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1 Introduction 

Sport events and live communication are relevant tools for marketing and com-

munication strategies. “An ideal event is unique, lends itself to ancillary marketing 

activities and reflects or enhances the sponsors’ brand or corporate image” (Kott-

ler et al. 2009, p.742) 

Sport is an ideal field for event creation. Sport offers through many competitions, 

various themes for creating experiences in specific target markets. For non-profit 

organization event sponsorships are important revenue raisers. But for small 

sport associations with low spectator numbers it is a problem, because many 

companies becoming more selective about choosing sponsorship events (Kottler 

et al. 2009, p. 742).  

Sponsorship revenues are important for small sport association’s existence, be-

cause of stagnation in other revenue streams like memberships and state fund-

ing. The offering of appropriate events increases the interest for sponsors.  So, 

first of all non-profit organizations in sport have to know where is their value crea-

tion? 

The purpose of this master thesis is to investigate the consumer insights of judo 

sport spectators on live events, for developing marketing strategies and event 

experiences.  

Studies about judo spectators have not been found, but sport spectator prefe-

rence is an explored research fields. Wann et al. developed a fan motivation 

scale in 1995. This scale is the most practical tool in fan motivation research. It 

has been proven and modified in several studies, like Cooper (2009) and Sum-

mers, Morgan & Kanoyangwa (2011).  

The empirical study in this work differs from fan motivation research, because it 

also involves research in consumer value and event experiences. Pine & Gil-

moore (1999) give the main theoretical background for event experience and 

Holbrook (1999) for consumer value.  

A research design of qualitative and quantitative methods has been chosen, to 

investigate all three directions, in order to find indices of judo sport spectators. 

Judo fans were examined on the hand of laddering interviews and question-

naires, at judo events Grand Prix Düsseldorf and German Judo Bundesliga. Main 

research question is “What kind of preferences do judo sport spectators have? Is 

it possible to transfer them into marketing strategies?” 
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The goal of this thesis is to support sport with practical results in order to activate 

creative processes for developing customized event experiences and marketing 

strategies to raise benefits. 

The next chapter gives a detailed introduction to the specific problems of judo in 

Germany as part of the interactive structure, the magic rectangle. 

 

1.1 The magic rectangle 

 

This paper is about “Sport spectator preferences” inside the magic rectangle be-

tween sport, media, economy and sport spectators. The magic rectangle shows 

the transaction possibilities between four subsystems (Hagenah, 2004). To ex-

plain the transaction possibilities on the micro level the theoretical background of 

sport management it is relevant to understand how value can be created in the 

market field of sport, economy and media. Sport has reached a small, but rele-

vant economic factor in Germany and worldwide (Fischel, 2005). There are four 

forms to show the interdependence between sport and economy: the value-

ideology, the cooperation and the transfer and regulation relationship. The value-

ideology is about the transformation of sport structures, to forms of economic 

rationality and benefit optimization. This means that sport has to conform to mar-

ket factors. The cooperative relationship shows the conjoint economic interests, 

like sport sponsoring. This field is open for new products and sales markets. The 

transfer relationship creates the value of exchange between two sides, like a 

sport club and sport associations or sport club and its sport spectators. The regu-

lation relationship consists of legal regulation in this the transfer relationship to 

keep the transfer between both sides in balance (Heinemann, 1995, p. 248). The 

economic relevance of sport is not to be underestimated. In 1990, sport took 1, 

4% of the gross value creation in Germany (Heinemann, 1995, p. 250). In the 

economic relevance of sport the media industry is an important sector to create 

value in the transfer relationship. Sport media marketing has important role in the 

relationship of associations, sport clubs, sponsors and spectators. Media is the 

mean of sport organizations to do commercialization and there are different busi-

ness models in the sport media section, for example broadcasting of sport con-

tent and sport rights management (Gröppel-Klein & Germelmann, 2009, p. 531). 

The change in media industry has also impact on the sport media industry and 

sport value ideology. The changes in technology, convergent, globalization, 
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commercialization and deregulation (Küng, 2008) produce space to earn reve-

nues and benefits in the sport and economic perspective (Gröppel-Klein & Ger-

melmann, 2009, p. 531).  

 

 

 

Figure 1: The magic rectangle 

 (Hagenah, 2003, p.17) 

 

These spaces are the advantages of the sport to design consumer value for ben-

efit. This paper focuses on consumer as sport spectator and sport event as prod-

ucts. The problem is that non-profit organizations like sport clubs and sport asso-

ciations have to create value benefit. The empirical study concentrates on con-

sumer behavior of judo sport spectators and judo events in Germany. There are 

three different dimensions to do research on consumer behavior: the study of 

culture, the study of social groups and in this case the study of the individual 

(Kotler et al., 2009 p. 224).  

 

Individual consumer behavior is an interesting field for marketers, because the 

personal characteristics influence buying decisions. Different consumer characte-

ristics are results of different core values which is a network system of attitudes, 

thoughts, motivations and feelings. This individual consumer network can be un-

derstood by examining psychological processes on certain marketing stimuli. 

(Kotler et al., 2009, p. 236). A certain stimuli can be product characteristics and 

qualities. In his paper the focus product stimuli is the judo sport event. The S-O-R 

(stimuli-organism-response) Model is a helpful model in consumer behavior re-

search to explain input variables for product characteristics as stimuli, psycholog-
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ical processes of the individual as organism and output buying decision as reac-

tions or consequences (Rewerts, 2009, p. 28). 

