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Table 1. Overview of the Survey Respondents
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g =7t AR AT TRk E=ols Rlskl

THSong, 2014),

F

Classification Frequency Percentage(%)
Male 66 38.8
Gender
Female 104 61.2
10~19 18 10.6
20~29 135 79.4
Age
30~39 13 7.6
40~49 4 2.4
Less than a year 13 7.6
1~2 years 14 8.2
Length of Fanship
2~3 years 18 10.6
More than three years 125 73.5
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Table 2. Descriptive statistics and inter-item reliability of the variables

- Ij
(=4

=

Variable Mean S.D. Reliability(a)
Information quality of SNS 4.175 629 .865
Interactivity quality of SNS 3.363 710 .783
Amusement quality of SNS 3.896 671 743
Intimacy 4.004 717 .783
Commitment 4.018 .633 761
Satisfaction 4.000 752 .803
Exchange Relationship 3.598 .706 .702
Team identification 4.066 729 .862
Game viewing intentions 4.653 .659 .848
Viewing recommendation intentions 4.590 727 .867
HTIH HE 93 b1 $1at Zlolgieh, WEo] Faku
# QATold AN AFIES BAHCE B 2 ol Ho]A)E olgahe ol B7)E A
A5} 7H Aee] ojig @%6}71 ol cige] Howm ABALGA, fElgoR TSt
FEFS At dHdES F3l oled  om, S0 Hotal A2srsle
A TAZE FEEHNE =1 s FEH HUE = 39 A 191 28z, Al
o] SA FEEA A, A%, 2E]aL AL Hlof = 7 EZE AlarE Zlojeks A+
25 SUT VS TRl AR YA THE &
9|9 4ol A=, olet 24 Ie Sl A2 A5 S8l AAA o 2
olRAOR 22 WS 1 WAL BAH f & AMgSle] S AR AR
e BT RA A7 e oRE A ol WMSo] FAL H|of L Hlo] Ak
FA07 PEert 5 b olgsh 74 F7150le
& A, AERes 989 =9 W
(HTIHI1) 0| HE 2l 3% TANS T 2
(A7 1) & 0|83} 55 o|Bof /WS T 3 LI WA 77re] £
Ak o Eﬂolé% oA E olgtt WEe 7 o= H, 99 713k SA Helem
Ruzoldl F5wrk T50] B4 wlelast §4 @ o 89 B4 Bg5o] £

1 ek Aok 45 Bl A1
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Table 3. Hierarchical regression analysis (SNS characteristics — Intimacy)

Unstandardized Standardized Multicolinearity
Model coefficients coefficients ¢ statistics
B S.E. B Tolerance VIF
1 (Constant) 4.710 372 12.671**
Gender —.185 113 —.126 —1.634 .952 1.050
Age —.269 103 —.198 —2.608* .989 1.012
Length of fanship .039 .059 .051 .659 .954 1.049
2 (Constant)
Gender —.213 .087 —.145 —2.449* .930 1.075
Age —.066 .080 —.048 —.815 937 1.067
Length of fanship —.001 .046 —.002 —-.027 921 1.086
SNS information quality .083 .083 .073 1.005 617 1.621
SNS interactivity quality 218 .074 215 2.952%* 616 1.624
SNS amusement quality .500 .081 468 6.174** .572 1.748
*p < 05 **p< .01.
A SNS A 0|87 FEO| £A-FF WA ASS WA RSk, ARA, ATAEA, $34
o) Al 2 7hed] shbel Aol M g o B9 WSS FHHOR BaE 94 UF
[e]

=

o BABIGITE AT B4 dah Aage W B9 BAS ANsinh WA the gAY B
So] 4k ol Fo|2k HolAel ) MsHs 2 2lsl] 9I8) 4 WIS

A =463, p < 01, AEALH(r  HARVIF) G SISkt BE vielEo] B4

01} B FAA R fojulgh FA TAE § Ao et v 34449 &
kL Qlro] ERIEAek, Wtk ofy gt FA| el s}l %9l Choi, 2014; Song, 2014).

