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Social media platforms provide a space where sport fans can interact with sport organizations; however, users from 
different markets may have different perceptions and motivations for using these services as individual behaviors are 
shaped by values and norms (de Mooij, 2008; Halavais, 2000; Kim et al. 2011; Recabarren, Nussbaum, & Leiva, 
2008). 
 
Uses and gratifications theory focuses on how individuals utilize the same medium to satisfy different purposes 
(Severin & Tankard, 1997).  The theory has been used to examine media users’ psychological needs, and how it may 
shape and motivate users to engage to certain media-use behaviors for gratifications which could satisfy their 
intrinsic demands (Rubin, 1994). The theory has been applied tounderstand users’ behaviors in multiple different 
social media platforms, primarily Facebook (i.e. Clavio & Walsh, 2013) and Twitter (i.e. Clavio & Kian, 2010; Clavio 
& Walsh, 2014; Gibbs, O'Reilly, & Brunette, 2014). However, a number of scholars (Frederick, Lim, Clavio, 
Pedersen, & Walsh, 2012; Witkemper et al., 2012) suggested that there is an increasing need to conduct research 
across multiple platforms.  
 
Filo, Lock, and Karg (2015) suggested that social media research in sports should surpass geographic restrictions to 
understand the diversity of social media users, since the majority of current studies are from North America. There 
is also an increasing need for more research conducted in the Asia and Pacific region (Chan & Guillet, 2011; Filo et 
al., 2015). As the second largest world economy, China has a distinguished sports and social media market, creating a 
challenge for sports organizations which desire engaging with Chinese sports customers. Since the majority of 
international mainstream social media platforms, such as Twitter, Facebook, and YouTube, are inaccessible in China 
because of the concern of national security, localized social media platforms, such as Weibo and WeChat, are 
primarily being used by Chinese customers (Li, Stokowski, Dittmore, & Scott, 2015). In order to engage with users 
in this huge potential market, sport organizations and athletes have begun to embrace Chinese social media 
platforms, especially Weibo, to connect with Chinese consumers. The newest data provided by the Mailman Group 
showed that more than 1,200 international official sports organizations are embracing Weibo (Favorito, 2015). 
Even if Weibo, referred to as “Chinese Twitter” (Staufenberg, 2015), has the same function as Twitter (Chen, 
Zhang, Lin, & Lv, 2011), users’ motives and behaviors may differ from Twitter users since these consumers’ 
involvement with social media may be shaped by their cultures, languages, customs, values, and even ideologies. The 
purpose of this study, therefore, was to examine how sports fans utilizing Twitter and Weibo differ from each other. 
Through acknowledging similarities and differences between Twitter and Weibo users’ motivations, behaviors, and 
uniqueness of consuming SNS, sport organizations can develop more effective social media strategies in two main 
markets, especially in China and in America. 
 
Three research questions were developed: 
 
RQ1: Do Weibo users have different motives for following a sport organization from Twitter users? If so, how do 
they differ?  
 
RQ2: What are the relationships between Weibo users’ motives of following a sport organization and their 
interactivity?  
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RQ3: What are the relationships between Twitter users’ motives of following a sport organization and their 
interactivity? 
 
Methods 
 
To study the actual followers of sports organization’s social media account, the Los Angeles Lakers’ social media 
accounts were chosen due to its popularity on both Twitter and Weibo platforms. The researchers contacted the 
Lakers’ digital department and the latter shared a message on both platforms. After eliminating missing data, there 
were 299 (out of 334) Twitter users and 796 (out of 839) Weibo users remained for further analyses (overall missing 
rate = 6.65%). 
 
To measure the motives of sport fans using social media, the questionnaire used the 30-item motivation scale for 
Online Sport Consumption (MSSOC) by Seo and Green (2008), to measure the sport customers’ online 
consumption.  For the purpose of this study, 18 items associated with six motivation latent constructs –information 
(3 items), entertainment (3 items), technical knowledge (3 items), escape (3 items), pass time (3 items), and team 
support (3 items) - were applied. The scale has a reported level of reliability ranging from .77 (team support) to .88 
(technical knowledge) and correlations with a measure of internet commitment were statistically significant, from .52 
(team support) to .72 (technical knowledge). The correlation with Web-commitment ranged from .20 to .62. 
 
Due to the fact that the online survey was answered in two languages- Chinese and English, the back translation 
approach was utilized to measure maintaining the equivalence of contents of two surveys (Brislin, 1990). Instead of 
performing a MANOVA to access average mean differences between Twitter and Weibo users on multiple latent 
outcomes, this study examined six latent constructs simultaneously by using Multiple Indicators, Multiple Causes 
(MIMIC) model. All analyses were conducted using Mplus 7.4. 
 
Results and Discussion 
 
We summarize briefly results of our MIMIC model; the full paper includes tables of descriptive statistics, parameter 
estimates, and results of the research quesetions. The goodness-of-fit indices indicated the data fit model well (i.e., 
CFI= .955, SRMR=.039, RMSEA=.084 with 90%CI .080-.089, 𝜒"(171) = 22855.661). All standardized factor 
loadings were statistically significant and greater than .8 (ranged from .866 to .958). Comparing the six motives 
differences between Twitter and Weibo users, the results indicated Weibo users have significantly higher means than 
Twitter users, except lower means in team support factor. Although both MANOVA and MIMIC model have the 
same results, the MIMIC model is based on a stronger psychometric property. Full results and discussion will be 
presented in our poster at the conference. 
 
Limitations and Future Directions  
 
There is not a study without limitations. First, one of the limitations in this study is that only one NBA team’s users 
on two different social media platforms was surveyed to explore motivational differences in following sport 
organizations, it may affect its’ generalizability. Second, the study relied on participants to self-report data, and while 
it is assumed that participants actually follow the Lakers on Twitter or Weibo, it is not guaranteed that the 
information provided by participants reflects their actual situations. Third, when measuring differences between 
Twitter and Weibo users in their motivation, even though some motives (such as convenience, information, and 
entertainment) were found to be significant between two groups, the effect sizes were not high. Application of this 
study’s results to other research should be made with caution. Finally, the current study was conducted during 2015-
2016 NBA season; that was an unsuccessful year for the Lakers, and it was also star player Kobe Bryant’s last year. 
This may have impacted participants’ answers, since participants could rate higher in obtaining information 
regarding players such as Kobe Bryant rather than team information.  
 