“In brief, various environmental and consumer inputs (products, resources) are 

processed by an intervening response system (cognition-affect-behavior) that 

generates output consequences which, when appraised against criteria, result in 

a learning feedback loop. Individual differences, search activity, type of involve-

ment, and task definition affect the criteria by which output consequences are 

evaluated.” (Holbrook & Hirschman, 1982). 

Researchers distinguish psychological processes between activating and cogni-

tive factors (Jacoby, 2002, p. 51; Meffert, 1986, pp. 144-147). These activation 

processes can be seen as control pedal for consumer behavior. There are two 

activating processes:  

 

1. Consumer input variables: Emotion, Motivation and attitudes (Rewerts, 2009, 

p. 28). 

2. Environmental input variables: products, stimulus properties, communication 

content (Holbrook & Hirschman, 1982). 

 

The activation processes drive the individual consumer directly to specific man-

ners or influence the cognitive processes. Important cognitive processes for buy-

ing decisions are perception, learning and memory (Kotler et al., 2009, pp. 239-

243; Kroeber-Riel & Weinberg, 2003, pp. 49, 53; Holbrook & Hirschman, 1982). 

The examination of consumer behavior of sport spectators is a complex and in-

terdisciplinary research field. The approach can differ from several perspectives 

on consumer behavior. There are behaviorists’ perspective, the information 

processing perspective, the emotional perspective, the cultural perspective (Kot-

ler et al., 2009 pp. 243-246). 

“One cannot reduce the explanation of human behavior to any narrowly circum-

scribed and simplistic model, whether that model be behaviorist or psychoanalyt-

ic, ethological or anthropomorphic, cognitive or motivational: the behavior of 

people in general and of consumers in particular is the fascinating and endlessly 

complex result of a multifaceted interaction between organism and environment” 

(Holbrook & Hirschman, 1982). 

This master thesis tries to hold a multi-perspective, open approach for judo sport 

spectator, focusing the described consumer input variables and distinguished as 

activating processes emotion and motivation and the cognitive processes percep-
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tion, memory and learning, in order to find indices for consumer value of the envi-

ronmental input stimuli the “product judo sport event”. 

 

 

1.2 The sport judo and problem definition  

 

The sport judo 

Judo is a material art founded in Japan 1882 from Jigoro Kano. Kano modified 

the traditional jiu-jistu techniques used by the feudal warriors called samurai. The 

judo techniques know used are safety and can practiced without hurting other 

sport partners. This is the reason why the meaning of judo is the “soft way”. The 

techniques are complex, but help people to better physical fitness and mental 

discipline. On the standing position the goal is to throw the opponent on the 

ground. Techniques of the ground fight include pin techniques, armlocks and 

chokes and challenge the opponent to submission. But judo is much more than 

the learning of fighting and techniques. Judo is also a system for education, prin-

ciples and etiquettes. These etiquettes give athletes a way of being and living 

and they are practiced all over the world, because judo is one of the most popular 

combat sports in the world. There are national organizations worldwide and the 

IJF (International Judo Federation) have a great number of member nations. Ju-

do can transcend national borders, cultural barriers and language difficulties be-

cause judo techniques are taught in the Japanese language, therefore judo link 

up people, communities and countries, besides physical practice. (N.N. 2011, IJF 

homepage 2011; Lippmann, 2009; Crudelli, 2008) 

 

The Competition and Olympic Sport 

In 1964 in the Olympic Games in Tokyo, judo became an official Olympic sport 

and known all over the world. At the Olympic Games in Athens 2008, 18 nations 

were attending to Judo competitions. The International Judo Federation (IJF) 

holds 198 nations. The tournament world tour is divided into Grand Slam/Masters 

(in five nations), Grand Prix (in six nations inclusive Germany), World Cups (in 23 

nations) and European Cups (in eight nations inclusive Germany). 
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Judo in Germany 

The sport judo is organized by the German Judo Association (DJB), founded 

1953 in Hamburg (Lippman, 2009). The German Judo Association is a member 

of the German Olympic Sport Association (DOSB). There are 2.632 judo clubs in 

Germany with a total membership number of 177.145 (N.N., 2011 DOSB Bes-

tandserhebung 2010). The German Judo Association is responsible to organize 

the professional judo competition sport. One of the biggest international judo 

competitions in Germany is the Grand Prix in Düsseldorf. In 2011 there were 

3000 spectator attending for watching 500 athletes of 68 Nations fighting. 

The structure of the German Bundesliga is divided into first Bundesliga men (15 

teams), second Bundesliga men (16 teams). The first Bundesliga women hold 16 

teams and the second Bundesliga women 16 teams. The numbers of participants 

are 2000 active judo athletes, with 450 international starters. The locations of the 

Bundesliga competitions are spread over Germany in 44 cities. 

 

Problem definition of German Judo 

The problems of German judo and the Judo Bundesliga and the Grand Prix in 

Düsseldorf can be structured by the magic rectangle. 