O 2 U o] 4 Lo Fid o7 Eek =2 A HEke FURE 12} P o] SAH A
55 WA A SARCE efuit A AAS BER Ao SRIEIHF (3, 166) =

TS LRI T = — 183, p < .01).  3.185, p < .05]. 13 9] R Al ghe 0549
BEo] Ak vlof o] Lyl AUk Anst Ao Uehr) 9, A4, 4EA84, 43

- o
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Table 4. Hierarchical regression analysis (SNS characteristics — Commitment)

Unstandardized Standardized Multicolinearity
Model coefficients coefficients ¢ statistics
B S.E. B Tolerance VIF
1 (Constant) 3.984 319 12.495%*
Gender —.262 .097 —.203 —2.695** 952 1.050
Age —.029 .089 —.024 —.324 .989 1.012
Length of fanship 147 .051 218 2.898** .954 1.049
2 (Constant) 1.165 .381 3.058**
Gender —.273 .077 —.211 —3.546** .930 1.075
Age 137 .071 114 1.928 .937 1.067
Length of fanship 115 .040 A71 2.852*%* 921 1.086
SNS information quality .158 .073 157 2.150* 617 1.621
SNS interactivity quality 136 .065 152 2.080* 616 1.624
SNS amusement quality .384 .072 408 5.371** 572 1.748
*p < .05 **p< .01.
AR ow Bl omF (6, 163) = 23.641, p A, 22-F WANS TR o2 2
< 011, R* #}o] 4651 A o= B&|A] 1 o] A 2l #4l 28 #o]#] o] gof w}

elo] Ao R e Row Uehgeh, 8 gl
wslere 4110]90m ol A4 02 gollat

Ao FRIEATHF = 41,751, p < .01).
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Table 5. Hierarchical regression analysis (SNS characteristics — Satisfaction)

Unstandardized Standardized Multicolinearity
Model coefficients coefficients ¢ statistics
B S.E. B Tolerance VIF
1 (Constant) 4.828 .384 12.571%*
Gender —.222 17 —.144 —1.891 .952 1.050
Age —.347 107 —.243 —3.249** .989 1.012
Length of fanship .065 .061 .081 1.070 .954 1.049
2 (Constant) 1.435 464 3.095**
Gender —.226 .094 —.147 —2.412* .930 1.075
Age —.151 .087 —.106 —1.739 .937 1.067
Length of fanship .024 .049 .030 495 921 1.086
SNS information quality .230 .089 192 2.571* 617 1.621
SNS interactivity quality 175 .079 .165 2.205* 616 1.624
SNS amusement quality A1 .087 .366 4.716%* .572 1.748
*p< .05.**p < 01.
A A A AR (r =507, p < .01, 4E 2 AAEHI 5 Bl qglen, R gt W
A8 =570, p < .01, F3E(r =572, B 425010THF = 43.020, p < .01). FY
p < .01) 5% W3 AN EAMOR fo  H WIS 7k A4 o TAAY BAlE Wy
Uk AEAE FA5IL Sl AloR wEHe A i
W, AA-(r = — 146, p < .05) EFF wgHA A 39 A4S Sl o5 HAdEe] A v
Nk BAXOR Goulst HUUAS FAST A4S SISk A, APE, YRA, 45284, £l
AR do] wgha] PAVYS Argstal dlSshe o 2
WA B4 WMISTS BT 1A T B B nj3 MEel ACR et} ®rt pRHos
N e BAoR s oo ZoR U% AWk WEo] At Wols slol A djo)x
HACHF (3,160) = 2.251, p > .05 HFA o5 o]§5 Sl FHA, 4284, Fad= = A
HSS TR B2 R AR R B 7 AS OS0] Wle Hike] nek A =
GAANF (6, 163) = 23.494, p < 01, 242 & As= 208 s 4 9le Aol o,
YO R G d6iA AR YR Ao R T ol MR WA W] A Hlojele] 3
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Table 6. Hierarchical regression analysis (SNS characteristics — Exchange relationship)

Unstandardized Standardized Multicolinearity
Model coefficients coefficients ¢ statistics
B S.E. B Tolerance VIF
1 (Constant) 4.129 .369 11.195%*
Gender —.211 113 —.146 —1.870 .952 1.050
Age —.168 102 —.125 —1.637 .989 1.012
Length of fanship .042 .059 .056 714 .954 1.049
2 (Constant) 794 425 1.868
Gender —.217 .086 —.150 —2.524* .930 1.075
Age .036 .079 .027 453 937 1.067
Length of fanship -.013 .045 -.017 -.279 921 1.086
SNS information quality 173 .082 154 2.107* 617 1.621
SNS interactivity quality 313 .073 315 4.304** 616 1.624
SNS amusement quality .347 .080 .330 4.349** 572 1.748
*p < 05 **p< .01.
SHA] TAVSE =A Ak Qltks AME E41 .01), AAl(r =553, p < .01), T=5(r = 483, p
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Table 7. Hierarchical regression analysis (Team-fan relationship — Team identification)

