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ABSTRACT 

With the exposure of mass media, sports fans are able to enjoy games in real time in their 

homes (Beck & Bosshart, 2003; Phua, 2010).  While just watching sports broadcasts, fans 

are likely to share the game experience with family, friends, and other fans who are 

following the same team (Gantz & Wenner, 1995).  Besides, a significant number of 

people use social media when they are watching live sports broadcasts (Horn, 2012; Phua, 

2012; Tang & Cooper, 2011).  In particular, sports is one of the most common topics for 

Twitter users (Kwak, Lee, Park & Moon, 2010).  Thus, this thesis explores 1) sports 

media audiences’ motivations to watch live NFL game broadcasts with others, 2) their 

gratifications as a consequence of the group watching, 3) their motivations to use sports 

Twitter while watching live NFL game broadcasts, 4) their gratifications as a 

consequence of sports Twitter use while watching the game broadcasts, and 5) the level 

of gratifications as a consequence of the group watching and sports Twitter use. The 

factor analysis indicates that interactivity, fan identity, diversion/entertainment, and 

personal utility are the factors for the uses and gratifications of the group watching, while 

interactivity, information seeking, fan identity, and diversion/entertainment are the factors 

for sports Twitter use.  All motivational factors are gratified as a consequence of sports 

group watching and Twitter use while watching the game broadcasts. This is the 

meaningful implication of the study that sports media allow the audience to have an 

opportunity to fulfill their desire for social interaction, and indeed, it is gratified as a 

consequence of sports media use. 

Keywords: sports media, sports Twitter, group watching, individualized society, uses and 

gratifications 
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CHAPTER 1 

INTRODUCTION 

America is a sporting nation where several popular professional sporting events continue 

constantly all season long: professional baseball (from spring to late fall), professional football 

(from fall to winter), professional basketball (from fall to early summer), and professional 

hockey (from fall to early spring).  The value of sports as entertainment content would not have 

increased without the popularization of mass media such as television and radio (Real, 2005).  

Sports is considered as good entertaining broadcast content, not only because of its entertaining 

elements, such as “suspense,” “a sense of belonging” and “mental pleasures” (Beck & Bosshart, 

2003, p. 5), but also it provides “near universal and nonthreatening conversation topic” to a 

media audience (Wenner & Gantz, 1989, p. 242).  From the other perspective, “the media have 

played the major role in sport’s ascendancy as a social, cultural and financial institution” (Zion, 

Spaaij, & Nicholson, 2011, p. 80).   

With the exposure of mass media, sporting events are no longer only for spectators who 

watch the game in the stadium, but also millions of sports fans are able to enjoy games in real 

time in their homes (Beck & Bosshart, 2003; Phua, 2010).  The fans at home have become the 

key target to both parties (Rader, 2008), and televised sports are highly involved in the modern 

family’s life (Bryant & Raney, 2000).  As such, sports and the mass media have had a symbiotic 

relationship for a long time in American society (McChesney, 1989),  

Media Value of Sports in America 

In the early ages, media providers preferred sports as cost efficient content because it was 

relatively cheap to broadcast at the time (Rader, 2008).  Nowadays, however, broadcasting 
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companies competitively pay astronomical sums to obtain broadcast rights for sporting events 

(Batchelor & Coombs, 2012; Everson, 2009; Ozanian, 2012; Rader, 2008; Yost, 2006).  Major 

broadcasting commercial television networks, such as the American Broadcasting Company 

(ABC), the Columbia Broadcasting System (CBS), and the National Broadcasting Company 

(NBC), regularly broadcast sporting events through their channels, and a number of sports 

exclusive channels, including Fox Sports, have also been established (Phua, 2010).  In particular, 

the economic impact of sports media is notable.  For example, One of the most popular sports 

channels, Entertainment and Sports Programming Network (ESPN), has become the ‘must have’ 

in a cable package for cable operators in the United States.  Cable operators pay as much as 

$4.69 a month to ESPN for each subscriber and ESPN captures “almost 20 percent of the 

wholesale cost of the average pay-television subscription” (Sherman, 2011, p. 26).  As of 2009, 

98.1 million households among 114.5 million cable television households watched ESPN, 52 

million households subscribed to the Major League Baseball (MLB) network channel, and 45 

million households subscribed to the NFL network channel (Lewis, 2009). 

Media Value of National Football League (NFL) 

The NFL is one of the most popular professional leagues in the United States of America 

(Everson, 2009) and “the most valuable and profitable team sport in the world” (Batchelor & 

Coombs, 2012, p. 62).  The NFL received $4.6 million for its national television contract in 1962 

(Yost, 2006), while the media value of the NFL has skyrocketed since ABC’s Monday Night 

Football was launched in 1970 (Pedersen et al., 2007).  According to NFL media rights (2007), 

American media conglomerates have been paying astronomical amounts of money to broadcast 

the NFL (Ozanian, 2012; Rader, 2008; Yost, 2006).  For the broadcasting rights, ESPN paid $8.8 

billion from 2006 to 2013; Fox paid $4.27 billion from 2006 to 2011; CBS paid $3.73 billion 
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from 2006 to 2011; NBC paid $3.6 billion from 2006 to 2011; and DirecTV paid $3.5 billion 

from 2006 to 2011.  Recent contracts also demonstrate the growth of the value of the 

broadcasting rights.  ESPN, Fox, CBS, NBC, and Direct TV will pay $6 billion annually starting 

with the 2014 season; this revenue is increased 50 percent compared to the 2012 season (Ozanian, 

2012).  It is clear from these growing broadcast fees that the NFL has been growing 

economically in terms of media revenue.  With the skyrocketed media value of the league, the 

NFL teams’ values have also increased: on average, each team was estimated to be worth as 

much as $1.1 billion as of 2012 (Ozanian, 2012).  Those numbers indicate that the NFL is 

currently a beloved professional sport for Americans. 

Super Bowl 

The current structure of the NFL has existed since the American Football League (AFL) 

merged with the organization in 1970 (Pedersen et al., 2007).  In total, thirty-two teams 

separately belong to the American Football Conference (AFC) and the National Football 

Conference (NFC) (Ellenbogen, Berger & Batjer, 2010).  Once a year, two conference 

champions compete for the title of league champion.  This championship matchup is called the 

“Super Bowl.”  From early on, the Super Bowl was evaluated as not only the most lucrative 

annual sports event in American mass culture (Real, 1975) but also as the most attractive and 

profitable single sports event (Babiak & Wolfe, 2006).  Advertisers are indeed willing to pay 

millions of dollars to promote their products in the Super Bowl, despite the fact that it is only 

held once a year.  For example, advertisers paid $4 million dollars for 30 second commercial 

spots in the 2013 Super Bowl (Konrad, 2013). 
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Super Bowl viewership has ranged from 39.8 million in 1969 to 106.5 million in 2010 

(Hiestand, 2010; Mahon, 2011).  As of 2013, three Super Bowl games ranked as the top three 

most viewed programs in United States television history; the top watched event was the 2012 

Super Bowl XLVI with 111.3 million, the second most watched event was the 2011 Super Bowl 

XLV with 111 million, and the 2013 Super Bowl XLVII was ranked in third place with 108.4 

million people (ESPN, 2013).  According to Nielsenwire (2013b), 53 million households viewed 

the Super Bowl XLVII, which accounted for 46.6 percent of all television viewing during that 

time period in the U.S.  Every year, Super Bowl games have watched in over 40 percent of the 

U.S. homes since 1972, excluding the 39 percent in 1990 (Nielsenwire, 2013a).  Based on the 

tremendous viewership of the Super Bowl, the president of CBS Sports, Sean McManus, 

anticipated that NFL television viewership would not decrease extensively in future years 

(Hiestand, 2010).  Since the Super Bowl is a mega event watched by millions of Americans and 

people across the world, it makes a great ripple effect.    

Group Watching Sports Game Broadcasts 

Besides just watching sports broadcasts, fans are likely to share the game experience with 

family, friends, and other fans who are following same team (Gantz & Wenner, 1995).  People 

congregate in someone’s home to watch a sporting event together, and a number of sports bars 

and dining-out restaurants are crowded with people on game days (Real, 2005)  Therefore, sports 

bars and pizza stores are considered as a typical category of business that stands to benefit from 

sports broadcasting (Edge, 2011).  It is a common scene in sports bars that people wear their 

favorite team jersey and show enthusiasm for the game, even on weekday nights.  Indeed, the 

sports bars located in Manhattan, New York, earned six times more revenue on National Football 

League (NFL) Sunday, and eleven times more on Super Bowl day than normal Sundays during 
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the 2010-11 regular season (Sinensky, 2011).  Delivery food stores also have busy days with 

customers who want to enjoy the game with their friends and family.   

Among all sports events, the Super Bowl broadcast has a tremendous impact on the entire 

society and its economics, especially in America (Rader, 2008).  Since the game is usually 

played on the first Sunday of February, the day is called “Super Bowl Sunday” or “Super 

Sunday.”  Americans love this day as much as other yearly celebration days such as Halloween 

and Valentine’s Day (Deford, 2009).  A number of fans who do not normally follow the Super 

Bowl teams and even people who do not consider themselves football fans congregate in front of 

the TV to watch the event (Stellino, 2010).  Watching the Super Bowl together with family or 

friends on Super Sunday has become something of a ritual.  Therefore, Super Bowl Sunday has 

become regarded as a popular family or social celebration in the United States.  Gathering 

together to watch the Super Bowl also has become a symbol of American culture; sports bars’ 

and restaurants’ sales increase compared to regular season Sundays (Sinensky, 2011); people 

consume as much food with friends and family on that day as on Thanksgiving day (Conley & 

Baum, 2006); even water usage including toilet water is diminished during the game time as a 

report from the U.S. Department of Environmental Protection (Calder, 2012).  The annual 

sporting event, the Super Bowl, has an immense influence on the entire society and permeates in 

Americans’ lives. 

A New Media Environment for Sports Watching 

Although television is still the dominant media platform, especially for watching live 

sports games (Tang & Cooper, 2011), it would be changed in a near future.  To be specific, 

contemporary people’s life style and media operation mode have changed with mobile 
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communication, which is enabled by internet technology: people could obtain a variety of 

information via the mobile application (Cooper & Tang, 2009; Ho & Syn, 2010).  The 

development of media technology enables sports fans to watch the game video clips, check 

online sports news, and participate in fan forums through internet-based mobile devices, such as 

smartphones and tablet computers (Phua, 2010).  In the new media age, sports is still regarded as 

killer content (Boyle, 2004). 

Social Networking Sites (SNS) such as Facebook and Twitter became a playground for 

sports fans.  According to Phua (2010) “Facebook…allow sports fans to join team-specific 

groups and add applications where they can chat with other fans, and… Twitter enable them to 

send and receive updates about their favorite teams and player” (p.191).  A number of media 

companies are also launching their own mobile phone apps to attract sports fans, and this 

phenomenon is called the “social networking bandwagon” (Phua, 2012, p. 109).  Real (2005) 

states that the additional content from internet-based sports media enhances the broadcast’s 

watching experience. 

In addition to watching sports broadcasts in a group, a significant number of people use 

social media when they are watching live sports broadcasts (Horn, 2012; Phua, 2012; Tang & 

Cooper, 2011): about 44 percent of tablet computer and 38 percent of smartphone users access 

social media daily while watching TV in general (Nielson, 2012).  The numbers of the Super 

Bowl day’s social media postings have increased from 3 million in 2010 to 17 million in 2012 

(Horn, 2012).  According to preliminary research of the Nielsenwire (2013a), 62 percent of the 

respondents answered that they were going to post comments regarding the game while watching 

the 2013 Super Bowl.  Indeed, about 47.7 million messages posted by social media users during 
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the 2013 Super Bowl (ESPN, 2013), and 30.6 million of the postings were related to the game 

(Eversley, 2013).   

Twitter Use for Sports Spectatorship 

In terms of Twitter, an estimated 5.3 million Twitter users posted 26.1 million game-

related tweets while watching the Super Bowl (Nielsenwire, 2013b).  The numbers of Facebook 

users are about four times more than the numbers of Twitter users as of 2012 (Nielson, 2012).  

However, a social TV analytics company, Bluefin Labs, announced that the Twitter users posted 

about the game around ten times more than Facebook users (Eversley, 2013), and sports is one of 

the most common topics for Twitter users (Kwak, Lee, Park & Moon, 2010).    

Cozma and Chen (2012) stated journalistic advantages of Twitter in their study: tweets 

are able to reach immediately to global users, the users are directly connected with each other, 

and Twitter is a useful source for information seeking.  Phua (2012) also insisted that sports fans 

are likely to have group or communal activity with SNS, since they can even interact with large 

numbers of fans who are not personally connected with them, while Facebook is based on a 

personal network that mostly interacts with mutually connected users (Foregger, 2008).  Because 

of its immediacy and ability to reach (Cozma & Chen, 2012; Kwak et al.), it is logical to 

conclude that sports fans love to use Twitter while watching live sports broadcasts rather than 

using Facebook.  

The Statement of the Problem 

Previous research investigated the sports fans’ media consumption behavior (Ganz & 

Wenner, 1995; Wenner, 1989), motivation of sports media use (James & Ridnger, 2002; Raney, 

2006), gender differences in sports media consumption (Gantz & Wenner, 1991; Harrison & 
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Fredrickson, 2003), uses and gratifications of the sports message board (Clavio, 2008), 

consequences of sports fans’ media use (Phua, 2010), and sports fans’ use of social media (Phua, 

2012).  However, no research has been conducted to demonstrate the motivations and 

satisfactions of group viewing and social media usage when the people watch live sports 

broadcasts. 

As Gantz and Wenner (1995) said, people enjoy watching live sports broadcasts with 

their acquaintances.  Besides, sports broadcast viewers post about the game on social media 

while watching it (ESPN, 2013; Eversley, 2013; Horn, 2012; Nielsenwire, 2013b; Phua, 2012).  

Consequently, the big questions of this study are: Why do people watch the live game broadcasts 

in a group?  Why do people use social media while watching the game broadcasts?  What 

implications has sports media had in contemporary society? 

Theoretical Background of the Study 

There are many studies that scrutinize the television sports viewership as ritual behavior 

(Bourdieu, 1984, 1988; Eastman & Riggs, 1994; Rath, 1989; Real, 2005).  Eco (1986) wrote that 

people have a social need to participate in a collective cultural event like sporting events.  In 

particular, television allows viewers to feel more connected to the sports competition, teams, and 

other fans than spectating in the stadium (Fiske 1987, 1992; Real, 2005).  Sports broadcasts 

inherently have ritual value that makes people feel they are a member of society (Rath, 1989; 

Real, 2005) and offer a sense of social cohesion (Elias & Dunning, 1986).  In the media 

environment, sports game broadcasts provide the viewers a ritual space and time during media 

time, such as instant replay, commercial break, and half time break (Eastman & Riggs, 1994; 

Morese, 1983; Whannel, 1992).  For example, people discuss or share opinions based on instant 
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replay and even during breaks.  In addition, fans’ rituals are continued before, during, and after 

the game broadcasts by discussing with other fans (Gantz & Wenner, 1995; Phua, 2010). 