 

Sport 

The German Bundesliga is organized by the German Judo Association and the 

Sport club of the teams. Both institutions are non-profit organizations. The unpro-

fessional behavior of non-profit organizations is marked by inefficient activity, 

voluntary personal power, traditionalist and cost from decision-making (Heine-

mann, K., 1995, pp. 73-76). These weaknesses can be translated to the Judo 

Bundesliga Sport clubs. The organization of the Bundesliga competitions are of-

ten dependent just form one or two persons. Giving voluntary personal power to a 

sport club is right know no value in an individual civilization. There is a difference 

in quality between the organizations of the judo competitions, dependent on the 

voluntary organization team of each club. The voluntary work is also dominant in 

the management system of the sport club, but with a budget at least of 15.000 

Euros this means much risk in financing the team for a professional league cate-

gory. The management culture of the sport clubs are constituted of old traditions, 

so innovations decisions in marketing or multimedia presentation have small 

chances to break through old organization structures.  
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Economics 

One of the economic problems is that there are weak concepts in earning reve-

nues. There is no sponsor for the whole German Judo Bundesliga. The sport judo 

seems to be an unattractive partner for sponsors. There are only a view places to 

present the logo of a sponsor in the competition hall and on the judogi. Ticketing 

revenues are even low, because of the traditional pricing strategies and the scale 

of spectator attendance. On home competitions the selling of beverages and food 

are a chance to earn revenues but are also often sold on low pricing and quality. 

Taking part in the Judo Bundesliga means high cost in athletes, especially the 

international athletes, cost for travel and equipment.  

 

Media 

The media presence is completely limited on the local press. There are no Judo 

Bundesliga public relation and marketing coordination by the German Judo Asso-

ciation. The quality of public relation differs between the clubs and is almost un-

professional voluntary work. The exploitation of the media is ineffective because 

of the competition calendar. The Bundesliga competition calendar goes form 

01.04 – 01.11., so there are no competitions between November and April. No 

competitions mean any media exploitation.  

The grand prix in Düsseldorf 2011 was more interesting for the press. There were 

100 accreditations from journalist, photographs, tv-collegues. The WDR reported 

live from the competition and the ZDF showed small fighting scenes in one tv 

magazine. Even Sat.1 interviewed Ole Bischof and Romy Tarangul for the Oliver 

Pocher show.  

 

Spectators 

As mentioned before there are only few spectators on Judo Bundesliga competi-

tions. The scale differs between the clubs from 20 to 800 spectators in the Bun-

desliga and on the biggest international judo event the Grand prix a number be-

tween 2000 and 3000. The Fans are almost members of the clubs, categorized 

into children members, family, old members and athletes. Sometimes the paying 

spectators are only half of the on location visitors. 

 

The magic rectangle of sport, media, spectators and economy seems on judo 

sport events more like a vicious circle, because there is no value creation on any 

side.  
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1.3 Structure of work 

 

The introduction tries to give a light access for the topics sport marketing and 

economics, sport spectators as consumers and the psychological influence of 

buying decisions. The focus in chapter two is the theoretical background of moti-

vations, emotion and event experience. It is important to explain the basic ele-

ments, to understand the developed research design.  

Chapter three provides information about the scientific research methods, how 

motivation and event experience can be measured. The qualitative means-end 

method analyzes the specific attitudes and values of judo sport events. The fan 

motivation scale is the standardized quantitative pendant. The results of the em-

pirical research study are shown in chapter four. From these results, a prospec-

tive for further study and marketing concepts will be taken in chapter five.  
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Figure 2: The structure of work 

 (own construction, 2011) 
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2 Theoretical foundation of sport spectators and 

event experience 

2.1 Psychological sport spectator insights 

Sports have been a human fascination for hundreds of years. Huge spectator 

arenas were first mentioned 80 A.D. in the Roman und Greek antiquity. The Co-

losseum in Rome was built on order of the imperator Titus for 80 000 spectators. 

Wagon races in front of 350 000 persons were presented in the Circus Maximus. 

During the 19th century, clubs and sport associations began to rise and were 

quickly favored by many spectators. In 1811, 20 000 people were attending a 

boxing event in London. The race course of Newmarket was interesting for over 

100.000 visitors in 1830. Since 1869, the rowing regatta between Oxford and 

Cambridge is a spectacle for over a million people. (Schlicht, W. & Strauß, B. 

2003, pp. 136-137).  

Today, sport events are even more popular around the world, the football world 

championships in Germany 2006, for example, the spectator number was 

3.367.000 in total (N.N., 2011 football world championships: spectators num-

bers). 

The difference of watching an event is the on-side watching of the past and the 

nowadays increasing views through mass media. The on-side watching is a direct 

consumption at the event location, the watching through mass media can be con-

sumed in different locations and time spheres through several channels like TV, 

radio and the internet. With a comparison between the two consumption possibili-

ties of sport events, preferences on quality and motives can be understood. On 

the on-side consumption the event happening can be received unfiltered, mostly, 

limited information is provided by the stadium speaker and digital scoreboard. 

The received information via mass media is a filtered collection of video or pic-

tures. The quality of information provided by mass media can be of better quality 

because of repetitions and prepared comments. The direct on-side spectators 

also gain an additional, physical contribution in form of a framework program. 

Another advantage of on-side consumption is the contact to athletes and active 

players and the possibility to feel the stadium atmosphere. (Beyer, 2006, pp. 48-

50).  
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The atmosphere of a sport event can be described as hedonic consume factor 

(Uhrich, 2008, p. 6). The effect of hedonic consumption is the gratification of en-

tertainment experiences; fun, neuronal and emotional activation needs (Hir-

schman & Holbrook, 1982). These effects and the public interaction can be im-

portant motives for attending sport events (Beyer, 2006, pp. 48-50). Regarding 

these effects, there are differences among the sport spectators. 