Unstandardized Standardized Multicolinearity
Model coefficients coefficients ¢ statistics
B S.E. B Tolerance VIF
1 (Constant) 4.283 .364 11.753**
Gender —.213 A1 —.143 —-1.918 952 1.050
Age —.266 101 —.193 —2.630** .989 1.012
Length of fanship .190 .058 244 3.276** .954 1.049
2 (Constant) 1.361 459 2.964**
Gender —.050 .093 —.033 —.535 RN 1.098
Age —.174 .087 —.126 —2.000* .901 1.110
Length of fanship 127 .049 .164 2.589* .893 1.120
Intimacy .025 .081 .024 .306 .566 1.766
Commitment .300 101 .261 2.974%* 465 2.151
Satisfaction .077 .088 .079 .876 433 2.307
Exchange relationship .300 .093 291 3.210** 436 2.295
*p < .05.**p < 01.
e 42291 Zlom yehgton] r° gE RISkES WEOR Sl Q= Al AT SoAlo]al mEhs
.3020|90THF = 21,168, p < .01). @l £ A 7HE 79k = 31l Q= weh] eAldo] =
s ttus TG EAls fle Aoz g S5 WEo] AL Hjofof| dfet ofxka S/ 4
! £ B 7 AL Qlrks AMLS SIS
QS sjHAE e R Ay £ AT, S ARo] ofde I12fal HE s & 7kt
Y-l 21-FF TANS TASE AUS 1S o] Z4% WES T o0} 22 | BUNE
ol A4 wekd] PATo] | SAAIE st Holal itk
T s b Gojulsh HelSel Ao Bl
oAk, ERHEA Wolo B FQlE Ay $AU VI (I 3) o A
= FLAl SAACE foludt JdEE A (D771 3) 2 A ol Aot W Aol §4d
AL Qs Zlo R WA &, WEo] FAbH) 2135 BNl ) B ool mjAe
ol2ol ST Gl 2XN-FF WA /IR & FFES B 918 Aelek. o) s WY,
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Table 8. Hierarchical regression analysis (Team-fan relationship — Game viewing intentions)

87

Unstandardized Standardized Multicolinearity
Model coefficients coefficients ¢ statistics
B S.E. B Tolerance VIF
1 (Constant) 4.668 347 13.438**
Gender .108 .106 .080 1.022 .952 1.050
Age —.151 .097 —.121 —1.565 .989 1.012
Length of fanship .033 .055 .047 .595 .954 1.049
2 (Constant) 3.337 .505 6.601**
Gender .204 .103 151 1.988* 911 1.098
Age —.164 .096 —.131 -1.713 .901 1.110
Length of fanship —.024 .054 -.034 —.447 .893 1.120
Intimacy —.034 .089 —.037 —.386 .566 1.766
Commitment 415 A1 .399 3.739%* 465 2.151
Satisfaction —.061 .097 —.069 —.628 433 2.307
Exchange relationship .032 103 .034 310 436 2.295
*p < .05 **p < .01
A 717 50 A HIER 7| W g 162) = 3.885, p < .01l R* S 14491 A 02
ShaL g 5sl7] fiet A v o 24 K selEle] |-l 22-35 WA 205 FA
AL o] 2 BAHOR AFS wel5o] 50| A7) Bt o= oF 14,4067
A B4 2, g-W 2235 2 Al ol 5aks 2o 2 ety R ghel s
T/BHAL Qe AU =156, p < .05), & F2 1210090 0H(F = 5,733, p < .01), °lI=
= 314, p < .0D), WE(r = 158, p < .05) MRS Aol T FA BAE H7el gk A
S TAI(r =213, p < .01) 5 Z7] At o2 IRIF Tk
ojro} FAAOR frou|et A Al A AAA 2 24 A " 23435 I
CAoR UEAT A, A, SO BA A X ke Balgto] A7) B o= st
HOIETRS FATH 1A Ry BANCR Bl T oSSk o) BAM R fojuje Helel Zo
A AUTHF (3, 166) = 1.274, p > .05], ¥, 2 gt &, Wso] FA HjojAaet Ao Jl4l
2X-35 WANS) AR AT FAHoR £ AQl P W glrka A5 50| A4 7
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Table 9. Hierarchical regression analysis (Team-fan relationship — Viewing recommendation intentions)
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Based on Uses and Gratifications theory and Organization-Public Relationship(OPR] theory,
this study empirically analyzed the sequential relationships among gratifications fans are
seeking from professional sport team’s SNS uses, fans’ perceived team-fan relationships, and
sport marketing outcomes, such as team identification, game viewing intentions, and viewing
recommendation intentions. The findings indicated that as fans thought a professional sport
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team-fan relationships were heightened across intimacy, commitment, satisfaction, and
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