From the interaction ritual theory’s standpoint, interaction is a ritual (Hausmann, Jonason, 

& Summers-Effler, 2011).  According to interaction ritual theory, there are some conditions for 

interaction rituals:  

1) [More than two] people are physically assembled in the same place, 2) There are 

boundaries to outsiders so that participants have a sense of who is taking part and who is 

excluded,  3) People focus their attention upon a common object or activity, and by 

communicating this focus to each other become mutually aware of each other’s focus of 

attention, 4) They share a common mood or emotional experience. (Collins, 2004). 

However, watching the sports broadcast is not mutually exclusive with the leisure 

activities where multi-social factors are operating (Bourdieu, 1988).   Thus, the audiences’ 

choice of watching sports broadcasts is also based on their disposition and social position 

(Bourdieu, 1984; Eastman & Riggs, 1994). 

The uses and gratifications theory describes users as active consumers of media for their 

motivations and satisfactions, and it explains the relationship between the motivations, 

personality, and preference of media audience and their media use (Blumler 1979; Cooper & 

Tang, 2009; Ferguson & Perse, 2000; Katz, Blumler, & Gurevitch, 1974; Katz, Gurevitch, & 

Haas, 1973; Papacharissi & Rubin, 2000).  According to the uses and gratifications theory, media 

usage identified two orientations: instrumental use and ritualistic use (Cooper & Tang, 2009; 

Katz et al., 1974; Rubin, 1984).  Rubin (1984) states that “instrumental media use reflects more 

active patterns of using media content to select information from realistically perceived messages, 
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[while] ritualized media use reflects less active patterns of using the media to fill time and relieve 

boredom” (p.67).  Watching sports is often considered a goal-oriented (instrumental) use of 

media, while the two orientations are not mutually exclusive in terms of media use in general 

(Cooper & Tang, 2009; Eastman & Riggs, 1994; Rubin, 1984).  Thus, this study presumes that 

audiences watch sports broadcasts in a group and use Twitter with both instrumental and 

ritualistic motivations.  

Previous research, which has a theoretical background in the uses and gratifications 

theory, measured the motivational factors as based on the study of Katz et al., (1973), Blumler 

and Grevitch (1974), and Blumler (1979).  For example, Lin (1999) developed ten motivational 

factors for media use: information, surveillance, social interaction, parasocial interaction, 

companionship, entertainment, diversion, escape [from mundane life], identify, and pass time.  

Besides, several previous studies have demonstrated that audiences’ motivation varies depending 

on what media they consume, although little study has been done regarding the gratification 

factors for the audiences (Bulck, 2006; LaRose & Eastin, 2004).  Since the topic of this study 

deals with sports media and sports Twitter that are often used in mobile phones, the topic related 

literatures were reviewed: sports media, internet-based media, social media, and mobile media 

research.  The factors in some quantitative research were reflected on this study and the brief 

summaries are below:    

Sports media research 

Cheever (2009) designed six motivational factors to examine the uses and gratifications 

of watching Mixed Martial Arts (MMA) broadcasts: violence, competition, better than other 

sports [more enjoyable compared to other sports], underdog qualities, external sources 
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[circumstances], and internal sources [personal disposition].  This study is more focused on 

personal use of sports media, while the factors indicate that the audiences watch the game with 

instrumental motives rather than ritualistic motives.  Hur, Ko, and Valacich (2007) examined the 

motivation of sports participants’ online sports consumption with five dimensions: convenience, 

information, socialization, economic [economy], and diversion.  This study utilized a survey 

method and developed the Scale of Motivation for Online Sport Consumption (SMOS) in order 

to analyze a confirmatory factor. 

Internet-based media research 

Charney and Greenberg (2002) investigated the college students’ motivational factors for 

internet use with four dimensions: keep informed, diversion-entertainment, peer identify, and 

good feelings.  Clavio (2008) examined the collegiate sports board users’ uses and gratifications 

with the four motivational factors: interactivity, information gathering, diversion, and 

argumentation.  Papacharissi and Rubin (2000) used five motivational dimensions in their 

research about the use and gratification of internet usage: interpersonal utility, pass time, 

information seeking, convenience, and entertainment.  All of them collected a convenience 

sample from internet survey and the studies demonstrated that internet-based media is utilized to 

seek information. 

Social media research 

Foregger (2008) applied nine motivational factors in order to examine the uses and 

gratifications of Facebook: pass time, connection, sexual attraction, utilities and upkeep, 

establish/maintain old ties, accumulation [to buy something], social comparison, channel use, 

and networking.  Phua (2012) examined sports fans’ use of social networking sites (SNS) with 
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five motivational factors: bonding social capital, satisfaction with life at college, self-esteem, 

sports fan identification, and intensity of SNS usage. Yuan (2011) examined the uses and 

gratifications of SNS in China with three motivational dimensions: social motivation, non-social 

motivation, activity items.  A common finding of the studies indicates that social media is mainly 

utilized for social reasons.  The above studies were particularly useful for this thesis, since there 

is considerable overlap in terms of the survey sample.   

Mobile media research 

Ho and Syu (2010) applied six motivational dimensions to investigate mobile application 

usage: entertainment, instrumentality informativity, sociability, mentality, trendiness, and 

learning.   Kim (2011) investigated the uses and gratifications of smartphone users’ news 

applications with five factors: stabilization of emotion, economic feasibility, convenience, 

communications among people, and information seeking.  Kim (2012) applied four motivational 

and gratification dimensions to examine the uses and gratifications of broadcasts via smartphone: 

information, entertainment, quality, and mobility.  As demonstrated in the above studies, people 

use mobile media to get information and diversion. 

The Scope of the Study 

In this study, a survey was conducted involving Twitter users in order to figure out 1) 

their motivation to mention the game while watching live NFL game broadcasts, and the level of 

gratification as a consequence of their Twitter use, and 2) their motivation for watching live NFL 

game broadcasts with others, and the level of gratification as a result from group watching. 

The scope of this study covered the audience of NFL games.  There are relatively few 

games in the regular season of NFL.  While each NFL team plays 16 games during 17 weeks, 
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each MLB team plays 162 games, each National Basketball Association (NBA) and National 

Hockey League (NHL) team plays 82 games, and each Major League Soccer (MLS) team plays 

34 games during regular seasons.  Comparing America’s two symbolic sports, MLB has not been 

considered as a high value television sport due to its large number and length of games, while the 

NFL has been drawing media attention because of its limited number of games (Mondello, 2006).  

Since team ranking depends on the result of each matchup, the NFL audience would consider 

each match more meaningful compared to the other sports fans.  In addition, the financial value 

of a game increases based on the game’s relevance to the championship rather than the team’s 

performance (Dietl, Franck, & Lang, 2008).  Thus, the audience might have a preference for 

group watching depending on the game types, such as rivalry games, playoff games, and Super 

Bowl. 

The Purpose of the Study 

The purpose of the study is to examine: 1) the audiences’ motivations to watch live NFL 

game broadcasts with others; 2) the audiences’ gratifications as a consequence of the group 

watching; 3) the audiences’ motivations to use sports Twitter while watching live NFL game 

broadcasts; 4) the audiences’ gratifications as a consequence of the sports Twitter use while 

watching the game broadcasts.  This study will further investigate 5) the correlation between the 

uses and gratifications of the group watching and sports Twitter. 
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CHAPTER 2 

LITERATURE REVIEW AND RESEARCH QUESTIONS 

NFL Broadcasts 

The current status of the NFL cannot be assessed without discussing its use of the media.  

To be specific, the popularity of the NFL has grown since Monday Night Football (MNF) on 

ABC (now on ESPN) was first broadcasted in 1970 (Pedersen, Miloch, & Laucella, 2007).  

Among the lot of sports broadcasting programs, MNF has been assessed as the most monumental 

program in American sports broadcast history (Rader, 2008).  MNF was the first sportscast that 

maximized several innovative broadcasting technologies such as “multiple cameras, slow motion, 

graphics, music, and telegenic announcers” (Pedersen et al., 2007, p. 60).  In addition to the 

advanced broadcasting technologies and providing specific game strategies, MNF tried to attract 

female viewers’ attention with interesting storytelling and “good- looking quarterbacks in tight 

pants” (Yost, 2006, p18).  On the other hand, the most notable thing is MNF has been 

broadcasted in weekday prime time.  Amongst the bustle of life, MNF has quenched Americans’ 

desire for entertainment with dynamic games and interesting back stories; therefore, it has helped 

them get rid of stress from Monday work days (Pedersen et al., 2007).  According to Rader 

(2008), “this prime-time sport show altered the Monday night habits of a large portion of the 

American People” (p. 249).  The success of ABC’s MNF catalyzed competition among sports 

broadcasts, and therefore people had been enjoying their leisure time by reviewing sports media 

(Rader, 2008).  As such, sports broadcasts, and in particular, NFL game broadcasts, have been 

deeply involved in Americans’ daily lives and provide an entertaining evening in their often 

mundane lives. 
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Media Value of National Football League (NFL) 

The NFL is one of the most popular professional team sports leagues in the United States 

of America (Everson, 2009) and “the most valuable and profitable team sport in the world” 

(Batchelor & Coombs, 2012, p. 62).  The NFL received $4.6 million for its national television 

contract in 1962 (Yost, 2006), while the media value of the NFL has skyrocketed since ABC’s 

Monday Night Football was launched in 1970 (Pedersen et al., 2007).  According to NFL media 

rights (2007), American media conglomerates have been paying astronomical amounts of money 

to broadcast the NFL.  For the broadcasting rights, ESPN paid $8.8 billion from 2006 to 2013; 

Fox paid $4.27 billion from 2006 to 2011; CBS paid $3.73 billion from 2006 to 2011; NBC paid 

$3.6 billion from 2006 to 2011; and DirecTV paid $3.5 billion from 2006 to 2011.  Recent 

contracts also demonstrate the growth of the value of the broadcasting rights.  ESPN, Fox, CBS, 

NBC, and Direct TV will pay $6 billion annually starting with the 2014 season; this revenue is 

increased 50 percent compared to the 2012 season (Ozanian, 2012).  It is clear from these 

growing broadcast fees that the NFL has been growing economically in terms of media revenue.  

With the skyrocketed media value of the league, the NFL teams’ values have also increased: on 

average, each team was estimated to be worth as much as $1.1 billion as of 2012 (Ozanian, 2012).  

Those numbers indicate that the NFL is currently a beloved professional sport for Americans. 

Twitter 

Twitter is an online media platform that allows users to build social relations or networks, 

so it is called a Social Networking Service (SNS) or a microblogging service (Kwak, Lee, Park 

& Moon, 2010).  Only under 140 characters are available in a message, but it can be delivered to 

millions of users in real time.  Because of its speed of delivery and number of users, it has been 



16 
 

assessed as a suitable journalistic platform (Cozma & Chen, 2012) and also, it is appropriate for 

ever-changing sports content.  As mentioned in chapter 1, many NFL game broadcast audience 

members have been using Twitter and the numbers have increased.  To be specific, 27.7 million 

comments were posted via Twitter, while 2.8 million comments were posted via Facebook 

(Eversley, 2013).  Three million game-related tweets were tweeted on the 2011 Super Bowl day, 

but 15 million game-related tweets were tweeted on the 2012 Super Bowl day.  In order to 

understand this study better, the key terms below are directly quoted from the Twitter web site 

(Twitter, Inc., 2013):  

# (Hashtag). “The # symbol, called a hashtag, is used to mark keywords or topics in a 

Tweet. It was created organically by Twitter users as a way to categorize messages.” 

@. “The @ sign is used to call out usernames in Tweets.”  In order to directly deliver a 

message to specific user, at (@) mark is required 

Favorite. “Favoriting a Tweet can let the original poster know that you liked their Tweet, 

or you can save the Tweet for later.” 

Following. “To follow someone on Twitter is to subscribe to their Tweets or updates on 

the site.” 

Followers. “A follower is another Twitter user who has followed you.” 

Tweet (verb). “Tweet, tweeting, tweeted. The act of posting a message, often called a 

‘Tweet’, on Twitter.” 

Tweet (noun). “A message posted via Twitter containing 140 characters or fewer.” 

Retweet (noun). “A Tweet by another user, forwarded to you by someone you follow.” 
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Retweet (verb). “To retweet, retweeting, retweeted. The act of forwarding another user's 

Tweet to all of your followers.” 

Mention. “Mentioning another user in your Tweet by including the @ sign followed 

directly by their username is called a mention.” 

Uses and Gratifications Theory 

 The early approach in the history of communications research, scholars gave considerable 

emphasis to the media effects.  For example, the bullet theory considered that the media are 

highly influential and the audience is influenced by media content as a passive message receiver.  

On the contrary, Klapper (1948) argued that the effects of media are limited in accordance with 

the individual factors or social factors of audiences.  The audience would accept the message of 

the mass media in the case that it corresponds to their values or beliefs, but otherwise they would 

not particularly respond to it: mass media are differently consumed by individuals and just one of 

the factors that influence the public (Klapper, 1966).  According to the limited effects theory, 

consequently, the mass media’s effects are limited.  This limited effects theory is divided into 

two different perspectives: the individual differences perspective and the social categories 

perspective.  

Similarly, the harbinger of the Uses and Gratifications theory, Katz (1959), suggested 

reversing the research question from “what media do to people” to “what people do with the 

media” (as cited in O'Donohoe, 1993, p. 52).  He suggested a more organized and comprehensive 

model of the uses and gratifications.  The model consists of five elements: 1) the audience is 

active and their mass media usage is “goal directed,” 2) the audience member has the “initiative 

in linking need gratification and media choice,” 3) “the media compete with other sources of 
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need satisfaction,” 4) the audience has sufficient self-awareness regarding their media “interest 

and motivation,” 5) “Value judgments about the cultural significance of mass communication 

should be” evaluated only by the audience itself (Katz, Gurevitch, & Haas, 1973, pp. 510-511).   

Among the five elements of the uses and gratifications model, the most notable notion for 

the current study is the active audience.  Katz, Blumler, and Gurevitch (1974) regarded that the 

audience is not passive but active.  The individual audience member perceives what they need 

from the media and actively selects the media which could gratify their desire (Ferguson & Perse, 

2000; Katz et al., 1973).  Katz further argued that the audience selects and consumes media in 

accordance with their “social role” and “psychological predisposition” (Katz et al., 1973, pp. 

164-165). 

In line with the use and gratification theory approach, Blumler and Gurevitch (1974) also 

proposed five motivation factors of the audience’s media selection: 1) cognitive need, 2) 

affection needs, 3) personal integrative needs, 4) social integrative needs, and 5) escapist needs.  

Blumler (1979) further specified the motivation of the audience’ media uses to be the following 

three: 1) “a cognitive orientation” for information seeking, 2) “diversion” through entertainment, 

and 3) by “personal identity” (p. 17). 

Blumler (1979) also classified the most fundamental element, “the active audience,” by 

four notions: 1) “utility” means that the audience uses media in order to accomplish a certain 

purpose, 2) “intentionality” means that the audience decides the use of media by their prior 

motivation, 3) “selectivity” means that the audience decides the use of media by their prior 

interests and preferences, 4) “imperviousness to influence” means that the audience creates their 
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own meaning from the media content, and this meaning is influenced by their thoughts and 

behaviors. 

Research Questions 

Based on the aforementioned social phenomena and theoretical background, the research 

questions below are established by the researcher.  