 

 

 

Figure 3: The sport consumption  

(own construction, Beyer, 2006, p. 9) 

 

2.1.1 Segmentation of sport spectators 

Consumer markets can be defined by specific segments. These segments can be 

described by specific characteristics like geography, demography and psycholo-

gy. The major purpose to apply this segmentation is to recognize consumer dif-

ferences as a key for marketing strategies (Kotler et al., 2009 pp. 341, 349). In 

order to perform segmentation on sport spectators, the psychographic segmenta-

tion of sport consumption and reception is important. In the following paragraphs, 

it will be distinguished between forms of sport spectator behavior, sport fans and 

spectators, lowly and highly identified Sport fans, the “insider” and “outsider” 

spectator. 

 

Forms of sport spectator behavior 

In the distinction of Gabler (2002, pp. 210-213), there are “official” people as 

journalists, coaches and “unofficial” spectators, the people who buy tickets in a 

first step. Among the unofficial sport spectators there are fixed located and free 

Sport 

event

On-side 
consumption

direct

Sport 

media

Consumption 
via mass 

media

indirect
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located people. The sport consumption can be more active and passive. The 

passive sport consumption concentrates only on visual perception. The active 

sport consumption is about taking part in the competition with shouting, clapping 

and screaming. Furst (1973, p 460) recommend that the location of the specta-

tors is relevant for an active consumption. The shouting and clapping can have a 

spillover effect if the sport consumers are seen by each other and near to the 

competition place. Active spectators can be classified as biased and unbiased. 

The biased event visitors are clapping to expect the athletes’ performance and 

not in reward for a good performance. This aspect shows a new form of spectator 

communication and participation of sport events, the experience and the atmos-

phere is created by the visitors themselves (Hildebrand, 194, p. 169-170). The 

biased behavior is more focused on encouraging the athletes or teams. These 

spectators are more involved in the competition because of their sympathies to 

their teams or athletes. 

Wann (2001, p. 2-3) differentiates these involvements in sport spectator behavior 

and sport fan behavior. 

“Sport fans are individuals who are interested in and follow a sport, team, and/or 

athlete. Sport spectators (also called sport consumers) are those individuals who 

actively witness an event in person or through some form of media (radio, televi-

sion, etc.).” (Wann, 2001, p. 2)  
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Figure 4: Forms of spectator behavior  

(Gabler, 2002, p. 210) 

 

 
Lowly and highly identified sport fans 

The low and high identity of sport fans are a variation of self concepts. Self con-

cepts have two aspects, the personal identity and the social identity. The person-

al identity is build up by emotional and psychical influences (cf. Schlicht & Strauß, 

2003, p. 12 cit. after Shavelson et al. 1976). The social identity of a person is 

created by knowledge about social groups and the personal affiliation to a special 

social group (Tajfels, 1978, cited in Schlicht & Strauß, 2003, p.12). In the context 

of sport fans the personal identity is important for choosing a sport, because the 

physical personal self-concept is differentiated into 5 components, the endur-

ance, the power, the coordination, flexibility and body appearance (Marsh & 

Redmayne, 1994, p. 43-55). Judo is a sport, that addresses all of these compo-

nents (cf. chapter 1.2, p. 5). People who do judo, are very body oriented, have an 

athletic appearance and wear body fitted clothes. The social identity, as result for 

high fan identification, shows the level of connection to specific sport teams and 

athletes as a reflection of themselves (Wann, et al., 2001, p. 4). The behaviors of 
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highly identified sport fans are yelling, clapping, booing to officials and wearing 

the team colors. These fans spend a lot of time and money on their team sport 

events. In contrast the lowly identified sport fans, who do not clap or yell, seem to 

be more interested in other side activities during the sport event. (Wann, et al. 

2001) Acquiring a defined social identity of judo athletes is difficult, because there 

are only few opportunities to get information about top judo athletes, there are 

restrictions for spectator behavior, and there are only few tournaments in the 

home country with long travel distances.  

As mentioned before (cf. pp. 7) judo is not very popular for mass media and there 

are only a few big tournaments in Germany to watch judo on high and low levels, 

associated with much time and travel investment. The distance between home 

and event, that a sport spectator is bound to cover, can be indications for interest 

and enthusiasm for a sport (Stollenwerk, 1996, pp. 50-55).  

 

Restrictions of spectator behavior on britisch judo events 

“The Board of Directors have felt it necessary to issue a strong reminder of the 
behaviour expected by spectators at judo events following a number of incidents. 
One of the principles that underpin the sport is the respect shown between rival 
exponents on the mat.  However, on too many occasions, the same respect has 
not been given by spectators to competitors.  All spectators are encouraged to 
support their favourite fighters but this should never be reflected as negative 
feedback directed at an opponent. This is not a problem that is restricted to major 
national events, but has been reported from Area Competitions, Home Country 
National Trials, and even at local junior events.  

Unacceptable spectator behavior has become common place in some sports but 
cannot be allowed to creep into judo, a sport which prides itself on its strict code 
of moral conduct and ethics. To allow it to do so reflects badly on the sport and 
the BJA ask that spectators fully respect all participants at judo events. The As-
sociation also asks that competition organizers help stamp out the problem by 
reporting all cases of booing and offensive language immediately to the Panel.  
Any spectator found partaking in such behavior will be informed that they are not 
welcome at future BJA events.” 

