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Introduction 
 
The purpose of this study was to explain, through a multi-stage examination, what motivates women to play fantasy 
football in the framework of empowerment and uses and gratifications theory. Simon (1959) was one of the first to 
posit that motivation plays a fundamental role within the decision making process of consumers, and represents a 
key catalyst within the study of consumer behavior. History suggests that despite the significance of women as 
consumers, marketers and managers have missed opportunities to connect with this important demographic. 
Fantasy sports are no different, and the industry may be missing a substantial opportunity to grow participation. 
Thus, understanding what drives women to participate in fantasy football will allow marketers and managers to 
design and distribute products and services that better meet the populations’ unique needs and wants. 
 
Fantasy sport is now a major component of the North American sports industry, with an estimated 57.4 million 
users and a $15 billion business (Fantasy Sports Trade Association [FSTA], 2017). With a gender breakdown of 66% 
male and 33% female (FSTA, 2017), an estimated 37.9 million males and 19.5 million females are playing fantasy 
sport in the United States and Canada. There are many motivational factors for participation across each fantasy 
sport, and top fantasy football motivations include social interaction, competition, entertainment, and escape 
(Dwyer, & Kim, 2011). Even though fantasy football is still a “male dominated activity,” female participation 
continues to grow, and thus we endeavored to examine female motivations for participating in fantasy sport, using 
fantasy football as the context.  
 
Method 
 
To fully understand why women play fantasy football, the current study utilized a uses and gratifications and 
empowerment theoretical development (Ruggiero, 2000) while implementing a multi-phase exploratory sequential 
mixed methods design. An exploratory sequential design is used to generalize qualitative findings to a larger sample. 
According to Creswell et al. (2011), this method is best for exploring an unknown phenomenon in-depth and 
measuring the prevalence of its dimensions.  
 
Motive generation was an iterative process beginning with open-ended survey responses from 32 female fantasy 
football participants. These open-ended questions were developed based on the theoretical emergence work above. 
The results of the open-ended questions were then analyzed, and a semi-structured interview guide was developed. 
Eight qualitative interviews were conducted and data saturation was reached. Open and axial coding was used to 
analyze the data for theme emergence and was compared to the domain criteria for female fantasy football 
participation. The resulting 38 motives were then converted into survey items on a seven-point agreement Likert-
type scale and administered to a pilot study of 31 female fantasy participants for additional face and content validity.  
The resulting coded items produced five motive factors of Gratify, Socialize, Enhance, Empower, and Connect and the 
updated items were sent to a sample of randomly selected female NFL enthusiasts in partnership with 
NFLFemale.com. A total of 600 members were randomly recruited from a larger membership base and solicited via 
email. Two hundred and three participants began the quantitative survey of NFLFemale.com members with 184 
finishing it (31% response rate). Once the motives and items were refined through statistical and expert analysis, the 
refined survey was sent to the members of Titan True, the official women’s fan club of the Tennessee Titans. A total 
of 1,000 individuals were solicited via email during the 2016-17 NFL season, and 194 participants successfully 
completed the survey (19.4% response rate). 
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Results 
 
The EFA resulted in 19 motives under five distinct dimensions. Motives and factors, factor loadings, mean inter-
item correlations, and Cronbach’s alphas will be provided. The factors and motives accounted for 74.3% of the 
model’s variance. Each of the five multiple linear regressions to assess concurrent validity were statistically 
significant at p < .001. Three expert panelists then reviewed the EFA results for statistical and theoretical validity. 
Both the Gratify and Enhance factors positively impacted enjoyment and time spent watching NFL games. The 
Connect and Socialize factors positively impacted the frequency of fantasy-related social media usage. The Empower 
factor positively impacted frustration and negatively impacted enjoyment. Additionally, when controlling for the 
upcoming opponent’s gender (76% male), the Empower factor positively impacted the level of importance of winning 
an upcoming matchup. 
 
Discussion 
 
Five sub-dimensions were uncovered and validated through the four data collection processes. Three of the five 
dimensions mirror male motives, and the other two are unique to women. The Gratify and Enhance motives positively 
impacted time spent watching NFL games and the enjoyment of the activity. This parallels research on male motives 
(Dwyer & Kim, 2011). The Socialize and Connect motives positively impacted social media usage, yet did not 
statistically impact any other outcome variable. The Empower motive impacted three outcome variables, two 
positively (Frustration and Importance) and one negatively (Enjoyment).  
 
These results underscore the heterogeneity of female fantasy football participation. In some cases their participation 
mimics male participation, yet other areas highlight a unique draw to fantasy football. Most notably, enhanced 
motivation for females does not lead to enhanced NFL viewership for each motive, as it has been determined 
previously for males. However, the Connect motive provides an attachment to players not seen in men. In addition, 
the Socialize factor, which has been found to be the most influential in men, has no impact on traditional forms of 
NFL consumption.  
 
The Empower motive is a unique factor to female participants. Duncan and Brummett (1993) suggested females 
might demonstrate empowerment in two ways: liberal and radical. In liberal empowerment, women would play 
fantasy sport to show they can participate in an activity that was typically male-dominated in the same way that men 
do, and in fact, can do so better than men. The Empower factor of this study significantly impacted the importance of 
winning a game, which supports the idea that women use fantasy football for liberal empowerment. However, the 
empowerment factor also heightened frustration and negatively impacted enjoyment. It could be that because many 
women play fantasy sport strictly for fun, they play fantasy sport differently than men. This demonstrates radical 
empowerment as they choose to participate in sport in their own, distinct way. Potentially, women who participate 
in this way are frustrated by the need to be competitive with males, or find that having to play in the same way as 
men takes some of the enjoyment out of playing. 
 
With sport leagues increasing their marketing focus on reaching the female consumer segment and females joining 
fantasy sport sites at a rate twice as fast as men (Rubin, 2014), these results are practically important because they 
reveal that women play fantasy football for different reasons than men in multiple instances. This should encourage 
marketers to approach this market in multiple different ways to capture the attention of women and encourage their 
consumption of sport through fantasy sports.   
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