RQ1) What are audiences’ consumption behavior for NFL game broadcasts? (i.e. which media 

platforms are they using? In what places do they usually watch the game?) 

RQ2) What kinds of games do audiences prefer to watch with others (among the Super Bowl, 

playoff games, rivalry games, regular-season games, and pre-season games)? 

RQ3) What are the audiences’ motivations that cause a group watching of live NFL game 

broadcasts? 

RQ4) What are the audiences’ gratifications as a consequence of the group watching? 

RQ5) What are the audiences’ motivations that cause tweeting about the game while watching 

live NFL broadcasts? 

RQ6) What are the audiences’ gratifications as a consequence of tweeting while watching the 

game? 

RQ7) What are the correlations between the motivation factors and the gratification factors? 

 

 



20 
 

CHAPTER 3 

METHODS 

Sample Selection 

The subjects of this study are TV audience members: 1) who have watched live NFL 

games with others, and 2) who have tweeted about the games while watching live NFL games 

broadcast.  The reason for targeting the NFL broadcasting audience was: 1) the NFL is not only 

the most lucrative professional sport league, but also the most valuable media content in 

America (Batchelor & Coombs, 2012; Everson, 2009), and 2) the NFL audience is likely to 

consider each match more meaningful than those of other sports, since the league has a small 

number of games compared to other American professional sports (Mondello, 2006).  

Furthermore, the reason for selecting Twitter users was: 1) Twitter is regarded as a sports-

friendly social medium, since a significant number of Twitter users mention the game in tweets 

when they watch live NFL games (Cozma & Chen, 2012; Phua, 2012), and 2) Twitter is the 

second most used social medium in the United States (Nielsen, 2012). 

The Survey Questionnaire 

The survey was designed to investigate: 1) live NFL game broadcasts viewers’ media 

consumption behavior, 2) what kinds of games are preferred for group watching, 3) the 

motivational factors that encourage the audiences to congregate to watch live NFL game 

broadcasts, 5) the gratifying factors through the group watching, 4) the motivations of Twitter 

use during the game broadcasted, 6) the gratifying factors through sports Twitter use, and 7) the 

subjects’ demographic information.   
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In terms of the respondents’ media use, the questions asked what media platform they use 

to watch live NFL game broadcasts; where they watch it; and what kind of games they prefer to 

watch with others among Super Bowl, playoff game, rivalry game, regular season game, and 

pre-season game.  In addition, questions regarding the respondents’ demographic information 

were included in the final part of the survey: age, gender, ethnicity, marital status, living 

situation, residential area, household income, education, and occupation. 

Variables 

Questions for the motivation and the consequent satisfaction in group watching were 

designed and developed with reference to previous research based on the use and gratification 

theory (Blumler, 1979; Blumler & Gurevitch, 1974; Cheever, 2009; Clavio, 2008; Foregger, 

2008; Ho & Syu, 2010; Kim, 2011; Kim, 2012; Phua, 2012; Pornsakulvanich, 2005; Stafford & 

Stafford, 2001; Yuan, 2011).  In particular, five motivating and gratifying dimensions were 

utilized for this study: social interactivity, fan identity, diversion/entertainment, personal utility, 

information seeking.  On the other hand, the question wordings in each dimension differ from 

the previous research.  They were adapted for this study.  Respondents self-rated the answers by 

using a Five-point Likert-type scale. The detailed questions for each dimension follows in the 

Measures section and the complete questionnaire is in the Appendix A. 

Social Interactivity 

 The questions in the social interactivity dimension were supplemented and 

amended based on the previous research (Foregger, 2008; Ho & Syu, 2010; Lin, 1999; Yuan, 

2011).   The items in the dimension were to investigate whether the respondents have the social 

interactivity motivation and whether the motivation is gratified after media use. 
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The five items in the motivational dimension of group watching were: “To share the 

game experience with others,” “To chat with others while watching it,” “To be close with 

others,” “Because I enjoy interacting with others,” and “Because I enjoy watching TV with 

others” (see Table 1).  The five items in the gratification dimension of group watching were: “I 

share the game experience with others,” “I chat with others while watching it,” “I am close with 

others,” “I enjoy interacting with others,” and “I enjoy watching TV with others” (see Table 2).  

The four items in the motivational dimension of sports Twitter use were: “To enjoy the game 

with others,” “To share the game experience with others,” “To feel like watching the game with 

others,” and “Because I enjoy interacting with others” (see Table 3).  The four items in the 

gratification dimension of sports Twitter use were: “I enjoy the game with others,” “I share the 

game experience with others,” “I feel like watching the game with others,” and “I enjoy 

interacting with others” (see Table 4). 

Fan Identification 

The questions in the sports fan identification dimension are supplemented and amended 

based on the previous research (Cheever, 2009; Phua, 2012).  The items in the dimension were 

to investigate whether the respondents have the fan identification motivation and whether the 

motivation is gratified after media use. 

The four items in the motivational dimension of group watching were: “To feel like I'm 

part of the fan community,” “To cheer on my favorite team with others,” “Because it is a game 

day tradition,” and “To express myself as a fan of the NFL or my favorite team” (see Table 1).  

The five items in the gratification dimension of group watching were: “I feel like I'm part of the 

fan community,” “I cheer on my favorite team with others,” “I feel like I satisfy the game day 
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tradition,” and “I express myself as a fan of the NFL or my favorite team” (see Table 2).  The 

five items in the motivational dimension of sports Twitter use were: “To feel like I'm part of the 

fan community,” “To argue with the opponent team's fans,” “To express myself as a fan of the 

NFL or my favorite team,” and “To cheer on my favorite team” (see Table 3).  The five items in 

the gratification dimension of sports Twitter use were: “I feel like I'm part of the fan 

community,” “I argue with the opponent team's fans,” “I express myself as a fan of the NFL or 

my favorite team,” and “I cheer on my favorite team” (see Table 4). 

Diversion/Entertainment 

The questions in the diversion-entertainment dimension are supplemented and amended 

based on the previous research (Charney & Greenberg, 2002; Ho & Syu, 2010; Kim, 2012; Lin 

1999).  The items in the dimension were to investigate whether the respondents have the 

diversion-entertainment motivation and whether the motivation is gratified after media use. 

The three items in the motivational dimension of group watching were: “To feel like I'm 

in the stadium,” “Because it makes me enjoy watching the game more,” and “To pass time” 

(see Table 1).  The three items in the gratification dimension of group watching were: “I feel 

like I'm in the stadium,” “I enjoy watching the game more,” and “I pass time” (see Table 2).  

The three items in the motivational dimension of sports Twitter use were: “Because the game is 

boring,” “Because it makes me enjoy watching the game more,” and “To pass time” (see Table 

3).  The three items in the gratification dimension of sports Twitter use were: “I feel like the 

game is less boring,” “I enjoy watching the game more,” and “I pass time” (see Table 4). 
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Personal Utility 

The questions in the personal utility dimension are designed and revised based on the 

previous research (Cheever, 2009; Fogger, 2008).  The items in the dimension were to 

investigate whether the respondents have the personal utility motivation and whether the 

motivation is gratified after media use. 

The three items in the motivational dimension of group watching were: “To discuss 

games in progress,” “To drink a beer with others while watching it,” and “To enjoy a dinner 

with others while watching it” (see Table 1).  The three items in the gratification dimension of 

group watching were: “I discuss games in progress,” “I drink a beer with others while watching 

it,” and “I enjoy a dinner with others while watching it” (see Table 2).  The item in the 

motivational dimension of sports Twitter use was: “To let my followers know that I am 

watching the game” (see Table 3).  The item in the gratification dimension of sports Twitter use 

was: “I let my followers know that I am watching the game” (see Table 4). 

Information Seeking 

The questions in the information seeking dimension are supplemented and amended 

based on the previous research (Clavio, 2008; Ho & Syu, 2010; Hur et al., 2007; Kim, 2012).  

The items in the dimension were to investigate whether the respondents have the information 

seeking motivation and whether the motivation is gratified after media use. 

The two items in the motivational dimension of group watching were: “To share 

information about the game with others” and “To know what others are saying about the game” 

(see Table 1).  The two items in the gratification dimension of group watching were: “I share 

information about the game with others” and “I know what others are saying about the game” 
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(see Table 2).  The five items in the motivational dimension of sports Twitter use were: “To get 

information about the game,” “To find out the latest gossip,” “To find out breaking news about 

the game,” “To share information about the game with others,” and “To know what others are 

saying about the game” (see Table 3).  The five items in the gratification dimension of sports 

Twitter use were: “I get information about the game,” “I find out the latest gossip,” “I find out 

breaking news about the game,” “I share information about the game with others,” and “I know 

what others are saying about the game” (see Table 4). 
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Table 1 

Dimensions of the Group NFL Broadcasts Watching Motivation  

Dimensions Items Number of 
Questions 

Social Interactivity 

To share the game experience with others 

5 
To chat with others while watching it 
To be close with others 
Because I enjoy interacting with others 
Because I enjoy watching TV with others 

Fan Identification 

To feel like I'm part of the fan community 

4 
To cheer on my favorite team with others 
Because it is a game day tradition 
To express myself as a fan of the NFL or my favorite 
team 

Diversion/Entertainment 
To feel like I'm in the stadium 

3 Because it makes me enjoy watching the game more 
To pass time 

Personal Utility 
To discuss games in progress 

3 To drink a beer with others while watching it 
To enjoy a dinner with others while watching it 

Information Seeking 
To share information about the game with others 

2 
To know what others are saying about the game 

 Total 17 
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Table 2 

Dimensions of the Group NFL Broadcasts Watching Gratification  

Dimensions Items Number of 
Questions 

Social Interactivity 

I share the game experience with others 

5 
I chat with others while watching it 
I am close with others 
I enjoy interacting with others 
I enjoy watching TV with others 

Fan Identification 

I feel like I'm part of the fan community 

4 
I cheer on my favorite team with others 
I feel like I satisfy the game day tradition 
I express myself as a fan of the NFL or my favorite team 

Diversion/Entertainment 
I feel like I'm in the stadium 

3 I enjoy watching the game more 
I pass time 

Personal Utility 
I discuss games in progress 

3 I drink a beer with others while watching it 
I enjoy a dinner with others while watching it 

Information Seeking 
I share information about the game with others 

2 
I know what others are saying about the game 

 Total 17 
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Table 3 

Dimensions of the Sports Twitter Use Motivation  

Dimensions Items Number of 
Questions 

Social Interactivity 

To enjoy the game with others 

4 To share the game experience with others 
To feel like watching the game with others 
Because I enjoy interacting with others 

Information Seeking 

To get information about the game 

4 
To find out the latest gossip 
To find out breaking news about the game 
To share information about the game with others 
To know what others are saying about the game 

Fan Identification  

To feel like I'm part of the fan community  

5 
To argue with the opponent team's fans  
To express myself as a fan of the NFL or my favorite 
team  
To cheer on my favorite team 

Diversion/Entertainment 
Because the game is boring 

3 Because it makes me enjoy watching the game more 
To pass time 

Personal Utility To let my followers know that I am watching the game 1 
 Total 17 
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Table 4 

Dimensions of the Sports Twitter Use Gratification  

Dimensions Items Number of 
Questions 

Social Interactivity 

I enjoy the game with others 

4 
I share the game experience with others 
I feel like watching the game with others 

I enjoy interacting with others 

Information Seeking 

I get information about the game 

4 
I find out the latest gossip 
I find out breaking news about the game 
I share information about the game with others 
I know what others are saying about the game 

Fan Identification  

I feel like I'm part of the fan community 

5 I argue with the opponent team's fans 
I express myself as a fan of the NFL or my favorite team 
I cheer on my favorite team 

Diversion/Entertainment 
I feel like the game is less boring 

3 I enjoy watching the game more 
I pass time 

Personal Utility I let my followers know that I am watching the game 1 
 Total 17 
 

Survey Tool 

An internet-based survey tool, SurveyMonkey.com, was used to collect the data from live 

NFL game broadcast viewers who use Twitter.  With the drastic improvement of computer 

technology since the 1990s, the computer has been widely used for survey information 

collection (Smyth & Pearson, 2011).  It allows researchers to design and post survey 

questionnaires on the website with ease.  Arguably, the internet survey has been praised as an 

efficient data collecting tool in terms of time and cost.   
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Procedure and Sample 

The survey questionnaire was composed and implemented in order to fit in the internet-

based survey distribution method.  Before the survey distribution, a chairman of this thesis, who 

are a media studies scholar, reviewed the survey questions and a preliminary survey was 

administered to thirteen graduate students, who were mostly majoring in media studies and 

sports management, for the secure survey questionnaire. 

In order to investigate the audience’s media behavior in the 2012-13 NFL season, the data 

collection was limited to April 2013.  Nine different Twitter accounts (@Researcher K, 

@mcrew1, @Luv_NFL, @GroupWatching, @SportsWatching, @Dokbeom, @Hiphopjeans, 

@ksb1125, and @minizzi) were utilized to increase survey response rate.  The recruitment 

tweets were transmitted to heavy Twitter users and their followers: the official Twitter accounts 

of the thirty-two NFL teams (see Table 5), the official Twitter accounts of NFL television 

broadcasts (see Table 6), and the top twenty-five NFL players on Twitter who have hundreds of 

thousands of followers (see Table 7).  Each recruitment tweet included a brief explanation 

about the survey and its link.  For example: “Would you please participate in this #NFL 

#Survey for my #thesis and #RT this [link]”; “I'm conducting a #survey of #NFL audiences for 

my #thesis. Please join &  #RT this [link]”; and “why do you watch the #NFL ? Please join my 

#thesis #survey &  #RT this [link].”  Even though the recruitment messages were delivered to 

heavy users, almost all the users did not retweet the messages.  Therefore, the recruitment 

tweets were not exposed to their followers.  On the other hand, Israel Idonije, who plays for the 

Chicago Bears and has 641,449 followers, retweeted the recruitment message, and NFL on 

ESPN with 212,996 followers clicked the favorite icon on the message.  Seventy two random 

twitter users retweeted the recruitment messages from April 17 to 27, 2013.  Since the retweet 
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means that the survey link is exposed to the user’s followers, this method could be regarded as 

snowball sampling.  The researcher was not able to count how many Twitter users saw and 

exactly who were exposed to the recruitment tweets.  Nevertheless, it might have also been 

exposed to Twitter users who are not fans of the NFL and who usually do not watch NFL 

broadcasts, since the recruitment letter has hashtags: #NFL, #sports, #broadcast, #thesis and 

#survey. 