(N. N.. 2011. Restriction for British judo spectators  ) 

 

Insider and outsider spectators 

The preferences of sport spectators are important for an effective sport media 

and on-side consumption. Spectator researches are relevant for sport events to 

gain economic success. The segmentation in insider and outsider spectator are 

relevant to understand the consuming factors, identification to a sport and certain 

team/club and the tension of league competition. Insiders are mostly club mem-
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bers and have a high identification to the club and the club teams. They usually 

have good knowledge about the sport itself and are able to understand specific 

tactics and techniques of this specific sport. Outsiders need an incentive,  high 

tension in the league competitions, to develop interest in media and on-side con-

sumption in a specific sport. Insiders have a high interest in specific sport con-

sumption due to their identification and the competition knowledge. (Schellhaaß, 

2001). In the judo community it is pronounced, that there is no interest for outside 

spectators and mass media, because of the complexity of this martial art (cf. p. 

4). But there are no suspension researches to valid this central statement. The 

German Judo Bundesliga has a problem with tension because of the imbalance 

of economy between the judo sport clubs. (cf. p. 5). In the first Bundesliga, the 

men of TSV Abendsberg fought in the finals since 2002. In the second Bundesli-

ga, men of the clubs TSG Backnang and the JC66 Bottrop were both qualified for 

the last three years. (N.N., 2011 Judo Bundesligaergebnisse) Suspension re-

searches in judo and economic reunions could possibly deliver facts to solve this 

problem. In-depth looks in this matter and more information on sport and suspen-

sion are provided by Dunning & Elias (2003). 
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Personality factors in the processes of sport reception 

The dynamic-transactional concept offers a flexible orientation to understand 

psychological sport spectator insights like motives and emotion. The personal 

trait concept “Big Five” is a model, which is accepted in the personality research. 

In the dynamic-transactional concept the “Big five” are presented as stable, gen-

eral characteristics of a person. In this context, it is important to mention the “Big 

five” because they influence the emotions of sport spectators. The Sport specta-

tor motives are flexible dispositions of a person. These dispositions can change 

over time. 

 

 

 

 

Insider

High team and 
club identification

Good knowledge 
about specific 

sport techniques 
and tactics

High sport 
consumption 

interest without 
league tension

Outsider

Low team and club 
identification

Low knowledge 
abut specific sport 

technique and 
tactics

High sport 
consumption 

interest only with  
league tension

Figure 5: Insider and outsider spectators 

(mod. Schellhaaß, 2001, p.62, in: Rotes, Klingler, Gerhards 2001) 
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Figure 6: Personality factor inside the sport spectator 

(mod. Hagenah, 2001, p. 81, 2004, in: Schramm, 2004) 

 

2.1.2 Sport spectator and motivation 

 

Classic psychological theories of motivation 

There are classical psychology concepts to describe the motivation processes in 

central. The Learning theories have two categories: the behavioristic learning 

theory and the cognitive learning theory. The learning theories try to explain 

changes in behavior; they try to do prognoses of behavior and try to get know-

ledge of learning processes. The behavioristic learning theory examines the ex-

ternal behavior and the cognitive learning theory analyses the internal cognitive 

thinking processes. Important researchers of the behavioristic theories are Skin-

ner, Pavlow and Badura for the cognitive theory.  
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The content motivation theories try to categorize the motive structure of human 

beings. In this theory human behavior is planned and goal oriented. The motiva-

tion psychology tries to do a classification from human goals to several motive 

categories (Heckhausen & Heckhausen, 2005, p. 25). The planned behavior is 

activated by certain situations and personal value propositions (goals). The indi-

vidual differences exist because of the different situation evaluation. “Motive sind 

also situationsüberdauernde, zeitlich überdauernde und persönlichkeitsspezifi-

sche Wertungsdispositionen” (Gabler, 2002, p. 46). 

The problem of motivation research is that the value propositions are classified 

into motives as hypo theoretical constructs. So they are not real and cannot be 

observed in nature. But they help to explain the invisible input variables between 

specific situations and human behavior, that can be observed. (Gabler, 2002, p. 

46).  

 

Different classification of sport spectator motives 

The motives are hypothetic constructs. This is the reason why there are many 

different classifications of the classic motives and specific sport spectator motives 

exist in literature. Heckhausen (2006, p. 46) calls it “Grundproblem der Motivklas-

sifikation”. Maslow, one of the first motive researchers, distinguishes between five 

hierarchical personal needs: 

(1) physiological needs,  

(2) safety needs,  

(3) social needs,  

(4) esteem needs and  

(5) Self-actualization needs. (cf. Kotler et al., 2009 p. 238). 

MCClelland/Atkinson differ between the need of achievement, the need of affilia-

tion and the need of power. Bischof (1993) also names five motives (social, ex-

ploration, power, achievement and self-esteem).  

The sport spectator motives found in literature have parallels to the classic mo-

tives and the classification of motives in sport. Classic motives of sport are classi-

fied into five points: doing sport (physical activity), the result of doing (achieve-

ment) sport, doing sport because of other things (wealth), the self-context (self-

esteem) and the social context (being with others). Gabler (2002, p. 216) trans-

fers this classification of sport motives to the different concepts of sport spectator 

motives which gives a good overview. 

 

 



Master thesis: sport spectator preferences 

 

Theoretical foundation of sport spectators and event experience page 19 

 

 

 

 

Table 1: Motivation theories of sport spectators 

(mod. Gabler, 2002, p. 217) 

 

Most of the literature on motivation has focused on doing sport and the result of 

doing sport. Sloan (1979) discussed several classes of theories of sport spectator 

motivation. These include (1) stress and stimulation seeking, (2) catharsis hypo-

thesis, (3) aggression motive, (4) entertainment motive, (5) achievement-seeking 

motive, (7) diversion motive and (8) recreation motive.  

