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Abstract: 

This study examined the relationship among social media consumption, team identification, word-of-mouth 

intention, and attendance intention. By analyzing a total of 146 undergraduate students, this study revealed the 

following insights. First, social media consumption directly affects team identification and word-of-mouth 

intention. Second, team identification directly affects word-of-mouth intention and attendance intention. Third, 

social media consumption affects word-of-mouth intention and attendance intention, mediated by team 

identification. These results expand the use of social media in the marketing and research field upon prior studies 

of social media and team identification in sport. The most important contribution of this study was to provide the 

evidence that social media consumption can affect behavioral intention directly and indirectly with team 

identification as a mediating factor. Thus, this study suggests the way that social media can be used not only for 

information distribution but also for driving more revenue by stimulating fans’ team identification and 

intentions. 
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Introduction 

Social media now plays a significant role in people’s lives worldwide. Nearly 1.2 billion people 

representing 82% of the online population over the world are on social media and almost 64% of them connect it 

at least once a day (Dreyer, 2012; Nielsen, 2014). According to Nielsen (2014), people particularly like to talk 

about sports on social media. As evidence of this, the largest number of messages created in 2013 focused on a 

singular event occurred during Super Bowl XLVI, with 26 million messages generated. Naturally, to capture and 

attract these sports fans’ attention, many sport organizations, as well as collegiate athletics departments, use 

social media for their marketing strategies. Consequently, the popularity of social media in sports has also drawn 

researchers’ attention and numerous researches have hypothesized the potential influence of social media over 

users’ attitudes, intentions, and behaviors (Moreno, Kota, Schoohs, & Whitehill, 2013). Previous studies have 

suggested interesting and important possible relationships between social media and team identification that 

could widen the adoption of social media in sports. In other word, social media consumption could increase the 

level of team identification (Gau, James, & Kim, 2009; Gray & Wert‐Gray, 2012; Matsuoka, Chelladurai, & 

Harada, 2003; Smith, Smith, & Sanderson, 2012). Trail, Anderson, and Fink (2000) defined identification as “an 

orientation of the self in regard to other objects including a person or group that result in feelings or sentiments 

of close attachment” (p. 165-166). In this sense, team identification can be explained as the psychological link 

between fans and sports teams by extension of one’s identity into sports teams (Trail et al., 2000; Trail, Fink, & 

Anderson, 2003; Wann & Branscombe, 1993). The development of team identification is specifically involved 

team awareness that is activated by socialization processes through friends, family, and media (Funk & James, 

2001; Kenyon, 1969; Tajfel, 1982). Tajfel (1982) mentioned that awareness of membership is related to process 

of team identification. In addition, based on Funk and James’s (2001) Psychological Continuum Model (PCM), 

team awareness initiates the process to allegiance referring a loyal (or committed) fan of the sport team, which is 

analogous to fans that have high level of team identification. Therefore, team awareness is considered as the key 

factor developing team identification. Since social media increases team awareness (Shirky, 2011), it would be 

logical that social media consumption would develop team identification.  

Moreover, there are more evidences indicating the relationship between media consumption and team 

identification (Gau et al., 2009; Smith et al., 2012). Gau et al. (2009) analyzed a total of 750 spectators from 

three baseball and three softball games. They found that a group of individuals with high team identification 

indicated higher levels of media consumption through the print, television, and Internet than the low team 

identification group. Smith et al. (2012) studied the effect of social media consumption, in particular, on team 

identification. They examined how sports fans engage on social media focusing on the use of hashtags during the 

2012 College World Series Final. Hashtags allows users to create and follow a specific discussion and issues by 
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prefixing a key word with ‘#’ symbol (Kwak, Lee, Park, & Moon, 2010). Smith et al. (2012) captured and 

analyzed approximately 9,600 messages containing hashtag and identified five categories of hashtag use from 

sports fans such as hashtags, calling the game, cheering and encouragement, celebration, and jeers. They 

concluded the use of hashtags makes sports fans identify with teams and five categories of hashtag use that they 

found falls in line with the tenets and concepts of social-identity theory and team identification.  