In addition to a brief explanation about the survey procedure, the purpose of the research 

was described in the first screen of the final survey.  In order to avoid under 18 years old of age, 

the first question asked about the prospective participants’ age.  The valid data were gathered 

from two-hundred fifty-three Twitter users (n = 253) aged from 19 to over 60 years old.  Each 

survey had 23 to 25 questions depending on the respondents’ answers.  It took as long as 10 to 

15 minutes to complete the survey. 
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Table 5 

List of NFL Teams’ Official Twitter Account in Sample 
Teams Username Number of Followers 
Arizona Cardinals @AZCardinals 48,690 
Atlanta Falcons @Atlanta_Falcons 212,997 
Baltimore Ravens  @Ravens 323,595 
Buffalo Bills  @buffalobills 150,188 
Carolina Panthers  @Panthers 152,166 
Chicago Bears  @ChicagoBears 289,426 
Cincinnati Bengals  @Bengals 157,615 
Cleveland Browns  @Browns 154,652 
Dallas Cowboys  @dallascowboys 544,939 
Denver Broncos  @DenverBroncos 265,737 
Detroit Lions  @DetroitLionsNFL 213,460 
Green Bay Packers @packers 443,467 
Houston Texans  @HoustonTexans 238,604 
Indianapolis Colts  @nflcolts 153,155 
Jacksonville Jaguars @jaguars 76,160 
Kansas City Chiefs  @kcchiefs 179,674 
Miami Dolphins  @MiamiDolphins 209,765 
Minnesota Vikings  @Vikings 206,492 
New England Patriots @Patriots 580,390 
New Orleans Saints  @Saints 308,564 
New York Giants  @Giants 445,585 
New York Jets  @nyjets 574,285 
Oakland Raiders  @RAIDERS 243,549 
Philadelphia Eagles  @Eagles 284,455 
Pittsburgh Steelers  @steelers 524,655 
Saint Louis Rams  @STLouisRams 108,413 
San Diego Chargers  @chargers 197,742 
San Francisco 49ers @49ers 377,207 
Seattle Seahawks  @Seahawks 215,886 
Tampa Bay Buccaneers  @TBBuccaneers 109,918 
Tennessee Titans  @TennesseeTitans 122,844 
Washington Redskins  @Redskins 203,409 
  (as of April 17, 2013) 
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Table 6 

List of NFL Game Broadcasts’ Official Twitter Account in Sample 
Channels Username Number of Followers 
NFL on CBS @NFLonCBS  22,355 
NFL on ESPN   @ESPNNFL  128,304 
NFL on Fox @NFLONFOX 253,602 
NFL Network @nflnetwork 498,735 

(as of April 17, 2013) 
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Table 7 

List of Top 25 NFL Players on Twitter  
Players Username Number of Followers 
 1.Chad Ochocinco @ochocinco 4,872,433 
 2.Reggie Bush @ReggieBush 2,796,563 
 3.Tim Tebow @TimTebow 2,188,243 
 4.Michael Vick @MikeVick 1,780,225 
 5.Vernon Davis @VernonDavis85 1,690,319 
 6.Drew Brees @drewbrees 1,616,319 
 7.Larry Fitzgerald @LarryFitzgerald 1,529,574 
 8.Terrell Owens @terrellowens 1,342,847 
 9.Chris Culliver @Cullyinthehouse 1,125,086 
10.Michael Strahan @michaelstrahan 1,015,896 
11.Warren Sapp @WarrenSapp 981,507 
12.Troy Aikman @TroyAikman 967,220 
13.Aaron Rodgers @AaronRodgers12 914,850 
14.Antonio Brown @AntonioBrown84 902,195 
15.Aldon Smith @AldonSmith 886,641 
16.Robert Griffin III @RGIII 858,132 
17.Dashon Goldson @thehawk38 842,222 
18.Mark Sanchez @Mark_Sanchez 834,763 
19.Chris Johnson @ChrisJohnson28 834,604 
20.Von Miller @MillerLite40 759,185 
21.Jamaal Charles @jcharles25 693,695 
22.Israel Idonije @iidonije 641,449 
23.Ray Lewis @raylewis 601,289 
24.Deion Sanders @DeionSanders 570,798 
25.Clay Matthews @ClayMatthews52 563,222 

(as of April 17, 2013) 
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Measures 

The five factors found from a principal component analysis: 1) the uses and gratifications 

of group sports broadcasts watching, and 2) the uses and gratifications of Twitter while 

watching. 

Following factor analysis with Varimax rotation, each four motivating and gratifying 

dimensions of the group watching were explored: social interactivity, fan identification, 

diversion/entertainment, and personal utility. 

Following factor analysis with Varimax rotation, each four motivating and gratifying 

dimensions of sport Twitter use were explored: social interactivity, fan identification, 

diversion/entertainment, and information seeking. 

Overall, five categorical dimensions were explored respectively for each use: the factors 

between the group watching and tweeting did not correspond.  For instance, personal utility was 

only a factor for sports Twitter use, while information seeking was only a factor for the group 

watching.  

Data Analysis 

A frequency analysis was conducted to examine the respondents’ demographic 

information and sports media consumption behavior. 

To establish the factor structure of the group watching and the audiences’ sports Twitter 

use, a principal component analysis and a factor analysis were completed by using the IBM 

Statistical Package for the Social Sciences (SPSS) Version 19.0. 
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For the reliability and validity of the survey questions, Cronbach’s α was calculated 

through reliability analysis: Kehoe (1995) suggested that over .50 is significant, while Novak 

and Mitchell (1996) suggested that a number over .60 is a significant number (Kim, 2011).  

This study considered over .50 is a statistically significant number as well. 

Based on the results of factor analysis, a correlation analysis and a multiple regression 

analysis were also performed by using SPSS to investigate the relations among key dependent 

variables. 
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CHAPTER 4 

RESULTS 

Descriptive Statistics 

Demographic Information 

As shown in Table 8, the sample (n = 253) consists of 81.4 percent males (n = 206) and 

18.6 percent females (n = 47).  The greatest number of respondents were aged between 30 to 39 

years (39.1 percent, n = 99); 33.2 percent (n = 84) were aged from 21 to 29; 19.0 percent (n = 48) 

were aged from 40 to 49; 3.2 percent were respectively aged from 18 to 20 (n = 8) and 60 or 

older (n = 8); and the rest 2.4 percent (n = 6) were 50 to 59 year olds. 

The majority of respondents reported having a bachelor’s degree (40.7 percent, n = 103), 

a master’s degree (24.1 percent, n = 61), or some college education (20.9 percent, n = 53). 

Most (71.9 percent, n = 182) described themselves as White/Caucasian; 9.5 percent (n = 

182) were Black/African-American; 8.7 percent (n = 22) were Asian/Asian-American; 4.3 

percent (n = 11) were Hispanic/Latino.  Fifity-one point four percent (n = 130) of respondents 

responded that they were presently married, and 45.1 percent (n = 114) were single or never 

married. 

Most (79.8 percent, n = 202) were presently living with someone (i.e. Parents, spouse, or 

roommates), and the rest of them were living alone. 

Twenty-seven point three percent (n = 69) responded that their household income was 

between $25,000 and $49,999, while 22.1 percent (n = 56) indicated that their household income 

was between $75,000 and $99,999. 
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Table 8 
Descriptive Information of the Respondents 

 Frequency (n) Percent (%) 
Gender Male 206 81.4 

Female 47 18.6 
Total 253 100.0 

Age 18-20 8 3.2 
21-29 84 33.2 
30-39 99 39.1 
40-49 48 19.0 
50-59 6 2.4 
60 or older 8 3.2 
Total 253 100.0 

Education High school diploma /GED 19 7.5 
Some College / Associates degree 53 20.9 
Bachelor's degree 103 40.7 
Master's degree 61 24.1 
Terminal degree(e.g.,J.D, M.D, M.J, M.F.A, Ph.D) 17 6.7 
Total 253 100.0 

Race American Indian or Native American 6 2.4 
Asian or Asian American 22 8.7 
Black or African American 24 9.5 
Hispanic, Latino, or Spanish origin 11 4.3 
Native Hawaiian or Pacific Islander 8 3.2 
White or Caucasian 182 71.9 
Total 253 100.0 

Living 
Situation 

I live alone 51 20.2 
I live with someone 202 79.8 
Total 253 100.0 

Income $0-$24,999 11 4.3 
$25,000-$49,999 69 27.3 
$50,000-$74,999 30 11.9 
$75,000-$99,999 56 22.1 
$100,000-$124,999 55 21.7 
$125,000-$149,999 20 7.9 
$150,000-$174,999 3 1.2 
$175,000-$199,999 3 1.2 
$200,000 and up 6 2.4 
Total 253 100.0 
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Results for Research Question 1 

 The first question of this study asked about the audience’s consumption behavior for the 

live NFL game broadcasts.  The frequency-analyzed results are the below: 

 Almost all of the respondents (95.7 percent, n = 242) indicated that they were an NFL fan, 

while many answered that they watched “every game” (38.3 percent, n = 97).  They watched the 

game broadcasts with “TV” (87.7 percent, n = 222), “mobile device” (7.5 percent, n = 19), and 

“computer” (4.7 percent, n = 12).  Respondents’ “homes” (84.4 percent, n = 211) were the most 

frequent place for watching NFL game broadcasts, while “sports bars/dining out restaurants” 

(12.3 percent, n = 31) was the second most frequently reported place.  Seventy-five point one 

percent (n = 190) of the subjects responded that they prefer watching live NFL game broadcasts 

with others.  Not always, but often, 37.2 percent (n = 94) of the respondents watched the game 

with others.  In particular, all the survey respondents (n = 253) said that they have watched live 

NFL game broadcasts with others: they usually watch the game broadcasts with “friends” (58.9 

percent, n = 149) and “family” (39.9 percent, n = 101). 

 Meanwhile, 70 percent of the respondents follow their favorite NFL team’s official 

Twitter page, but the rest do not follow their favorite teams’ page.  Among the 253 respondents, 

202 (79.8 percent) responded that they have partaken in some Twitter activities regarding the 

game while watching live NFL game broadcasts. 
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Results for Research Question 2 

 The second question of this study asked about the kind of game broadcasts the audiences 

prefer to watch together.  From “high priority = 5” to “low priority = 1,” respondents were asked 

to check the game priority that they want to watch with others.  The mean value does not 

statistically indicate the importance of each game broadcast.  However, each game broadcasts’ 

mean value suggests relative priority against the other game broadcasts.  Consequently, the 

respondents were willing to watch the game broadcast by this order: Super Bowl (M = 4.75, SD 

= .766), playoff games (M = 3.75, SD = .613), rivalry games (M = 3.08, SD = .658), regular 

season games (M = 2.26, SD = .733), and pre-season games (M = 1.15, SD = .697). 
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Table 9 

Principal Component Analysis for the Motivation of Group Watching 

Component 

Initial Eigenvalues Rotation Sums of Squared Loadings 

Total 
% of Varian

ce Cumulative % Total 
% of Varian

ce Cumulative % 
1 3.930 35.725 35.725 2.757 25.065 25.065 
2 1.668 15.163 50.888 2.018 18.348 43.412 
3 1.163 10.577 61.465 1.657 15.061 58.474 
4 1.078 9.801 71.266 1.407 12.793 71.266 

Extraction Method: Principal Component Analysis. 
Note: component 1 = social interactivity, component 2 = fan identity, component 3 = personal u
tility, component 4 = diversion/entertainment 
 

Results for Research Question 3 

 The third question of the research asked about the motivational factors that draw 

audiences to watch live NFL game broadcast with others.  Based on the literature review, the 

survey questions were established in order to determine the motivational factors for group NFL 

broadcast viewing.  Six questions were removed from seventeen questions through a principal 

component analysis: “To share the game experience with others,” “To feel like I'm part of the 

fan community,” “Because it makes me enjoy watching the game more,” “To discuss games in 

progress,” “To share information about the game with others,” and “To know what others are 

saying about the game.” 

The rest of questions were categorized again with a factor analysis.  As show in Table 9, 

the four dimensions accounted for 71.2 percent of the variance after Varimax rotation; the 

social interactivity accounted for 25.0 percent, fan identity accounted for 18.3 percent, personal 

utility accounted for 15.0 percent, and diversion/entertainment accounted for 12.7 percent. 



42 
 

Table 10 indicates specific items in the motivational factors for group watching. 

Social Interactivity accounted for 25.0 percent of the variance after Varimax rotation.  

The reliability of four items in this dimension was Cronbach’s α = .725.  The statements in this 

factor asked whether the respondents’ purposes of watching the game broadcasts were related 

to their desire for social interaction.  For example, “because I enjoy interacting with others” (M 

= 3.73, SD = 1.19), “to chat with others while watching it” (M = 3.69, SD = 1.33), “to be close 

with others” (M = 3.60, SD = 1.34), and “because I enjoy watching TV with others” (M = 2.98, 

SD = 1.31). 

Fan Identity accounted for 18.3 percent of the variance after Varimax rotation. The 

reliability of three items in this dimension was Cronbach’s α = .849.  The statements were 

designed to assess the respondents’ involvement with NFL team or games.  For example, “To 

cheer on my favorite team with others” (M = 3.90, SD = 1.23), “To express myself as a fan of the 

NFL or my favorite team” (M = 3.39, SD = 1.44), and “Because it is a game day tradition” (M = 

3.21, SD = 1.22). 

Personal Utility accounted for 15.0 percent of the variance after Varimax rotation. The 

reliability of two items in this dimension was Cronbach’s α = .504.  The statements in this factor 

assessed whether personal motivation affects group watching.  For example, “To drink a beer 

with others while watching it” (M = 2.93, SD = 1.46), and “To enjoy a dinner with others while 

watching it” (M = 2.78, SD = 1.21).  The reliability was slightly lower than the suggestion of 

Novak and Mitchell (1996), but it was higher than the suggestion of Kehoe (1995). 
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Table 10 

Factor Analysis for the Motivation of Group Watching  

 
Component 

Mean 
1 2 3 4 

12.Because I enjoy watching TV with others .835 .207 .036 .015 2.98 
7.To be close with others .818 -.069 .155 .101 3.60 
6.To chat with others while watching it .767 .082 .165 .109 3.69 

11.Because I enjoy interacting with others .745 .233 .246 .240 3.73 
14.To express myself as a fan of the NFL or my favorite team .185 .872 .171 .084 3.39 

8.To cheer on my favorite team with others .150 .838 -.046 .018 3.90 
13.Because it is a game day tradition -.064 .541 .495 .116 3.21 
16.To drink a beer with others while watching it .295 .125 .811 -.039 2.93 
17.To enjoy a dinner with others while watching it .179 .013 .764 .193 2.78 

9.To feel like I'm in the stadium .046 .341 .030 .812 2.20 
15.To pass time .259 -.151 .162 .780 2.17 
Extraction Method: Principal Component Analysis.  
 Rotation Method: Varimax with Kaiser Normalization. 

 

a. Rotation converged in 6 iterations. 
 

 

 

Diversion/Entertainment accounted for 12.7 percent of the variance after Varimax 

rotation. The reliability of two items in this dimension was Cronbach’s α = .656.  The 

statements in this factor were designated to assess whether the participants watch the live NFL 

game broadcasts for their diversion or entertainment.  For example, “To feel like I'm in the 

stadium” (M = 2.20, SD = 1.18), and “To pass time” (M = 2.17, SD = 1.18). 
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Table 11 
Mean Values of the Motivational Factors for Group Watching 

 N Minimum Maximum Mean Std. Deviation 
Social Interactivity 253 1.00 5.00 3.50 1.07 
Fan Identity 253 1.00 5.00 3.50 1.05 
Personal Utility 253 1.00 5.00 2.86 1.16 
Diversion/Entertainment 253 1.00 5.00 2.19 0.98 
Valid N (listwise) 253     

 
As show in Table 11, social interactivity (M = 3.50, SD = 1.07) and fan identity (M = 

3.50, SD = 1.05) were the highest motivational factors for the group watching.  Personal utility 

(M = 2.86, SD = 1.16) and diversion / entertainment (M = 2.19, SD = 0.98) motivations were the 

next highest factors. 
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Table 12 

Principal Component Analysis for the Gratification of Group Watching 

Component Initial Eigenvalues Rotation Sums of Squared Loadings 

Total 
% of 

Variance Cumulative % Total 
% of 

Variance Cumulative % 

 

1 6.807 40.041 40.041 3.736 21.974 21.974 
2 1.980 11.647 51.687 3.041 17.887 39.861 
3 1.578 9.281 60.968 2.525 14.850 54.712 
4 1.149 6.761 67.730 2.213 13.018 67.730 

Extraction Method: Principal Component Analysis. 
 