The recreation motives or salubrious effects are firstly discussed by Sloan (1979) 

suggested that an involvement with sports was attractive because it provides 

pleasure and enhanced one`s physical and mental well-beeing. Following this 

theory, sport events have functions for regeneration and relaxation (Gabler, 2002, 

p. 218). The diversion motive, stress and stimulation seeking and catharsis and 

aggression motive respectively, argue that sports allows an individual to expe-

rience eustress or pleasant stress, in a socially acceptable manner, and that 

sports spectatorship should reduce aggressive tensions in viewers. The enter-

tainment theory claimed that sports fans receive increased happiness and en-

joyment from their involvement. The achievement seeking motive or also known 

as basket in reflected glory (BIRG) (Zillermann, Bryant & Sapolsky, 1979, p. 312) 

can be seen as a goal to seek for self identity and social acceptance (Gabler, 

2002, p. 218). The hero-identification motive is similar to the BIRG motive and 

indicates a high involvement of the spectator with the team or athlete to achieve 

an increase in self-esteem (Spinrad, 1981, p. 357). 

Gabler, Schulz and Weber (1982) supplement the sensation-seeking motive and 

the affiliation motive. The sensation seeking motive is the need for action, tension 

and adventure. The affiliation motive describes the need for contact and social 

interaction to peer groups (Gabler, 2002, pp. 217, 219). 
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Guttmann (1986) criticized the research of sport spectator motivation, because in 

his opinion many researches are based on subjective analysis. Wann (1995) 

faced this problem by developing a Sport Fan Motivation Scale (SFMS), which is 

explained in chapter 3.  

 

Newer sport spectator literature 

Wann and his colleagues (2001) identified the most common sport fan motives: 

Group affiliation, Family, Aesthetic, Self-esteem, Economic, Eustress, Escape 

and Entertainment.  

 

Motive Description

Group affiliation Individual is motivated to participate in sport as a fan because it 
provides an opportunity to spend time with others.

Familiy Individual is motivated to participate in sport as a fan because it 
provides an opportunity to spend time with family members.

Aesthetic Individual is motivated to participate in sport as a fan becaues he or 
she enjoys the artistic beauty and grace of sport movements.

Self-esteem Individual is motivated to participate in sport as a fan becaues it 
provides an opportunity to feel better about himself or herself.

Economic Indicidual is motivated to participate in sport as a fan because he or 
she enjoys the potetnial economic gains afforded by sport 
gambling.

Eustress Individual is motivated to participate in sport as afan becaues he or 
she enjoys the the excitement and arousal felt while watching 
sporting events.

Escape Individual is motivated to participate in sport as a fan becauese it 
provides a diversion from the rest of his or her life.

Entertainment Individual is motivated to participate in sport as a fan because it is 
perceived as an enjoyable pastime.

 

Table 2: Brief descriptions of the eight most common sport fan motives 

(Wann, et al, 2001, p. 31) 

 

Funk (2008) sees the sport spectator or fan more as a sport consumer, who is 

motivated to watch or participate a sport and sport events, because the behavior 

has certain attractive outcomes. In his researches, he describes a sport and 

event consumer motivation process. The motivation process has five steps:  

 the need of recognition, were the individual recognizes a need  

 the tensions reduction, a discrepancy between an unpleasant state and a 

need, which refers to be fulfilled  

 the drive state, the cognitive state of reducing g the unpleasant need,  
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 the want pathway, specifies the consumption to reduce the unsatisfied 

feeling,  

 the goal behavior, the state of consumption activity that fulfill the need and 

bring satisfaction. 

Interesting in his concept is the want pathway. In this state he includes push and 

pull motivation. 

 “Push: the internal desire to eliminate an unpleasant state and reduce tension 

initiates motivation. Pull: The pathway providing the most benefits to restore bal-

ance directs motivation” (Funk, 2008, p.19).  

In these two approaches, the pull-factors represent utilitarian or functional needs 

which are only consumable during a sport event (e.g. competition drama, physi-

cal skills, interest in athletes). The push-factors represent hedonic needs which 

can also be consumed in non-sport events (e.g. escape, family, social opportuni-

ties). Furthermore, Funk (2008, p. 22) describes a core set of different push and 

pull motivations in the sport way: socialization, performance excitement, esteem 

diversion. He calls his sport consumer motive classification “speed motives” 

(Funk, 2008, p. 25).  

A research from the university of Chemnitz analyzed the motives influence on the 

expected hedonic experience on the Mentos Splashdiving World Championship 

2007 (n=140) and the FIBT World Championships (WC) Bob & Skeleton 2008 

(n=261). The findings reveal significant impact of some sport consumption mo-

tives and the attendee’s expectations of hedonic event experience. For the 

Splashdiving WC the motives “social interaction” and “competition drama” impact 

the anticipated hedonic value for the event. IN addition, the motive “escape” was 

main motive for the Bob & Sceleton event. The research modeling used PLS 

(partial leas squares) for both samples. The reliabilities of all measures (alpha, 

AVE) were higher than the required thresholds. The PLS estimates indicate an 

acceptable model fit. (Drengner, Kiessling & Sachse, 2007) 

 

Motive research in media 

The first classic motive in media research started 1940 on housewives (cf. Her-

zog, 1941). The research was about motives of women and radio. Results of this 

study were mainly the compensation of unfulfilled wishes and dreams, which 

show in this interrelation the need of escapism. There are many spectator re-

searches in media and communication science which question the human usage 

of media (Merten, 1994, p. 317). Researches work with the uses-and-

gratification-approach, conceptualized by Blumler/Kaz (1974). The uses-and-
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gratification-approach analyses the needs of the media user and tries to indentify 

how the media can solve these needs. (Merten, 1994, p. 318).  

