05, df = 377, CFI = .946, SRMR 

= .042, RMSEA = .072). Composite reliability (>.91), and average variance extracted (AVE) values (>.56) supported 

evidence of convergent validity. Discriminant validity was supported as square root of AVEs were larger than the 

absolute value of each corresponding factor correlations, expect crowd behavior and game action. An additional test 

of discriminant validity comparing models between the measurement model and the model constraining the 

correlation confirmed a significant difference between these factors (Δχ2 = 323.88, df = 1, p<.001).  

 Model fit of the structural model was equivalent to the measurement model. Path from team identification 

to game action was significant (β = .63, p<.001) and path from game action to crowd behavior was significant (β = 
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.77, p<.001). Direct paths of team identification (β = .65, p<.001) and crowd behavior (β = .16, p=.03) on flow were 

significant. All direct paths on vicarious achievement were significant (β[team identification] = .19, p<.01; β[game 

action] = .37, p<.001; β[crowd behavior] = .17, p=.02; β[flow] = .20, p<.01). Direct effects of team identification (β 

= .26, p<.001), flow (β = .54, p<.001), and vicarious achievement (β = .17, p<.01) were significant on pleasure. 

Direct effects of crowd behavior (β = .17, p=.01), vicarious achievement (β = .17, p<.01), and pleasure (β = .55, 

p<.001) were significant on word-of-mouth. Only the direct effects of pleasure (β = .27, p<.01) and word-of-mouth 

(β = .66, p<.001) were significant on revisit intention. All indirect effects were significant (ps<.05) except effects 

from crowd behavior to word-of-mouth (β = .08, p=.08) and effects from crowd behavior to vicarious achievement 

(β = .03, p=.09).  

Discussion 

 We examined the direct effects and indirect effects among team identification, game, crowd behavior, flow, 

vicarious achievement, pleasure, word-of-mouth, and revisit intention. The model fit the data well with evidence of 

psychometric properties. While team identification directly influenced game action, flow, vicarious achievement, and 

pleasure, it affected crowd behavior, word-of-mouth, and revisit intention only via indirect effects. Game action 

tended to have more indirect effects (e.g., effects on flow, pleasure, word-of-mouth, and revisit intention), whereas 

crowd behavior only affected word-of-mouth and vicarious achievement through direct effects. The game-induced 

effects mostly affected vicarious achievement. Game action affected pleasure mostly via vicarious achievement while 

crowd behavior affected pleasure mostly through flow experience. Behavioral intention variables were mostly affect 

by indirect effects. Disentanglement of mediation mechanisms provides rich insight into the cognitive processes in a 

game day experience. We will discuss the theoretical and practical implications in detail during the presentation. 
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