Results for Research Question 4 

The fourth question of the research asked about the audience’s level of gratification after 

watching a broadcasted game with others.  Table 12 indicates the gratifying dimensions for the 

group watching.  The four dimensions accounted for 67.7 percent of the variance after Varimax 

rotation: social interactivity accounted for 21.9 percent, fan identity accounted for 17.8 percent, 

personal utility accounted for 14.8 percent, a diversion/entertainment accounted for 13.0 percent. 

Table 13 indicates specific items in the gratification factors for group watching. 

 Social Interactivity accounted for 21.9 percent of the variance after Varimax rotation. The 

reliability of four items in this dimension was Cronbach’s α = .899.  The statements in this factor 

asked whether the respondents satisfied their desire for social interaction through the group 

watching.  For example, “I chat with others while watching it” (M = 3.98, SD = .98), “I enjoy 

interacting with others” (M = 3.76, SD = 1.04), “I am close with others” (M = 3.64, SD = 1.18), 

and “I enjoy watching TV with others” (M = 3.23, SD = 1.19). 
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Table 13 

Factor Analysis for the Gratification of Group Watching  

 
Component 

Mean 
1 2 3 4 

6. I chat with others while watching it .891 .136 .118 -.027 3.98 
11. I enjoy interacting with others .806 .355 .170 -.012 3.76 
12. I enjoy watching TV with others .775 .126 .218 .227 3.23 
7. I am close with others .772 .122 .371 .032 3.64 

14. I express myself as a fan of the NFL or my favorite team .109 .886 .163 -.129 3.55 
13. I feel like I satisfy the game day tradition .249 .748 .178 .207 3.35 

8. I cheer on my favorite team with others .129 .711 .059 -.053 3.87 
17. I enjoy a dinner with others while watching it .317 .079 .816 .046 2.74 
16. I drink a beer with others while watching it .163 .174 .811 -.040 3.01 
 9. I feel like I'm in the stadium .050 .526 -.180 .648 2.45 
15. I pass time .494 -.165 .159 .597 2.49 
Extraction Method: Principal Component Analysis.  
 Rotation Method: Varimax with Kaiser Normalization. 

 

a. Rotation converged in 7 iterations. 
 

 

 Fan Identity accounted for 17.8 percent of the variance after Varimax rotation. The 

reliability of three items in this dimension was Cronbach’s α = .787.  The statements were 

designed to assess whether the respondents’ involvement with NFL team or games strengthen 

through the group watching.  For example, “I cheer on my favorite team with others” (M = 3.87, 

SD = 1.10), “I express myself as a fan of the NFL or my favorite team” (M = 3.55, SD = 1.28), 

and “I feel like I satisfy the game day tradition” (M = 3.35, SD = 1.22).  

Personal Utility accounted for 14.8 percent of the variance after Varimax rotation.  The 

reliability of two items in this dimension was Cronbach’s α = .674.  The statements in this factor 

assessed whether the respondents gratified their individual utility through the group watching.  

For example, “I drink a beer with others while watching it” (M = 3.01, SD = 1.50), “I enjoy a 

dinner with others while watching it” (M = 2.74, SD = 1.33).  
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Diversion/Entertainment accounted for 13.0 percent of the variance after Varimax 

rotation.  The reliability of two items in this dimension was Cronbach’s α = .628.  The statements 

in this factor were designated to assess whether the participants gratified their desire for 

entertainment through watching live NFL game broadcasts with others.  For example, “I pass 

time” (M = 2.49, SD = 1.24), “I feel like I’m in the stadium” (M = 2.45, SD = 1.25). 
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Table 14 
Mean Values of the Gratification Factors for Group Watching 

 N Minimum Maximum Mean Std. Deviation 
Social Interactivity 253 1.00 5.00 3.66 0.97 
Fan Identity 253 1.00 5.00 3.59 1.01 
Personal Utility 253 1.00 5.00 2.87 1.24 
Diversion/Entertainment 253 1.00 5.00 2.47 0.95 
Valid N (listwise) 253     

 
As show in Table 14, social interactivity (M = 3.66, SD = 0.97) was the highest gratifying 

factor and fan identity (M = 3.59, SD = 1.01) was the second most gratifying factor for the group 

watching.  Personal utility (M = 2.87, SD = 1.24) and diversion / entertainment (M = 2.47, SD = 

0.95) gratifications were the next factors.  The order of the gratifying factors was coincident with 

the motivational factors’ order from social interactivity to diversion/entertainment. 

 

Results for Research Question 5 

The fifth question of the research asked about the motivational factors that cause the 

audiences to tweet about the game while watching live NFL game broadcasts.  For the reliable 

factors, five questions were removed from seventeen questions in the same manner as with the 

factors for the group watching: “To share information about the game with others,” “To know 

what others are saying about the game,” “To feel like I'm part of the fan community,” and “To let 

my followers know that I am watching the game.”  Tables 15 indicate the motivation dimensions 

for sports Twitter use.  The categories were not exactly same as with the group watching factors.  

Information seeking dimension was established, instead of personal utility dimension for the 

group watching.  As shown in Table 15, the four dimensions accounted for 78.4 percent of the 

variance after Varimax rotation. 
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Table 15 

Principal Component Analysis for the Motivation of Sports Twitter Use 

Component 

Initial Eigenvalues Rotation Sums of Squared Loadings 

Total 
% of Varianc

e 
Cumulativ

e % Total 
% of Varianc

e 
Cumulativ

e % 
1 3.978 33.152 33.152 3.101 25.845 25.845 
2 2.517 20.975 54.126 2.688 22.397 48.242 
3 1.653 13.776 67.902 1.926 16.047 64.289 
4 1.262 10.520 78.423 1.696 14.133 78.423 
Extraction Method: Principal Component Analysis. 
Note: component 1 = social interactivity, component 2 = information seeking, component 3 = 
fan identity, component 4 = diversion/entertainment 
  

The Social Interactivity dimension accounted for 25.8 percent of the variance (see Table 

15).  The reliability of four items in this dimension was Cronbach’s α = .863.  The statements in 

this factor asked whether or not the respondents’ motivation of sports Twitter use is associated to 

their desire for social interaction (see Table 16).  For instance, “To share the game experience 

with others” (M = 4.22, SD = 1.06), “To enjoy the game with others,” (M = 4.00, SD = 1.17), “To 

feel like watching the game with others” (M = 3.77, SD = 1.28), and “Because I enjoy interacting 

with others” (M = 3.73, SD = 1.19). 

Information Seeking accounted for 22.4 percent of the variance (see Table 15).  The 

reliability of three items in this dimension was Cronbach’s α = .900.  The statements asked 

whether the respondents used Twitter to seek information about the game while watching (see 

Table 16).  For instance, “To find out breaking news about the game” (M = 3.81, SD = 1.37), “To 

get information about the game” (M = 3.75, SD = 1.31), and “To find out the latest gossip” (M = 

3.12, SD = 1.41). 
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Table 16 

Factor Analysis for the Motivation of Sports Twitter Use  

 
Component 

Mean 
1 2 3 4 

6.To feel like watching the game with others .896 .110 .073 .080 3.77 
10.Because I enjoy interacting with others .874 .047 .083 -.050 3.73 

5.To share the game experience with others .857 -.018 .180 -.073 4.22 
4.To enjoy the game with others .627 -.117 .307 .434 4.00 
3.To find out breaking news about the game -.064 .937 .189 .076 3.81 
1.To get information about the game -.103 .923 .183 .072 3.75 
2.To find out the latest gossip .271 .829 .032 -.185 3.12 

14.To argue with the opponent team's fans .003 -.004 .794 .128 2.97 
17.To cheer on my favorite team .249 .295 .731 -.191 4.23 
15.To express myself as a fan of the NFL or my favorite team .368 .334 .728 -.084 4.13 
11.Because the game is boring -.214 -.139 .058 .878 1.60 
13.To pass time .275 .161 -.137 .786 1.87 
Extraction Method: Principal Component Analysis.  
 Rotation Method: Varimax with Kaiser Normalization. 

 

a. Rotation converged in 5 iterations. 
 

 

The Fan Identity accounted for 16.0 percent of the variance (see Table 15).  The 

reliability of three items in this dimension was Cronbach’s α = .730.  The statements asked 

whether their fan identity affects the motivation of Twitter use while watching the game (see 

Table 16).  For instance, “To cheer on my favorite team” (M = 4.23, SD = 1.09), “To express 

myself as a fan of the NFL or my favorite team” (M = 4.13, SD = 1.10), and “To argue with the 

opponent team’s fans” (M = 2.97, SD = 1.38). 

Diversion/Entertainment accounted for 14.1 percent of the variance (see Table 15).  The 

reliability of two items in this dimension was Cronbach’s α = .622.  Two statements used for this 

dimension from four original statements.  The aim of the statements was finding out whether the 

subject used Twitter for diversion or entertainment (see Table 16).  For instance, “To pass time” 

(M = 1.87, SD = 1.13), and “Because the game is boring” (M = 1.60, SD = .96). 
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Table 17 
Mean Values of the Motivational Factors for Sports Twitter use 

 N Minimum Maximum Mean Std. Deviation 
Social Interactivity 202 1.00 5.00 3.93 0.99 
Fan Identity  202 1.00 5.00 3.74 0.97 
Information Seeking 202 1.00 5.00 3.56 1.25 
Diversion/Entertainment 202 1.00 5.00 1.74 0.90 
Valid N (listwise) 202     

 
As show in Table 17, social interactivity (M = 3.93, SD = 0.99) was the highest 

motivational factor and fan identity (M = 3.74, SD = 0.97) was the second highest motivational 

factor for sports Twitter use while watching live NFL game broadcasts.  Information seeking (M 

= 3.56, SD = 1.25) and diversion / entertainment (M = 1.74, SD = 0.90) motivations were the 

next factors. 
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Table 18 

Principal Component Analysis for the Gratification of Twitter use 

Component 

Initial Eigenvalues Rotation Sums of Squared Loadings 

Total 
% of Varianc

e 
Cumulativ

e % Total 
% of Varianc

e 
Cumulativ

e % 
1 4.164 34.699 34.699 3.398 28.317 28.317 
2 2.705 22.543 57.242 2.525 21.045 49.362 
3 1.712 14.268 71.511 2.090 17.421 66.783 
4 1.047 8.721 80.232 1.614 13.449 80.232 
Extraction Method: Principal Component Analysis. 
 

Results for Research Question 6 

The sixth question of the research asked audiences to which dimensions were gratified 

as a consequence of tweeting while watching the game broadcasts.  As shown in Table 18, the 

four dimensions accounted for 80.2 percent of the variance after Varimax rotation. 

Social Interactivity accounted for 28.3 percent of the variance (see Table 18) after 

Varimax rotation. The reliability of four items in this dimension was Cronbach’s α = .906.  The 

statements in this factor asked whether the respondents’ desire for social interaction was satisfied 

through Twitter use while watching the game (see Table 19).  For instance, “I share the game 

experience with others” (M = 4.34, SD = .98), “I enjoy the game with others” (M = 4.16, SD = 

1.11), “I feel like watching the game with others” (M = 4.00, SD = 1.11), “I enjoy interacting 

with others” (M = 3.78, SD = 1.23). 

 Information Seeking accounted for 21.0 percent of the variance (see Table 18) after 

Varimax rotation. The reliability of three items in this dimension was Cronbach’s α = .900.  The 

statements were proposed to assess whether the respondents get the game-related information  
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Table 19 

Factor Analysis for the Gratification of Twitter use  

 
Component 

Mean 
1 2 3 4 

  6. I feel like watching the game with others .911 .081 .065 .208 4.00 
  4. I enjoy the game with others .885 .040 .294 .233 4.16 
  5. I share the game experience with others .861 .011 .271 .093 4.34 
10. I enjoy interacting with others .802 -.026 .008 -.262 3.78 
  1. I get information about the game -.066 .928 .183 -.078 3.83 
  3. I find out breaking news about the game -.094 .908 .082 -.088 4.08 
  2. I find out the latest gossip .243 .773 .140 -.040 3.34 
17. I cheer on my favorite team .231 .197 .864 .056 4.06 
15. I express myself as a fan of the NFL or my favorite team .331 .274 .783 -.117 4.28 
14. I argue with the opponent team's fans -.030 .014 .622 .524 2.89 
13. I pass time .393 .021 -.202 .779 2.33 
11. I feel like the game is less boring -.105 -.345 .280 .726 2.60 
Extraction Method: Principal Component Analysis.  
 Rotation Method: Varimax with Kaiser Normalization. 

 

a. Rotation converged in 11 iterations. 
 

 

through Twitter use (see Table 19).  For instance, “I find out breaking news about the game” (M 

= 4.08, SD = 1.14), “I get information about the game” (M = 3.83, SD = 1.21), and “I find out the 

latest gossip” (M = 3.34, SD = 1.37). 

Fan Identity accounted for 17.4 percent of the variance (see Table 18) after Varimax 

rotation. The reliability of three items in this dimension was Cronbach’s α = .730.  The 

statements were designed to assess whether the respondents’ involvement with NFL team or 

games is intensified through the group watching experience (see Table 19).  For instance, “I 

express myself as a fan of the NFL or my favorite team” (M = 4.28, SD = 1.03), “I cheer on my 

favorite team” (M = 4.06, SD = 1.14), and “I argue with the opponent team’s fans” (M = 2.89, SD 

= 1.38). 
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Diversion/Entertainment accounted for 13.4 percent of the variance (see Table 18) after 

Varimax rotation.  The reliability of two items in this dimension was Cronbach’s α = .533.  The 

statements in this factor were designated to assess whether the participants made a diversion and 

entertainment through watching live NFL game broadcasts with others (see Table 19).  For 

instance, “I feel like the game is less boring.” (M = 2.60, SD = 1.25), and “I pass time,” (M = 

2.33, SD = 1.09). 
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Table 20 
Mean Values of Gratification Factors for Sports Twitter Use 

 N Minimum Maximum Mean Std. Deviation 
Social Interactivity 202 1.00 5.00 4.07 0.98 
Information Seeking 202 1.00 5.00 3.75 1.10 
Fan Identity 202 1.00 5.00 3.74 0.97 
Diversion/Entertainment 202 1.00 5.00 2.47 0.97 
Valid N (listwise) 202     

 
As show in Table 20, social interactivity (M = 4.07, SD = 0.98) was the highest gratifying 

factor and information seeking (M = 3.75, SD = 1.10) was the second most gratifying factor for 

sports Twitter use while watching live NFL game broadcasts.  Fan identity (M = 3.74, SD = 0.97) 

and diversion / entertainment (M = 2.47, SD = 0.97) gratifications were the next highest factors.  