Merten (1994) criticized this approach, because it is weather a theoretical con-

cept or it is a research strategy to measure the theoretical motives and the needs 

of the media consume. 

The user-and-gratification-approach is due to the increasing media science inter-

est in media reception driven from the economic market, a central theoretical 

concept. Trough the commercialization, professionalization of media and the en-

gagement of economy the research in media usage have begun to get more and 

more important. Central media usage motives are: 

Search for information/learning, escapism, entertainment, mood regulation and 

identity seeking (Schafmeister, 2007, p. 62)  

The spectator research is a part of the market research, which analyzes the ef-

fects of advertising and sponsoring concepts in media. (Stollenwerk, 1996, p. 23-

25). This media advertising and sponsoring concepts are very important for sport 

economics (cf. chapter 1). For research in sport-TV-motives the central reception 

has to follow sport specific adaptions. The focus in sport reception analyses are 

sport offers and usage motives (Hagenah, 2004, pp. 86-87).  

 

Werber/Ganz (as cited in Schafmeister, 2007, p. 74; Hagenah, 2004, p. 87) iden-

tify five dimensions of TV sport usage: 

 fanship dimension: identification and emotional attachment to athletes and 

sport teams 

 Learning dimension: information collection of sports, teams and athletes 

 companionship dimension: social interaction during the sport event 

 filler dimension: sport on TV as function against boredom  

 release dimension: escape and relaxation in spare time 

 

Aimiller/Krezschmar (as cited in Schafmeister, 2007) 

 show/aesthetic/exclusivity  

 emotionality/involvement/live-experience 

 parasocial interaction 

 opinion making/interaction 

 unspecific entertainment/tension 

 sensation seeking 

 escapism/time spending 
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 social experience 

 family 

 learning/own activity 

 visual experience 

 

Trail et al. (as cited in Schafmeister, 2007) 

 vicarious achievement 

 acquisition of knowledge 

 aesthetics 

 social interaction 

 drama/excitement 

 escape 

 family 

 physical attractiveness of participants 

 quality of physical skills of the participants. 

 

Schauerte (2002) differentiates the reception of medial sport offers in four com-

munication needs. These needs are activating motives, which control the com-

munication source.  

Cognitive needs: needs of information and orientation 

Emotional needs: need of escapism, tension, entertainment and excitement 

Integrative needs: need of social empathy to family 

Interactive needs: need of social interaction  

The satisfactions of cognitive and emotional needs are in focus by the sport con-

sumer. The integrative and interactive needs are less important in consuming 

sport products (Schauerte, 2002, p. 201). 

 

Comparison of motive research on live events and media sport consumption 

Research of comparison between consumer motives of live events and media 

sports are rare. Opaschowski (2001) distinguishes four main sport spectator mo-

tives, this classification can be used for both consumption options: 

 Fun and distraction 

 Interest and enthusiasm 

 Sociality and community 

 Experience and event 

 Tension and thrill 
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The fun and distraction motives are more important than the interest in a specific 

sport club. Sociality and community are stronger needs than feeling with the ath-

letes. Patriotism and national pride do not fill arenas, spectators wish to fulfill the 

need of tension and thrill. (Opaschowski, 2001, p. 88).  

 

2.1.3 Other relevant consumer insights: Emotions, Learning, Per-
ception and Memory 

 

Motivation is the process that activates the motive. The process is influenced by 

cognitions and emotion referred to the situation. The cognition and emotions in 

the motivation process are dependent on experiences and expectations. The 

information processing perspective and the emotional perspective in consumer 

behavior has a focus on memory and emotions.  

The information processing consumer are expected to use their memory network 

to by a product, because in this network memories are linked to feelings of prod-

uct experiences. These product experiences can be linked to a dislike or unlike 

feeling which affects the buying decision. (Holbrook & Hirschmann, 1982, p. 136). 

Emotional information processing perspective describes the emotion as reaction 

and judgment to a external stimuli after perception. “The consumer looks for new 

experiences via consumption. In this connection, the primary purpose is not to 

evaluate relations between attitude, belief and the environment, but fulfill a desire 

and to obtain pleasure in life” (Kotler, et al, 2009, p. 244). 

Internal consumer processes like perception, learning, memory, personality and 

emotion are individual circumstances, that influence the evaluation of situations. 

This evaluation leads to activation of physiological erections (for e.g. goose 

bumps, heart beating) and specific behavior impulses. (Gabler, 2002, p. 171) 

Emotion-oriented approaches of environmental psychology reveal, that emotions 

and behavioral reactions can be initiated by environmental stimuli. A sport sta-

dium for example can be an environmental stimuli for sport spectators. Depend-

ing on the individual characteristics, the sport stadium can cause specific emo-

tional responses, activated by perceptions, and stored in memory. Sporting 

events as core product can lead to internal responses, as satisfaction for hedo-

nistic needs, but also to short- and long-term memories, which influence further 

sport spectator behavior, like repurchase of tickets and positive word-of-mouth 

communications. (Ulrich, 2005) 
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Funk (2008) describes the internal processes as key elements for the sport deci-

sion making sequence. This decision making sequence influences the needs and 

benefits for seeking sport experiences in the sport way or want-pathway as step 

in the sport motivation process. He adopts a model of consumer buying deci-

sions, developed by marketing scholars, to the sport spectator consumer. The 

consumer buying decision processes have five stages: problem recognition, in-

formation search, evaluation for alternatives, purchase decision and post-

purchase behavior (Kotler, et al, 2009, p. 247). In the following chapter the inter-

nal processes will be explained and it will described, how they influence each 

stage in the buying process. 