Meanwhile, this team identification is found to affect behavioral intention (Gray & Wert‐Gray, 2012; Matsuoka 

et al., 2003). Behavioral intention has been regarded as a reliable predictor of actual behavior (Grewal, Krishnan, 

Baker, & Robin, 1998; Kwon, Trail, & James, 2007). Matsuoka et al. (2003) analyzed 1,256 spectators from 

professional soccer league and found that team identification is significantly related to intention to attend the 

game. Recently, Gray and Wert‐Gray (2012) analyzed a total of 300 undergraduate students from eight business 

classes and found a direct effect of team identification on behavioral intentions such as in-person attendance 

intention, media-based attendance intention, purchase of team merchandise intention, and word-of-mouth 

intention. Furthermore, based on Phang, Zhang, and Sutanto (2013), behavioral intention is directly related to 

social media consumption as well. They suggested that the participation in posting and reading reviews and 

discussing the certain products with other users on social media raises consumers’ interest in the product, in turn, 

it enhances consumption intention. 

Therefore, based on the details above, the purpose of this study is to examine the relationship among 

social media consumption, team identification, and behavioral intentions including word-of-mouth intention and 

attendance intention by testing a hypothesized research model (Figure 1) and research hypotheses. Particularly, 

the current study specifically included word-of-mouth intention and attendance intention since these are 

considered as one of strongest factors affecting potential consumers that have not experienced the service yet and 

profit in sports teams (Mangold & Faulds, 2009; Saha, 2009). 

RH1: Social media consumption will affect team identification 

RH2: Social media consumption will affect word-of-mouth intention 

RH3: Social media consumption will affect attendance intention 

RH4: Team identification will affect word-of-mouth intention 

RH5: Team identification will affect attendance intention 

RH6: There will be mediating effect of team identification on the relationship between social media 

consumption and word-of-mouth intention 

RH7: There will be mediating effect of team identification on the relationship between social media 

consumption and attendance intention 

  

 
Fig. 1. Proposed structural model 

 

Material & methods 

Participants 

A total of 320 undergraduate students from University of Arkansas were invited to participate in the 

online survey through email. By using the convenient sampling method, an email that has the hyperlink of the 

online survey was sent to selected students. The survey was administered March 19, 2014 through March 23, 

2014. One hundred fifty-nine participants responded to the online survey, a response rate of 49.7%. Of the 159 

surveys gathered, 13 were discarded owing to having missing values through the listwise deletion method. 

Therefore, finally, a total of 146 surveys were analyzed for this study. Of the research participants, males 

accounted for 47.3% (n = 69) and females accounted for 52.7% (n = 77). The greatest number of age group was 

21 (37.0%) followed by 20 (30.8%) and 22 (12.3%). A majority of participants identified Arkansas as their 

hometown (n = 75, 51.4%). Approximately 93.8% (n = 137) of participants had past experience of attending the 

school teams’ game. 

 

Measurement 

A questionnaire packet contained three sections including team identification, word-of-mouth intention, 

and social media consumption. The eight items for team identification were drawn and modified from Wann and 

Branscombe’s (1993) Sport Spectator Identification Scale (SSIS). Items were assessed on a 5-point Likert-scale 

from 1 (strongly disagree) to 5 (strongly agree). The SSIS showed high levels of reliability, with a Cronbach’s 

alpha of .91 (Wann & Branscombe, 1993). In this study, we measured the level of identification toward school 
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teams. Items were measured on a 5-point Likert-scale from 1 (strongly disagree) to 5 (strongly agree). The four 

items for word-of-mouth intention were drawn from Kim, Byon, Yu, Zhang, and Kim’s study (2013). Kim et 

al.’s study (2013) indicated high reliability, with Cronbach’s alpha greater than .85. The items for attendance 

intention were blended from Sumino and Harada’s study (2004) and Kim, Byon, Yu, Zhang, and Kim’s study 

(2013). Both studies indicated high reliability, with a Cronbach’s alpha greater than .81. The current study 

assessed the level of word-of-mouth intention and attendance intention toward school teams. Items were 

measured on a 5-point Likert-scale from 1 (strongly disagree) to 5 (strongly agree). Social media consumption 

was measured by three items asking the frequency using sport teams’ official social media accounts. Items were 

assessed on a 5-point Likert-scale from 1 (never) to 5 (very frequently). All items were reviewed through 

discussion with scholars with expertise in sport online consumption, especially social media, to ensure the 

content validity.  