Even though the mean value difference was small, information seeking (from M = 3.56 to M = 

3.75) item was more gratified than fan identity item (from M = 3.74 to M = 3.74) as opposed to 

the motivational factors for sports Twitter use. 

Results for Research Question 7 

Correlation Analysis 

 In order to calculate the correlation between the motivations for group watching of NFL 

broadcasts and the gratifications of group watching of NFL broadcasts, Pearson’s correlations 

were calculated.  This statistical method also applied to calculate the correlation between the 

motivation of sports Twitter use and the gratification of sports Twitter use.  The results were 

interpreted in accordance with Rea and Parker (2005): Pearson’s correlation coefficient indicates 

the level of correlation between the variables.   

As shown in Table 21, the group NFL broadcasts viewers’ social interactivity 

motivation demonstrated a highly significant positive correlation with all the uses and 



56 
 

gratifications dimensions: the motivation of fan identity (r[253] = .302, p < .01), the motivation 

of diversion/entertainment (r[253] = .340, p < .01), the motivation of personal utility (r[253] 

=.430, p < .01), the gratification of social interactivity (r[253] = .819, p < .01), the gratification 

of fan identity (r[253] = .302, p < .01), the gratification of diversion/entertainment (r[253] = .256, 

p < .01), and the gratification of personal utility (r[253] = .490, p < .01).  Fan identity motivation 

demonstrated a positive correlation with motivation of diversion/entertainment (r[253] = .247, p 

< .01) and personal utility (r[253] = .302, p < .01), and it also possessed a positive correlation 

with gratification of fan identity (r[253] = .756, p < .01), social interactivity (r[253] = .190, p 

< .01), and personal utility (r[253] = .263, p < .01).  Diversion/entertainment motivation 

demonstrated a high positive correlated with gratification of Diversion/entertainment r[253] 

= .608, p < .01), and a weak positive correlation with motivation of personal utility (r[253] 

= .258, p < .01) and social interactivity (r[253] = .252, p < .01).  Personal utility motivation 

demonstrated a positive correlation with gratification of personal utility (r[253] = .792, p < .01), 

social interactivity (r[253] =.355, p < .01), and fan identity (r[253] = .233, p < .01).  Social 

interactivity gratification demonstrated a moderate positive correlation with gratification of fan 

identity (r[253] = .405, p < .01), diversion/entertainment (r[253] = .369, p < .01), and personal 

utility (r[253] = .510 p < .01).  Fan identity gratification demonstrated a weak positive 

correlation with gratification of diversion/entertainment (r[253] = .266, p < .01) and a moderate 

positive correlation with gratification of personal utility (r[253] = .309, p < .01). 
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Table 21 

Correlations for the Uses and Gratifications of Group Watching 

 
Social 

Interactivity  
Use 

Fan Identity 
Use 

Diversion/ 
Entertainment 

Use 
Personal 

Utility Use 

Social 
Interactivity 
Gratification 

Fan Identity 
Gratification 

Diversion/ 
Entertainment 
Gratification 

Personal 
Utility 

Gratification 
Social 
Interactivity 
 Use 

Pearson Correlation 1        
Sig. (2-tailed)         
N 253        

Fan Identity  
Use 

Pearson Correlation .302** 1       
Sig. (2-tailed) .000        
N 253 253       

Diversion/ 
Entertainment  
Use 

Pearson Correlation .340** .247** 1      
Sig. (2-tailed) .000 .031       
N 253 253 253      

Personal Utility  
Use 

Pearson Correlation .430** .302** .258** 1     
Sig. (2-tailed) .000 .000 .000      
N 253 253 253 253     

Social 
Interactivity 
Gratification 

Pearson Correlation .819** .190** .252** .355** 1    
Sig. (2-tailed) .000 .000 .000 .000     
N 253 253 253 253 253    

Fan Identity 
Gratification 

Pearson Correlation .302** .756** .135* .233** .405** 1   
Sig. (2-tailed) .000 .000 .031 .000 .000    
N 253 253 253 253 253 253   

Diversion/ 
Entertainment 
Gratification 

Pearson Correlation .256** .117 .608** .152* .369** .266** 1  
Sig. (2-tailed) .000 .000 .000 .016 .000 .000   
N 253 253 253 253 253 253 253  

Personal Utility 
Gratification 

Pearson Correlation .490** .263** .095 .792** .510** .309** .160* 1 
Sig. (2-tailed) .000 .000 .131 .000 .000 .000 .011  
N 253 253 253 253 253 253 253 253 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 
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As Table 22 displays, sports Twitter users’ motivational factor for social interactivity 

possessed the strongest positive correlation with gratification of social interactivity (r[202] 

= .878, p < .01), while it demonstrated a moderate positive correlation with motivation of fan 

identity (r[202] = .383, p < .01), and gratification of fan identity (r[202] = .341, p < .01) and 

diversion/entertainment (r[202] = .236, p < .01).  Information seeking motivation possessed a 

positive correlation with motivation of fan identity (r[202] = .368, p < .01) and gratification of 

information seeking (r[202] = .825, p < .01), while it demonstrated a weak negative correlation 

with diversion/entertainment (r[202] = -.194, p < .01).  Fan identity motivation possessed the 

strongest positive correlation with gratification of fan identity (r[202] = .810, p < .01), social 

interactivity(r[202] = .345, p < .01), information seeking (r[202] = .369, p < .01), and 

diversion/entertainment (r[202] = .208, p < .01).  Diversion/entertainment motivation possessed 

a moderate positive correlation with gratification of diversion/entertainment(r[202] = .451, p 

< .01).  Social interactivity gratification possessed a moderated positive correlation with 

gratification of fan identity (r[202] = .366, p < .01) and diversion/entertainment (r[202] = .208, p 

< .01).  Information seeking motivation possessed a moderated positive correlation with 

gratification of fan identity (r[202] = .301, p < .01), while it demonstrated a moderate negative 

correlation with gratification of diversion/entertainment(r[202] = -.253, p < .01).  Fan identity 

gratification possessed a moderate positive correlation with gratification of 

diversion/entertainment (r[202] = .237, p < .01). 
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Table 22 

Correlations for the Uses and Gratifications of Sports Twitter 

 
Social 

Interactivity 
Use 

Information 
Seeking Use 

Fan Identity  
Use 

Diversion/ 
Entertainment 

Use 

Social 
Interactivity 
Gratification 

Information 
Seeking 

Gratification 
Fan Identity 
Gratification 

Diversion/ 
Entertainment 
Gratification 

Social  
Interactivity 
Use 

Pearson Correlation 1        
Sig. (2-tailed)         
N 202        

Information 
Seeking 
Use 

Pearson Correlation .088 1       
Sig. (2-tailed) .211        
N 202 202       

Fan Identity  
Use 

Pearson Correlation .383** .368** 1      
Sig. (2-tailed) .000 .000       
N 202 202 202      

Diversion/ 
Entertainment  
Use 

Pearson Correlation .135 -.017 -.044 1     
Sig. (2-tailed) .056 .811 .535      
N 202 202 202 202     

Social  
Interactivity 
Gratification 

Pearson Correlation .878** .084 .345** -.061 1    
Sig. (2-tailed) .000 .234 .000 .386     
N 202 202 202 202 202    

Information  
Seeking  
Gratification 

Pearson Correlation .117 .825** .369** -.163* .099 1   
Sig. (2-tailed) .097 .000 .000 .020 .161    
N 202 202 202 202 202 202   

Fan Identity 
Gratification 

Pearson Correlation .341** .170* .810** -.037 .366** .301** 1  
Sig. (2-tailed) .000 .015 .000 .606 .000 .000   
N 202 202 202 202 202 202 202  

Diversion/ 
Entertainment 
Gratification 

Pearson Correlation .236** -.194** .208** .451** .208** -.253** .237** 1 
Sig. (2-tailed) .001 .006 .003 .000 .003 .000 .001  
N 202 202 202 202 202 202 202 202 

**. Correlation is significant at the 0.01 level (2-tailed). 

*. Correlation is significant at the 0.05 level (2-tailed). 
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Table 23 
Gratification of Social Interactivity in Group Watching  
Model Unstandardized 

Coefficients 
Standardized 
Coefficients 

t Sig. 

 

B Std. Error Beta R² 
1 (Constant) 1.199 .152  7.896 .000  

 
.675 

Social Interactivity  .757 .038 .836 19.877 .000 
Fan Identity -.055 .036 -.059 -1.520 .130 
Diversion/Entertainment -.022 .039 -.023 -.578 .564 
Personal Utility .016 .034 .019 .463 .644 

a. Dependent Variable: Gratification of Social Interactivity - Group Watching  
 

Regression Analysis – Group Watching 

In order to investigate what motivational factors affect the gratifications of group 

watching, a regression analysis was conducted.  This analysis explains how much each of the 

four different motivational factors influence one gratification factor after group NFL broadcast 

watching.  In case the p-value is less than 0.05, the data is statistically significant. 

Table 23 indicates that the motivation of social interactivity (ß =. 836) is making 

statistically significant contributions to the gratification of social interactivity and the overall 

model accounts for 67.5 percent of the variance.  As the level of the social interactivity 

motivational factor increases, the social interactivity gratification increases as well (or vice 

versa).   
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Table 24 
 
Gratification of Fan Identity in Group Watching  
Model Unstandardized 

Coefficients 
Standardized 
Coefficients 

t Sig. 

 

B Std. Error Beta R² 
1 (Constant) .938 .179  5.246 .000  

Social Interactivity .110 .045 .117 2.451 .015  
Fan Identity .716 .042 .749 16.940 .000 .585 
Diversion/Entertainment -.086 .046 -.084 -1.885 .061  
Personal Utility -.019 .041 -.021 -.459 .647  

a. Dependent Variable: Gratification of Fan Identity - Group Watching 
 

 

 
Table 24 indicates that the social interactivity (ß =. 117) and fan identity (ß =. 749) 

motivations are making statistically significant contributions to the gratification of fan identity.  

As the level of social interactivity or fan identity motivational factor increases, the gratification 

of fan identity increase as well (or vice versa).  The overall model accounts for 58.5 percent of 

the variance. 
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Table 25 
 
Gratification of Diversion/Entertainment in Group Watching  
Model Unstandardized 

Coefficients 
Standardized 
Coefficients 

t Sig. 

 

B Std. Error Beta R² 
1 (Constant) 1.162 .207  5.604 .000  

Social Interactivity .067 .052 .075 1.287 .199  
Fan Identity -.042 .049 -.047 -.863 .389 .375 
Diversion/Entertainment .583 .053 .599 11.019 .000  
Personal Utility -.017 .047 -.021 -.369 .712  

a. Dependent Variable: Gratification of Diversion / Entertainment - Group Watching 
 

 

 

Table 25 indicates that the motivation of diversion/entertainment (ß =. 599) influenced a 

positive contribution to the gratification of diversion/entertainment.  As the level of the 

motivational factor increases, the diversion/entertainment gratification increase as well (or vice 

versa).  The overall model accounts for 37.5 percent of the variance. 
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Table 26 

Gratification of Personal Utility in Group Watching  
Model Unstandardized 

Coefficients 
Standardized 
Coefficients 

t Sig. 

 

B Std. Error Beta R² 
1 (Constant) .119 .192  .618 .537  

Social Interactivity .266 .048 .230 5.520 .000  
Fan Identity .019 .045 .016 .424 .672 .682 
Diversion/Entertainment -.223 .049 -.176 -4.544 .000  
Personal Utility .785 .044 .734 18.014 .000  

a. Dependent Variable: Gratification of Personal Utility - Group Watching  

 
 

As shown in Table 26, the motivations of social interactivity (ß = .230) , personal utility 

(ß = .734), and diversion/entertainment (ß = -.176) are making a statistically significant 

contribution to the gratification of personal utility.  As the level of the two motivational factors 

(social interactivity and personal utility) increase, the personal utility gratification increases as 

well (or vice versa).  On the other hand, the gratification of personal utility is in inverse 

proportion to the motivation of diversion/entertainment.  The overall model accounts for 68.2 

percent of the variance. 

Regression Analysis – Sports Twitter Use 

In order to investigate what motivational factors affect the gratification of sports Twitter 

use, regression analysis was conducted.  This analysis explains how much each of the four 

different motivational factors influence one gratification factor of sports Twitter use. 
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Table 27 

 
Gratification of Social Interactivity in Sports Twitter Use  
Model Unstandardized 

Coefficients 
Standardized 
Coefficients 

t Sig. 

 

B Std. Error Beta R² 
1 (Constant) .920 .166  5.531 .000  

Social Interactivity .898 .034 .907 26.149 .000  
Information Seeking .004 .027 .005 .150 .881 .804 
Fan Identity -.012 .037 -.012 -.318 .751  
Diversion/Entertainment -.202 .035 -.184 -5.743 .000  

a. Dependent Variable: Gratification of Social Interactivity – Sports Twitter Use  

 
Table 27 displays that social interactivity (ß = .907) and diversion/entertainment (ß = -

.184) motivational factors are making a statistically significant contribution to the gratification of 

social interactivity.  As the level of social interactivity motivational factor increase, the 

gratification also increases (or vice versa).  On the other hand, the gratification of social 

interactivity is in inverse proportion to the motivation of diversion/entertainment.  As the level of 

diversion/entertainment motivational factor increase, the social interactivity gratification 

decrease (or vice versa).  The overall model accounts for 80.4 percent of the variance.   
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Table 28 

 
Gratification of Information Seeking in Sports Twitter Use  
Model Unstandardized 

Coefficients 
Standardized 
Coefficients 

t Sig. 

 

B Std. Error Beta R² 
1 (Constant) 1.148 .227  5.062 .000  

Social Interactivity .054 .047 .048 1.145 .253  
Information Seeking .705 .036 .800 19.353 .000 .710 
Fan Identity .056 .051 .049 1.097 .274  
Diversion/Entertainment -.189 .048 -.154 -3.957 .000  

a. Dependent Variable: Gratification of Information Seeking – Sports Twitter Use 
 

 

 
Table 28 displays that information seeking (ß = .800) and diversion/entertainment (ß = -

.154) motivational factors are making statistically significant contribution to the gratification of 

information seeking. As the level of information seeking motivational factor increase, this 

dimension of gratification increase as well (or vice versa).  On the other hand, the gratification of 

information seeking is in inverse proportion to the motivation of diversion/entertainment.  As the 

level of diversion/entertainment motivational factor increase, the gratification of information 

seeking decreases (or vice versa).  The overall model accounts for 71.0 percent of the variance. 
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Table 29 

Gratification of Fan Identity in Sports Twitter Use  
Model Unstandardized 

Coefficients 
Standardized 
Coefficients 

t Sig. 

 

B Std. Error Beta R² 
1 (Constant) .875 .210  4.168 .000  

Social Interactivity .027 .043 .028 .634 .527  
Information Seeking -.113 .034 -.146 -3.348 .001 .676 
Fan Identity .848 .047 .853 18.020 .000  
Diversion/Entertainment -.006 .044 -.005 -.130 .897  

a. Dependent Variable: Gratification of Fan Identity - Sports Twitter Use 
 

 

 
As shown in Table 29, the motivation of information seeking (ß = -.146) and fan identity 

(ß = .853) are making a contribution to the gratification of fan identity. The gratification is in 

inverse proportion to the information seeking motivational factor, while it is in direct proportion 

to the fan identity motivational factor.  As the level of fan identity motivational factor increase, 

the gratification also increases (or vice versa).  However, the fan identity gratification decreases 

as the level of information seeking motivational factor increase (or vice versa).  The overall 

model accounts for 67.6 percent of the variance. 
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Table 30 
 
Gratification of Diversion/Entertainment in Sports Twitter Use  
Model Unstandardized 

Coefficients 
Standardized 
Coefficients 

t Sig. 

