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Individuals have a natural aversion to others attempting to control their decisions, which can generate reactive 
tendencies (Rudorf, Schmelz, Baumgartner, Weist, Fischbacher, & Knoch, 2018).  According to psychological 
reactance theory (PRT), when an individual’s freedom is eliminated, or if there is a threat to that freedom, a state of 
reactance will be triggered in an attempt to have the freedom restored (Brehm, 1966).  This reaction includes more 
favorable attitudes towards, and attempts to engage in, the threatened activity (Miron & Brehm, 2006).   
 
 Given the 2018 Supreme Court ruling to federally deregulate sports betting, understanding consumer 
reactive behavior becomes magnified as legislation and regulation of the activity is quickly evolving. Legislation is 
currently being crafted or debated in most states. Similar legislation has impacted the fantasy sport industry as 
well.  Although fantasy sport is exempt from online gambling legislation, daily fantasy sports (DFS) are regulated in 
multiple states (Mears, 2018).   
 
 From a marketing standpoint, the impact of sports gambling and DFS legislation is substantial, as both 
activities play a complementary role to sports consumption.  It is estimated that over $150 billion is wagered both 
legally and illegally on sports (Povich, 2018). Additionally, DFS revenue increased to $335 million in 2018 (Gouker, 
2018).  Therefore, understanding consumer reactance in an environment with evolving regulation and various levels 
of restriction has considerable theoretical and practical implications. State governments, leagues, teams, and media 
corporations will be impacted by the potential increase in sport consumption through gambling and fantasy 
participation. As a result, the purpose of this study was to examine the influence of government regulation on 
consumer attitudes and intentions towards sport gambling and DFS participation.  Additionally, this study assessed 
the role of consumer reactance in these relationships.  
 

Consumer reactance has been examined within the context of promotional strategy, manipulative 
advertising, and product scarcity (Clee & Wicklund, 1980; Dailey & Ulku, 2018; Moore, Zemack-Rugar, & 
Fitzsimons, 2013). Consumers who perceive a threat to their freedom of choice will be attracted to the restricted 
product or limited option (i.e. restricted return policies, scarcity tactics).  Within the sport industry Schartel, Dunn, 
and Nisbett (2017) examined sport celebrities endorsing a controversial product. Results showed the type of 
messaging used by the endorser impacted consumer reactance. More research is warranted regarding reactance and 
the sport consumer, and investigations of this phenomenon with sports gambling and/or DFS are non-existent. 

 
Based on previous literature in sports gaming and consumer reactance, four hypotheses were developed to 

increase our understanding of consumer response to regulations: 
 
H1:  Consumers will have stronger intentions to participate in a sports gaming activity when future government 
restrictions threaten to eliminate the activity compared to discouraging the activity or legalizing the activity. 
 
H2:  Consumers with high reactance tendencies will have stronger intentions to participate in a threatened sports 
gaming activity compared to consumers with low reactance tendencies. 
 
H3:  The relationship between sports gaming intentions and government restrictions will be stronger for 
consumers with higher reactance tendencies compared to lower reactance tendencies. 
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Two studies were developed using experimental designs to identify whether gaming intentions were 
influenced by government restrictions, to examine the influence of reactance tendencies on behavioral intentions, 
and to test whether consumer reactance moderates the relationship between government restrictions and gaming 
intentions.  Both studies secured participants through a Qualtrics survey panel.   

 
Study 1 focused on fantasy participants (N = 747). Participants were randomly placed into scenarios where 

future participation in DFS was illegal, highly discouraged, or legal. A 3 (government restriction: 
illegal/discouraged/legal) x 2 (psychological reactance: high/low) x 2 (experience: played DFS/haven’t played DFS) 
full-factorial between-subjects design was employed.  Levels of reactance, DFS attitudes, and DFS intentions were 
measured after exposure to the assigned scenario. Results showed significant main effects for government restriction 
groups based on DFS intentions (F(2, 735) = 28.23, p = <.001, η2 = .071).  Interestingly, mean scores for DFS 
intentions were highest for the legal group (M = 5.34, SD = 1.75). Main effects for reactance tendencies were also 
significant (F(1, 735) = 30.72, p = <.001, η2 = .040). Respondents with high reactance tendencies had higher DFS 
intentions (high: M = 5.00, SD = 1.88, low: M = 4.10, SD = 2.16). In terms of moderation, the results showed the 
interaction between reactance tendencies and government restriction was significant F(2, 735) = 6.18, p = .002, η2 = 
.017). 

 
Study 2 focused on NFL consumers with general knowledge about sports gambling (N = 300).  The same 

design was employed for this study with the only exception being gambling frequency (seasonally/within season) 
instead of DFS participation.  Results showed significant differences between government restriction groups based 
on gambling intentions (F(2, 224) = 3.24, p = .041, η2 = .028).  Mean scores for gambling intentions were also 
highest for the legal group (M = 5.51, SD = 1.51).  Consumer reactance tendencies (High/Low) were not significant. 
In terms of moderation, the results showed the interaction between reactance tendencies and government restriction 
was not significant.  However, the interaction between gambling frequency and government restriction was 
significant F(2, 224) = 3.16, p = .044, η2 = .027). 

 
Results for both studies demonstrated inconsistencies with previous consumer reactance literature as groups 

in “legal” scenarios had the strongest intentions to participate in gaming activities.  However, the varying regulation 
from one state to another may be playing a role, as individuals can participate in these activities in states where they 
are legal. As more states legalize sports gambling and allow DFS, it is likely that significant participation and thus 
sport-related revenue through gaming will dramatically increase.  Additionally, consumer reactance played a 
moderating role in groups that were discouraged or restricted from the activity. Consumers with high reactance 
tendencies reacted unfavorably to threats of freedom as anticipated (Clee & Wicklund, 1980), extending our 
knowledge of the impacts of consumer reactance within the sports gaming industry.  Additional discussion of the 
results will be presented at the conference.  
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