 

Data Analysis 

Data were analyzed using AMOS version 20.0 and SPSS version 20.0 for Windows. Following the two-

step approach for Structural Equation Modeling (SEM; Anderson & Gerbing, 1988), a Confirmatory Factor 

Analysis (CFA) was conducted first to examine the psychometric properties of the proposed measurement model 

then structural equation modeling was conducted to test proposed model and the effect of motivations on social 

media consumption. The reliability was evaluated based on Cronbach’s alpha (>.60) (Bagozzi & Yi, 1988; 

Schuessler, 1971). Discriminant validity was assessed based on Anderson and Gerbing’s (1988) suggestion that 

if the confidence interval (±two standard errors) around the correlation estimate between the two factors does not 

include 1.0, the measure is regarded as having adequate discriminant validity. The overall model fit was assessed 

by the following fit indices: χ2/df (<5.0), the root mean square error of approximation (RMSEA) (<.08), the 

standardized root mean squared residual (SRMR) (<.08), and the comparative fit index (CFI) (>.90; Hair, Black, 

Babin, & Anderson, 2010). A bootstrapping procedure with 5,000 bootstrap samples and 95% confidence 

interval (CI) was conducted to test the proposed mediation effect of team identification (Zhao, Lynch, & Chen, 

2010). 

 

Results 

Confirmatory Factor Analysis 

There were no extreme values of skewness and kurtosis exceeding 3.0 (Chou & Bentler, 1995). All of 

the values of Cronbach’s alpha (from .86 to .92) were above the recommended cutoff criteria (Bagozzi & Yi, 

1988; Schuessler, 1971). The confidence interval (±two standard errors) around the correlation estimate between 

the two factors did not include 1.0 (Anderson & Gerbing, 1988). In addition, there were no interfactor 

correlations exceeding the .85 cut-off value (Table 1; Kline, 2005). The CFA with a maximum likelihood 

estimation revealed that the overall measurement model fit the data well (χ2 = 145,555 p < .001, χ2/df = 2.348, 

CFI = .95, RMSEA = .09, and SRMR = .08). Although RMSEA was slightly higher than Hair, Black, Babin, and 

Anderson’s suggestion (2010) (>.08), it is still acceptable level based on Song (2012). Four items had the 

standardized loadings below the suggested .70 threshold (Nunnally & Bernstein, 1994). Nevertheless, items were 

retained since previous studies suggested that they are theoretically relevant to their respective constructs (e.g., 

Kim et al., 2013; Sumino & Harada, 2004; Wann & Branscombe, 1993). 

 

Table 1. Interfactor correlations 

 

 Team Identification Word-of-Mouth Intention Attendance Intention 

Team Identification 1.00   

Word-of-Mouth Intention .656* 1.00  

Attendance Intention .814* .634* 1.00 

M 3.92 3.63 4.13 

SD .88 1.00 .92 

*p < .001 

 

Structural Equation Modeling 

The overall structural model indicated good fit to the data (χ2 = 163.373, p < .001, χ2/df = 2.224, CFI = 

.95, RMSEA = .09, and SRMR = .08). The structural equation modeling revealed that social media consumption 

affects team identification (β = .51, p < .001) and word-of-mouth intention (β = .40, p < .001) directly. However, 

there was no direct effect of social media consumption on attendance intention (β = .07, p > .05). Next, team 

identification affects word-of-mouth intention (β = .41, p < .001) and attendance intention (β = .91, p < .001). In 

addition, social media consumption affects word-of-mouth intention (β = .21, p < .001) and attendance intention 

(β = .47, p < .001) mediated by team identification (Table 2). 

 



PARK JAE-AHM; DITTMORE STEPHEN W
 

---------------------------------------------------------------------------------------------------------------------------------------
 

---------------------------------------------------------------------------------------------------------------------------- 

JPES ®      www.efsupit.ro  
334

Table 2. Summary of Structural Equation Modeling 

 

Direct Effect β 

Social media use → Team identification .51* 

Social media use → Word-of-mouth intention .40* 

Social media use → Attendance Intention .07 

Team identification → Word-of-mouth intention .41* 

Team identification → Attendance Intention .91* 

95% CI 
Indirect Effect β 

LL UL 

Social media use → Team identification → Word-of-mouth intention .21* .11 .33 

Social media use → Team identification → Attendance Intention .47* .34 .59 

* p<.001, LL= lower limit, UL=Upper limit 

 

Discussion 

The current study focused on examining the relationship among social media consumption, team 

identification, word-of-mouth intention, and attendance intention (Figure 1). Consistent with theoretical 

expectations, all the hypotheses were supported except for the third hypothesis. Research hypothesis three 

assumed that social media consumption will affect attendance intention directly. Nevertheless, social media 

consumption only had indirect effect on attendance intention mediated by team identification while social media 

consumption had a significant influence on word-of-mouth intention both directly and indirectly with team 

identification as mediator. It is an opposite result to Phang, Zhang, and Sutanto (2013) who found a direct effect 

of social media use on consumption intention. This difference may come from the unique feature of the sports. 