 

B Std. Error Beta R² 
1 (Constant) .997 .300  3.324 .001  

Social Interactivity .083 .062 .085 1.335 .184  
Information Seeking -.239 .048 -.308 -4.958 .000 .346 
Fan Identity .308 .067 .308 4.584 .000  
Diversion/Entertainment .485 .063 .448 7.664 .000  

a. Dependent Variable: Gratification of Diversion/Entertainment - Sports Twitter Use  
 

As shown in Table 30, the motivation of information seeking (ß = -.308), fan identity (ß 

= .308), and diversion/entertainment (ß = .448) are making a statistically significant contribution 

to the gratification of diversion/entertainment. The gratification is in inverse proportion to the 

information seeking motivational factor, while it is in direct proportion to the fan identity and 

diversion/entertainment motivational factors.  As the level of fan identity or 

diversion/entertainment motivational factor increase, the gratification also increases (or vice 

versa).  However, the gratification of diversion/entertainment decreases as the level of 

information seeking motivational factor increase (or vice versa).  The overall model accounts for 

34.6 percent of the variance. 
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CHAPTER 5 

RESULT SUMMARY AND DISCUSSION 

Live NFL Game Broadcasts Audiences’ Media Behavior (RQ1) 

The NFL audiences in this study usually watch the game broadcasts with “TV” (87.7 

percent) at the “home” (84.4 percent), while 12.3 percent of them usually view the game 

broadcasts in sports bars or restaurants.  Nielsenwire (2013b) reported that 65 percent of survey 

respondents answered that they would stay in their home or go to a friend’s home to watch the 

Super Bowl broadcast.   This trend was different from the researcher’s preliminary assumption 

that the audiences are willing to go to the sports bar in order to enjoy live sports broadcasts.  

There might be several variables that make people stay at home to watch live NFL games 

broadcast.   However, the popularity of high definition television (HDTV) allows the sports 

broadcasts’ audiences to enjoy watching the game in many other places. 

 Seventy-five percent of the respondents prefer watching live NFL game broadcasts with 

their acquaintances rather than alone, although they were not able to watch every game together.   

When the audiences watch the game broadcasts with someone, they usually watch it with 

“friends” (58.9 percent) and “family” (39.9 percent).   In terms of sports Twitter use, 70 percent 

of the respondents answered that they are following their favorite NFL team’s official Twitter 

page.  Moreover, 79.8 percent of the respondents have involved themselves in the game-related 

Twitter activities while watching live NFL game broadcasts.  Since the sample of the survey was 

collected with a snowballing method, the results would be biased and could not represent all the 

NFL audiences’ sports Twitter use.  Nevertheless, a significant number of the audience members 

utilize sports Twitter while watching the game broadcasts. 
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Perceived NFL Game Preference and Group Watching (RQ2) 

 According to Dietl et al. (2008), championship-related games have more financial value 

than the other games.  In the survey, the respondents ranked preference of the NFL game types 

when they are willing to watch the game broadcast with others.  The result of measured games’ 

priority was: 1) Super Bowl (M = 4.75, SD = 0.77), 2) playoff games (M = 3.75, SD = 0.61), 3) 

rivalry games (M = 3.08, SD = 0.66), 4) regular-season games (M = 2.26, SD = 0.73), and 5) pre-

season games (M = 1.15, SD = 0.70).  This can be interpreted that the majority of audiences is 

considered the Super Bowl as the most priority game for group watching.  Playoff and rivalry 

games are considered as the second most and third most one, respectively based on their mean 

values.  

 

The Uses and Gratifications of Group Watching Live NFL Broadcasts (RQ3, RQ4) 

Among the confirmed four motivational factors for group watching sports broadcasts, the 

most meaningful factor for the study is social interactivity.  Social interactivity indicates that the 

majority of contemporary audiences watch live NFL game broadcasts with others for social 

interaction: one of the highest motivational factors for the group watching (M = 3.50) was social 

interactivity.  The NFL broadcasts audiences’ desire for social interaction is satisfied through 

watching the game with others.  All the mean value of gratifying items for social interactivity 

increase compared to the mean value of the motivating items: from M = 3.50 to M = 3.66.  To 

specific, “[they] chat with others while watching it” (from M = 3.69 to M = 3.98), “[they] enjoy 

interacting with others” (from M = 3.73 to M = 3.76), “[they] are close with others” (from M = 

3.60 to M = 3.64), and “[they] enjoy watching TV with others” (from M = 2.98 to M = 3.23). 



70 
 

Moreover, the audiences want to affiliate with other fans through watching live NFL 

game broadcasts: the mean value of the fan identity is increased from M = 3.50 to M =3.59.   

Two of the three gratifying items for the fan identity factor in the group watching increase 

compared to the motivating items.  For instance, “[they] express [they] as fan of the NFL or 

[their] favorite team” (from M = 3.39 to M = 3.55), and “[they] feel like [they] satisfy the game 

day tradition” (from M = 3.21 to M = 3.35).   Meanwhile, one gratifying item: “[they] cheer on 

[their] favorite team with others” (M = 3.87) is slightly decreased from M = 3.90.  As such, the 

members studied here watch live NFL game broadcasts to feel affiliation with their 

acquaintances and team, and indeed, their motivation is gratified through the joint sports 

broadcast consumption.  The Personal Utility motivation is partly gratified as a consequence of 

the group NFL game broadcasts from M = 2.86 to M = 2.87.  To specific, “[they] drink a beer 

with others while watching it” (from M = 2.93 to M = 3.01), while “[they] enjoy a dinner with 

others while watching it” (from M = 2.78 to M = 2.74).  The mean value of the 

diversion/entertainment motivation is also increased from M = 2.19 to M = 2.47: “[they] pass 

time” (from M = 2.17 to M = 2.49), “[they] feel like I’m in the stadium” (from 2.20 to M = 2.45) 

 

The Use and Gratification of Sports Twitter Use (RQ5, RQ6) 

 The most meaningful factor for the study, social interactivity, demonstrated that the 

members studied here use sport social media for gratifying their social desire as well.  As with 

the group watching, all of the audiences’ motivational items for social interactivity are gratified 

as a consequence of using sport social media while watching the game broadcast: (from M = 3.93 

to M = 4.07).  For example, “[they] share the game experience with others” (from M = 4.22 to M 

= 4.34), “[they] enjoy the game with others” (from M = 4.00 to M = 4.16), “[they] feel like 
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watching the game with others” (from M = 3.77 to M = 4.00), and “[they] enjoy interacting with 

others” (from M = 3.73 to M = 3.78).  These results support the researcher’s assumption that 

using sports Twitter provides social opportunities for individuals in contemporary society.  The 

individuals use sports Twitter to have social interaction, and their desire for social interaction is 

indeed gratified through using sports Twitter while watching the game broadcasts. 

The mean values for the information seeking gratification factor also increased from M = 

3.56 to M = 3.75.  For instance, “[they] find out breaking news about the game” (from M = 3.81 

to M = 4.08), “[they] get information about the game” (from M = 3.75 to M = 3.83), and “[they] 

find out the latest gossip” (from M = 3.12 to M = 3.34).  As Cozma and Chen (2012) stated, 

Twitter is a new platform for information delivery.  The results demonstrated that the 

respondents are able to gather gratifying game-related news by using social media while 

watching the game. 

In terms of the gratifying items for fan identity (from M = 3.74 to M = 3.74), some items 

are satisfied: “I express myself as a fan of the NFL or my favorite team” (from M = 4.13 to M = 

4.28) is increased, while some other items’ mean value decreased: “[they] cheer on my favorite 

team” (from M = 4.23 to M = 4.06), and “[they] argue with the opponent team’s fans” (from M = 

2.97 to M = 2.89).  Even though the audiences’ gratifications of cheering and arguing are not 

significantly satisfied, overall fan identification is inspired through using sports Twitter. 

  The mean value of the diversion/entertainment factor also increased from M = 1.74 to M 

= 2.47.  To specific, “[they] feel like the game is less boring” (from M = 1.60 to M = 2.60), and 

“[they] pass time,” (from M = 1.87 to M = 2.33).  Sports Twitter use while watching live NFL 

game broadcasts provide the users get diversion/entertainment.  
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Correlations between the Motivations and the Gratifications (RQ7) 

Group Sports Broadcasts Watching 

Before the regression analysis, correlations between the variables demonstrated in this 

study.  The Pearson's correlation coefficient indicated that the four motivational factors for NFL 

game broadcasts group-watching correlate respectively with four gratifying factors for the group 

watching.  The results of the correlation analysis between the variables partly correspond with 

the results of the regression analysis. 

The group watching audience’s gratification for social interactivity has positive 

correlations with social interactivity, fan identity, diversion/entertainment, and personal utility 

motivations.  Nevertheless, the regression analysis indicates that only social interactivity 

motivation positively contributes the gratification for social interactivity.  The other factors have 

not statistically significant affect the social interactivity gratification. 

When it comes to the gratification for fan identification of the group watching 

gratification, it has positive correlations with social interactivity, fan identity, and personal utility 

motivations.  According to the results of regression, however, only two motivational factors 

(social interactivity and fan identity) contribute the fan identity gratification in the group 

watching. 

The gratification of diversion/entertainment also has positive correlations with the social 

interactivity and diversion/entertainment motivations, while the only motivation of 

diversion/entertainment contributes to the gratification as is demonstrated by the results of 

regression. 

 In terms of the gratification for personal utility, it has positive correlations with social 

interactivity, fan identity, and personal utility.  The regression analysis indicates that the 
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gratification of personal utility in group watching is positively contributed by social interactivity 

and personal utility motivations, whereas it is negatively contributed by diversion/entertainment 

motivation.  The members studied here would gain less gratification for personal utility in the 

group watching, if they have a strong diversion/entertainment motivation. 

Sports Twitter Use 

In terms of the motivational factors and the gratification factors of sports Twitter use, 

there are also correlations between each of the motivational factors and gratification factors. 

The Pearson correlation analysis demonstrated that social interactivity gratification 

correlates with social interactivity and fan identity motivations.  According to the results of the 

regression only social interactivity motivation positively contributes the gratification of social 

interactivity in sports Twitter use, while the diversion/entertainment motivation negatively 

contributes the gratification. 

The gratification item for sports Twitter use, information seeking correlates with the 

information seeking and fan identity motivations.  However, the results of the regression indicate 

that only the information seeking motivation positively contributes the gratification of 

information seeking.  Moreover, the motivation of diversion/entertainment negatively contributes 

the gratification.  It could be interpreted that the respondents will gain less gratification for 

information seeking, when they use sports Twitter with a strong diversion/entertainment 

motivation. 

The gratification of fan identity correlates with the social interactivity and fan identity 

motivations, while the regression analysis demonstrates that only the fan identity motivation 

positively contribute the gratification.  The motivation of information seeking negatively 

contributes the fan identity gratification. 
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The gratification of diversion/entertainment possesses a positive correlation with the 

social interactivity, fan identity, and diversion/entertainment, but it demonstrates a negative 

correlation with the information seeking motivation.  As such, the regression analysis indicates 

the fan identity and diversion/entertainment motivations positively contribute the gratification of 

diversion/entertainment, but the information seeking motivation negatively contributes the 

gratification.  Overall, the respondents who have a high motivation for information seeking gain 

low gratification of fan identity and diversion/entertainment. 
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CHAPTER 6 

CONCLUSIONS 

The West, where it is usually more urbanized and industrialized than the East, is more 

likely to be regarded as an individualized society (Hofstede, 1980; 1984; 1991; 2001; Triandis, 

1995).  Due to the Great Depression in the 1930s, neoliberal philosophy emerged from the West 

and it emphasized individual freedom, deregulation, and freedom from government interference 

(Brenner & Theodore, 2002a; Prechel & Harms, 2007).  Neoliberalists did not dispute the role of 

government in the market, while they insisted that the government intervention would cause 

economic inefficiency and hinder a fair competition in the market (Prechel & Harms, 2007; Silk 

& Andrews, 2012).  The neoliberal ideology had become dominant in the world since 1980s and 

this dominance was one of the causes of globalization (Brenner & Theodore, 2002a; Silk & 

Andrews, 2012).  The Western originated neoliberal philosophy had proliferated to global 

through international institutions (Prechel & Harms, 2007).  For example, international 

organizations, such as the World bank, the International Monetary Fund (IMF), the World Trade 

Organization (WTO), had enforced economic liberalization in the Third World, and neoliberal 

philosophy had been solidified under regional trade agreements and supranational institutions, 

such as the North American Free Trade Agreement (NAFTA) or the European Union (EU) 

(Brenner & Theodore, 2002a;2002b).  Therefore, the economically developed and westernized 

countries are also divided into several social strata that are disconnected with each class in 

accordance with their income levels, occupations, and residential districts. 

In this society, the conflicts between social strata cause social problems or disputes 

between labor and capital, rural and urban communities, and blue-collar workers and white-
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collar workers.  From the political economy standpoint (Abercrombie, 1986; Brenner & 

Theodore, 2002; Gilbert, 2010; Peters, 2011; Prechel & Harms, 2007; Scott-Marshall, 2007; 

Somers & Block, 2005), the emergence of an individualized society is not entirely coincidental.  

When it comes to social interaction, however, sports media have provided a common topic for all 

social strata without distinction (Gantz & Wenner, 1995; Wenner & Gantz, 1989) and offered an 

opportunity for family bonding through joint media consumption (Beck & Bosshart, 2003; Rader, 

2008).  Although the individuals’ interests and considerations are different in accordance with 

one’s circumstances (Bourdieu, 1984; Eastman & Riggs, 1994), watching sports broadcasts is 

still one of the favored leisure activities for common Americans (Rader, 2008) and also 

considered as ritual (Bourdieu, 1984, 1988; Eastman & Riggs, 1994; Rath, 1989; Real, 2005).   

The outcomes of the research survey demonstrated that contemporary individuals watch 

sports broadcasts with others: 1) to gratify their desire for social interaction, 2) to feel affiliation 

with the fan community, 3) to get diversion and maximize entertainment, and 4) for personal 

satisfaction.  All gratification factors’ mean values increased compared to the motivation factors.  

The results of regression indicate that: a strong social interactivity motivation of the group 

watching audience positively contributes not only their gratification of social interactivity, but 

also their fan identity, diversion/entertainment, and personal utility gratifications.  

Furthermore, the audiences use sports Twitter while watching live sports broadcasts: 1) 

for their social desire satisfaction, 2) to gather game-related information, 3) for fan affiliation, 

and 4) to get diversion and maximize entertainment.  All of the audience’s motivations were 

gratified through using sports Twitter based on each factor’s mean value.  The regression results 

demonstrate that sports Twitter users who have the high social interactivity and fan identify 

motivation generally get a high level of social satisfaction. 
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Traditional media such as television and radio, which are typified as one-way 

communication tools, are considered as mass media, whereas the internet is perceived as an 

individual medium by some communication scholars (Ruggiero, 2000; Singer, 1998).  

Nevertheless, this notion cannot be applied in terms of sports-related internet media.  Phua (2012) 

demonstrated social bridging impact of sports social media use and sports fans’ building a 

connection with other fans.  Clavio (2008) also demonstrated internet sports message board users’ 

motivation for interactivity.  As the results of this study also demonstrated, sports media, 

including sports game broadcasts and sports Twitter, have provided an opportunity to interact 

with others.   

In conclusion, the live NFL game broadcast’s audiences watch the game in a group or 

use sports Twitter with social motives.  Through the sports broadcasts and sport social media, 

contemporary individuals are able to fulfill their desire for social interaction.  It is the meaningful 

implications of the study, since we are living in the individualized mobile media age (Cooper & 

Tang, 2009; Ho & Syn, 2010), where individuals are exposed to media everywhere. 
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CHAPTER 7 

LIMITATIONS OF THE STUDY 

The results of the study demonstrated the motivation of sports group watching and sports 

Twitter use, though the scope of the study was limited to the NFL.  Therefore, future studies 

have to embrace other professional sports leagues such as the MLB and NBA, or mega-sports 

events such as the World Cup and Olympics, and compare sports broadcasts to other TV genres, 

such as soap opera, in order to credit the implication of sport media as an outlet of individuals’ 

desire for social interaction.  Soap opera and sports resemble each other in terms of ritualized 

viewing (Eastman & Riggs, 1994). 

An individual’s media interests and preferences are various and in accordance with their 

“social circumstances and roles,”  “personality dispositions and capacities” (Blumler, 1979, p. 

10), and their level of attention and interactivity (Cottingham, 2012).  If future studies could 

embrace individuals’ cultural backgrounds and personalities in order to investigate the 

motivation of the group watching and sports Twitter use while watching live sports broadcasts, it 

would provide a different perspective with this research.  Since American society is multiracial 

(Church, 2000), individuals’ motivations of group watching and sports Twitter use may be 

influenced by their own family culture.  That is to say, the uses and gratification of group 

watching and sports Twitter use may have a close relationship with collectivism and 

individualism. 

Even though this study did not analyze the difference between the respondents’ education 

level, residence, and income, those variables may affect one’s motivations for the group sports 



79 
 

watching and sports Twitter use.  In order to demonstrate the notion that individuals are socially 

separated by their demographics, the demographic variance should be analyzed statistically. 
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APPENDIX 

SURVEY QUESITONAIRE 



Page 1

Uses and Gratifications of Sports Media ViewersUses and Gratifications of Sports Media ViewersUses and Gratifications of Sports Media ViewersUses and Gratifications of Sports Media Viewers

Thank you for taking part in this survey!  
 
The Purpose of This Survey: 
Through your responses, we hope to gain a greater understanding of individuals' uses and gratifications of sports media. (sports viewers' motivation 
of group watching and tweeting) 
 
 
Subjects: 
This research survey is intended for individuals 18 years of age and older. If you are under 18, please do not respond this survey. If you participate 
in this survey, it is expected that you will be one of 300 subjects taking this survey. 
 
Information: 
The survey will take you no more than 15 minutes to complete. If you wish to stop at any point during the survey, you are free to stop participating 
and end the survey. The data of this survey will be used only for the purpose of the research. 
 
This research has been reviewed and approved by an Institutional Review Board: (215) 7073390 / irb@temple.edu.  
 
Protocol number : 21244 
Researcher Contact : tud55070@temple.edu 
Address : Annenberg Hall 205 
2020 North 13th Street Philadelphia, PA 19122 

1. I am over 18 years old. (If you are under 18, please do not participate in this survey)

 

*

 

Yes
 

nmlkj

No
 

nmlkj



Page 2

Uses and Gratifications of Sports Media ViewersUses and Gratifications of Sports Media ViewersUses and Gratifications of Sports Media ViewersUses and Gratifications of Sports Media Viewers

2. Please answer the below questions.

3. How often do you watch live NFL game broadcast?

4. Which of the following media do you usually use to watch live NFL game broadcasts? 

6. For each of the following live game broadcasts, how much are you willing to watch 
with others? 
Please rank priority (1  low priority : 5  high priority)

 
NFL Fanship

*
Yes No

I am a fan of the NFL (National Football League) nmlkj nmlkj

I prefer watching live NFL game broadcasts alone. nmlkj nmlkj

*
1  Never 2  3 4 5  Every game

nmlkj nmlkj nmlkj nmlkj nmlkj

*

5. Where do you usually watch live NFL 
game broadcasts? 

*

1  low 
priority

2 3 4
5  high 
priority 

Super Bowl nmlkj nmlkj nmlkj nmlkj nmlkj

Playoff game nmlkj nmlkj nmlkj nmlkj nmlkj

Rivalry game nmlkj nmlkj nmlkj nmlkj nmlkj

Regular season game nmlkj nmlkj nmlkj nmlkj nmlkj

Preseason game nmlkj nmlkj nmlkj nmlkj nmlkj

TV
 

nmlkj

Mobile Device (Mobile phone, Tablet)
 

nmlkj

Computer (Web)
 

nmlkj

Other
 

nmlkj

Other (please specify) 

Home (including 

friend/parents' home) 

nmlkj

Sports Bar / Dining out 

restaurant 

nmlkj

Car
 

nmlkj

Work place
 

nmlkj

Pretty much everywhere with 

mobile device 

nmlkj

Other
 

nmlkj

Other (please specify) 
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7. Have you ever watched live NFL game broadcasts with others?*

 

Yes
 

nmlkj

No
 

nmlkj
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8. Who do you usually watch live NFL game broadcasts with? 

9. When watching live NFL game broadcasts, how often do you watch with others? 
(1  Never : 5  Always)

 

*

*
1  Never 2  3  4 5  Always

nmlkj nmlkj nmlkj nmlkj nmlkj

Family
 

nmlkj

Friends
 

nmlkj

Colleagues
 

nmlkj

Other
 

nmlkj

Other (please specify) 
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10. Why are you watching live NFL game broadcasts with others? 

Please respond based on the following scale: (1 Strongly Disagree : 5  Strongly Agree)
*

1  
Strongly 
Disagree

Disagree Neutral Agree
5  

Strongly 
Agree

To know what others are saying about the game nmlkj nmlkj nmlkj nmlkj nmlkj

To discuss games in progress nmlkj nmlkj nmlkj nmlkj nmlkj

To share the game experience with others nmlkj nmlkj nmlkj nmlkj nmlkj

To share information about the game with others nmlkj nmlkj nmlkj nmlkj nmlkj

To feel like I'm part of the fan community nmlkj nmlkj nmlkj nmlkj nmlkj

To chat with others while watching it nmlkj nmlkj nmlkj nmlkj nmlkj

To be close with others nmlkj nmlkj nmlkj nmlkj nmlkj

To cheer on my favorite team with others nmlkj nmlkj nmlkj nmlkj nmlkj

To feel like I'm in the stadium nmlkj nmlkj nmlkj nmlkj nmlkj

Because it makes me enjoy watching the game more nmlkj nmlkj nmlkj nmlkj nmlkj

Because I enjoy interacting with others nmlkj nmlkj nmlkj nmlkj nmlkj

Because I enjoy watching TV with others nmlkj nmlkj nmlkj nmlkj nmlkj

Because it is a game day tradition nmlkj nmlkj nmlkj nmlkj nmlkj

To express myself as a fan of the NFL or my favorite team nmlkj nmlkj nmlkj nmlkj nmlkj

To pass time nmlkj nmlkj nmlkj nmlkj nmlkj

To drink a beer with others while watching it nmlkj nmlkj nmlkj nmlkj nmlkj

To enjoy a dinner with others while watching it nmlkj nmlkj nmlkj nmlkj nmlkj

*If there are any other reasons, please list them here 

55

66
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11. As a consequence of watching live NFL game broadcasts with others...*

Strongly 
Disagree

Disagree Neutral Agree
Strongly 
Agree

I know what others are saying about the game nmlkj nmlkj nmlkj nmlkj nmlkj

I discuss games in progress nmlkj nmlkj nmlkj nmlkj nmlkj

I share the game experience with others nmlkj nmlkj nmlkj nmlkj nmlkj

I share information about the game with others nmlkj nmlkj nmlkj nmlkj nmlkj

I feel like I'm part of the fan community nmlkj nmlkj nmlkj nmlkj nmlkj

I chat with others while watching it nmlkj nmlkj nmlkj nmlkj nmlkj

I am close with others nmlkj nmlkj nmlkj nmlkj nmlkj

I cheer on my favorite team with others nmlkj nmlkj nmlkj nmlkj nmlkj

I feel like I'm in the stadium nmlkj nmlkj nmlkj nmlkj nmlkj

I enjoy watching the game more nmlkj nmlkj nmlkj nmlkj nmlkj

I enjoy interacting with others nmlkj nmlkj nmlkj nmlkj nmlkj

I enjoy watching TV with others nmlkj nmlkj nmlkj nmlkj nmlkj

I feel like I satisfy the game day tradition nmlkj nmlkj nmlkj nmlkj nmlkj

I express myself as a fan of the NFL or my favorite team nmlkj nmlkj nmlkj nmlkj nmlkj

I pass time nmlkj nmlkj nmlkj nmlkj nmlkj

I drink a beer with others while watching it nmlkj nmlkj nmlkj nmlkj nmlkj

I enjoy a dinner with others while watching it nmlkj nmlkj nmlkj nmlkj nmlkj

 

*If there are any other reasons, please list them here 

55

66
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12. Do you follow your favorite National Football League (NFL) team's official Twitter 
page?

13. Have you ever done any Twitter activities regarding the game, while watching live 
NFL game broadcasts? 
(i.e. Tweet, Retweet, Embed tweet, Reply, or Favorite)

 
Game preference

*

*

 

Yes
 

nmlkj

No
 

nmlkj

Yes
 

nmlkj

No
 

nmlkj
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14. Why are you using Twitter during watching live NFL game broadcasts? 
Please respond based on the following scale: (1  Strongly Disagree : 5  Strongly Agree)

 
Social Media

*
Strongly 
Disagree

Disagree Neutral Agree
Strongly 
Agree

To get information about the game nmlkj nmlkj nmlkj nmlkj nmlkj

To find out the latest gossip nmlkj nmlkj nmlkj nmlkj nmlkj

To find out breaking news about the game nmlkj nmlkj nmlkj nmlkj nmlkj

To enjoy the game with others nmlkj nmlkj nmlkj nmlkj nmlkj

To share the game experience with others nmlkj nmlkj nmlkj nmlkj nmlkj

To feel like watching the game with others nmlkj nmlkj nmlkj nmlkj nmlkj

To feel like I'm part of the fan community nmlkj nmlkj nmlkj nmlkj nmlkj

To share information about the game with others nmlkj nmlkj nmlkj nmlkj nmlkj

To know what others are saying about the game nmlkj nmlkj nmlkj nmlkj nmlkj

Because I enjoy interacting with others nmlkj nmlkj nmlkj nmlkj nmlkj

Because the game is boring nmlkj nmlkj nmlkj nmlkj nmlkj

Because it makes me enjoy watching the game more nmlkj nmlkj nmlkj nmlkj nmlkj

To pass time nmlkj nmlkj nmlkj nmlkj nmlkj

To argue with the opponent team's fans nmlkj nmlkj nmlkj nmlkj nmlkj

To express myself as a fan of the NFL or my favorite team nmlkj nmlkj nmlkj nmlkj nmlkj

To let my followers know that I am watching the game nmlkj nmlkj nmlkj nmlkj nmlkj

To cheer on my favorite team nmlkj nmlkj nmlkj nmlkj nmlkj

*If there are any other reasons, please list them here 

55

66
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15. As a consequence of using Twitter during watching live NFL game broadcasts...*

Strongly 
Disagree

Disagree Neutral Agree
Strongly 
Agree

I get information about the game nmlkj nmlkj nmlkj nmlkj nmlkj

I find out the latest gossip nmlkj nmlkj nmlkj nmlkj nmlkj

I find out breaking news about the game nmlkj nmlkj nmlkj nmlkj nmlkj

I enjoy the game with others nmlkj nmlkj nmlkj nmlkj nmlkj

I share the game experience with others nmlkj nmlkj nmlkj nmlkj nmlkj

I feel like watching the game with others nmlkj nmlkj nmlkj nmlkj nmlkj

I feel like I'm part of the fan community nmlkj nmlkj nmlkj nmlkj nmlkj

I share information about the game with others nmlkj nmlkj nmlkj nmlkj nmlkj

I know what others are saying about the game nmlkj nmlkj nmlkj nmlkj nmlkj

I enjoy interacting with others nmlkj nmlkj nmlkj nmlkj nmlkj

I feel like the game is less boring nmlkj nmlkj nmlkj nmlkj nmlkj

I enjoy watching the game more nmlkj nmlkj nmlkj nmlkj nmlkj

I pass time nmlkj nmlkj nmlkj nmlkj nmlkj

I argue with the opponent team's fans nmlkj nmlkj nmlkj nmlkj nmlkj

I express myself as a fan of the NFL or my favorite team nmlkj nmlkj nmlkj nmlkj nmlkj

I let my followers know that I am watching the game nmlkj nmlkj nmlkj nmlkj nmlkj

I cheer on my favorite team nmlkj nmlkj nmlkj nmlkj nmlkj

 

*If there are any other reasons, please list them here 

55

66
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16. Which category below includes your age?

17. What is your gender?

18. Which of the following best describes your race/ethnicity?

19. What is your marital status?

20. Which of the following best describe your living situation?

21. Which of the following best describes your residential area?

22. What is your approximate average household income?
 

 
Demographic Information

*

*

*

*

*

*
6

1820
 

nmlkj 2129
 

nmlkj 3039
 

nmlkj 4049
 

nmlkj 5059
 

nmlkj 60 or older
 

nmlkj

Male
 

nmlkj

Female
 

nmlkj

American Indian or Native American
 

nmlkj

Asian or Asian American
 

nmlkj

Black or African American
 

nmlkj

Hispanic, Latino, or Spanish origin
 

nmlkj

Native Hawaiian or Pacific Islander
 

nmlkj

White or Caucasian
 

nmlkj

Single, never married
 

nmlkj

Married or domestic partnership
 

nmlkj

Widowed
 

nmlkj

Divorced
 

nmlkj

Separated
 

nmlkj

Other (please specify) 

I live alone
 

nmlkj I live with someone (e.g. roommate, family, or)
 

nmlkj

City
 

nmlkj Suburban
 

nmlkj Country
 

nmlkj
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23. Which best represents the highest level of education you have completed?

24. Which of the following best describes your current occupation?
 

25. (Final) If you are willing, please enter your email 
address so we can contact you regarding future 
research (optional).

 

*

*
6

55

66

 

No schooling completed
 

nmlkj

Some high school, no diploma
 

nmlkj

High school diploma /GED
 

nmlkj

Some College / Associates degree
 

nmlkj

Bachelor's degree
 

nmlkj

Master's degree
 

nmlkj

Terminal degree(e.g.,J.D, M.D, M.J, M.F.A, Ph.D)
 

nmlkj

Other (please specify) 
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Thank you for your participation!! 

 
The End
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