Since the core product of spectator sports is intangible, inconsistent, and perishable (Milne, & McDonald, 1999), 

there could be more mediators or moderators on the relationship between social media consumption and 

attendance intention.  

Particularly, the mediating effect of team identification that was identified by this study could be 

applied to further studies and marketing strategies since team identification is related to many psychological 

factors such as satisfaction and perceived value (Bodet & Bernache‐Assollant, 2011; Hunt, Bristol, & Bashaw, 

1999; Sutton, McDonald, Milne, & Cimperman, 1997; Wann & Branscombe, 1990). For example, Kwon et al., 

(2007) examined the relationship among team identification, perceived value, and intention to purchase team-

licensed products. In their study, team identification alone did not affect the purchase intention. Only mediated 

by the perceived value, team identification could predict purchase intention. Suh, Ahn, and Pedersen (2013) 

found the effect of team identification on e-service quality, satisfaction, and revisit intention focusing on the 

sports websites. Moreover, previous studies have also found a positive impact of team identification on actual 

attendance (Fisher & Wakefield, 1998; Laverie & Arnett, 2000; Murrell & Dietz, 1992). Therefore, future 

research could combine these factors, such as perceived value, e-service quality, and satisfaction, with team 

identification to improve the explanatory power of the models presented in this study. 

In term of practical implications, according to Choi and Kim (2014), self-presentation is positively 

related to brand-related word-of-mouth on social media and the effect of self-presentation on word-of-mouth is 

stronger for men than for women. Based on the self-presentation theory (Baumeister, & Hutton, 1987), the 

evaluative presence of other people is related to self-presentation. Thus, we recommend reinforcing interaction 

between user and organization or between users to increase self-presentation and word-of-mouth.  

Ruiz-Mafe, Martí-Parreño, and Sanz-Blas (2014) also emphasized the importance of user-organization 

interactions. They found user attitude is considered as a key factor to increasing loyalty to organizations’ social 

media accounts. Providing valuable information and increasing user-organization interactions would develop 

user attitude, loyalty, and word-of-mouth as well. In addition, based on Kerwin (2011), 82% of users unsubscribe 

to organizations’ social media as the information was not interesting or was published too often. Therefore, it 

will be more effective providing unique information and contents on social media that cannot be found on other 

media (e.g., television, radio, or website). In sports teams’ social media, it could be the story behind the game or 

athletes’ daily life. Meanwhile, although the result of this study indicated that social media consumption is 

positively related to team identification, inappropriate comments on social media from athletes or organizers 

could decrease the team identification as Fink, Parker, Brett, and Higgins (2009) found that unscrupulous acts by 

athletes off the field of play can impact levels of team identification. As many athletes use social media and 

sometimes made an issue with unscrupulous comments on social media (Belson, 2012; Pilon, 2012), sport 

marketers or teams need to have a social media regulation or policy toward the teams and athletes within 

guarantying freedom of expression. There are several limitations to the current work that should be considered. 

First, a total of 320 undergraduate students from single university were selected to participate in the survey by 

using convenient sampling method. Thus, future studies need to include a wider sample through random 
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sampling. Secondly, we did not select one specific social media. Since each social media could have different 

features, researchers would examine the different effect of media consumption among various type of social 

media. 

 

Conclusions 

This study examined the relationship among social media consumption, team identification, word-of-

mouth intention, and attendance intention. Through the Structural Equation Modeling (SEM), this study 

observed the following: First, social media consumption affects team identification and word-of-mouth intention 

directly. Second, team identification affects word-of-mouth intention and attendance intention directly. Third, 

social media consumption affects word-of-mouth intention and attendance intention mediated by team 

identification. This data will expand the use of social media in marketing and research field upon prior studies of 

social media and team identification in sport. The most important contribution of this study was to provide the 

evidence that social media consumption can affect the behavioral intention directly and indirectly with team 

identification as mediator. Thus, this study suggests the way that social media can be used not only for 

information distribution but also for driving more revenue by stimulating fans’ team identification and 

intentions. 
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