  

 

Perception 

Perception is the acquisition of external information through the sensory system 

(vision, smell, sound, touch and taste). The five sensory catalyzer analyse the 

stimuli. The visual analyzers register optical stimuli, and select information about 

objects in environmental changes, as, for example, movements from athletes. 

Smell gives information about toxic characteristics in the atmosphere, the taste is 

important for food and drinking stimuli. Ears register sound waves, like clapping 

from other spectators or music stimulation inside the stadium. Touch is a catalyz-

er for skin contact and pressure of other external stimuli. The different sensory 

analyzers register information all together, but some analyzers are stronger than 

others. One of the dominant catalyzers is vision (Höfelinger & Schuba, 2002). 

Sensory informations are lead to the cognitive brain system, where a filter func-

tion selects certain information. Important information are then stored in the short- 

and long-term brain regions.   

Hedonic consumption fulfills the need of fun, sensory and emotional activation 

(Hirschman & Hoolbrook, 1982). Sport products, like the atmosphere of sport 

events offer the spectator multi stimuli for the sensory systems. Researchers 

postulate that the atmosphere in a sport stadium is a factor for entertainment and 

creates a specific motive for the visit of sport events (Uhrich, 2008). In this rela-

tion, the sport stadium atmosphere is a success factor for media and live event 

marketing strategies (Woratschek, Schafmeister, Hoeneß, 2006, cited in Uhrich, 

2008, p. 8). A good, satisfying sport event atmosphere can influence the learning 

process of sport viewing in a positive way.  
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Learning 

Learning is the acquisition of knowledge through experience or, and different 

channels of education by the sensory systems, for example visual learning 

through media or live-experiences. Judo spectators can learn new techniques by 

watching the top athletes on a sport event like the Grand Prix in Düsseldorf. Judo 

techniques are all delivered by visual learning in practice by coaches. By training 

the techniques along with a partner, the motoric learning is applied. Sport tech-

niques are stored in the motoric brain regions as movement programs. The more 

often a technique is exercised the movement program gets stable and automatic. 

Watching specific sport techniques improves the mental image of this techniques 

and it can be assumed that judo sport spectators consume judo sport events, 

because they are internal activated by learning processes. In the buying decision 

model the judo sport spectator will focus the problem, that his techniques are not 

good enough to win against components. Learning-processes would be the inter-

nal need to consume a judo sport event; because he has learned that, he can 

learn new techniques from top athletes.   

The results of motivational preferences of consumers attending NCAA wrestling 

events (n=975) show no statistically significant level for the preferences of social 

and learning opportunities. Other preferences as individual match ups (M=5.36; 

SD=1.03), achievement (M=5.36; SD=0.97), wrestling loyalist (M=5.33; 

SD=1.01), team affiliation (M=4.90; SD=1.48), individual wrestler affiliation 

(M=4.36; SD=1.49), entertainment (M=4.41; SD=1.56), show a motivational pre-

ference significantly higher than 4. on a one–sample T-Test (Cooper, 2009). 

Wrestling is a combat sport like judo, but the sport differs in the complexity and 

variation of techniques, so the wrestling research result cannot be transferred to 

preferences of judo spectators. 

 

Memory 

Knowledge is stored information in short- and long-term memory brain regions. 

Learning processes build up knowledge structures, which are important for the 

buying decision in future. The consumer memorizes symbolic and functional in-

formation about the product. The effects of hedonic consumption and sport expe-

riences depend on the strength of the activation process and  result after con-

sumption (Rewerts, 2009). The consumers build up association net structures 

about products in memory after consumption. The evaluation of sport expe-

riences effect the memory of sport spectators (Funk, 2008). Is satisfaction se-

vered with the sport event consumption, the future behavior response might be in 
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form of repeat purchases. Satisfaction is one important experiential component, 

to build up positive buying associations for consumer behavior. (Holbrook & Hir-

schman, 1982).  

 

Emotions 

For marketers emotions are relevant, because specific four sense stimuli can 

activate emotional consumer insights. Products can have different characteristics 

if they are connected to emotions. Marketers use emotional product stimuli to 

activate specific consumer behavior. Emotional product stimuli are also important 

to get additional experiential functions. they are a distinction mark for  market 

competitors. (Rewers, 2009) 

Emotions as constructs have five components (Gabler, 2002, p. 171): 

 Cognitive component: perception and evaluation of situations 

 Subjective experience component: internal moods and circumstances 

 Physiologic component: changes in the vegetative neural systems 

 Expression component: visual mimic in face and tone 

 Motoric behavior component: behavior in specific situations, as fight or 

flight actions. 

“Emotionen sind subjektive Befindlichkeiten (Prozesse und Zustände), die mit 

Bewertungen der eigenen Situation und physiologischen Erregungs- und Aktivie-

rungsprozessen sowie mit Verhaltensimpulsen verbunden sind“ (Gabler, 2002, p. 

171) 

Faullant (2006, p. 38) differs between three aspects of emotions, the experience 

aspect, the physiologic reaction and the behavior aspect. 

The classification jungle of emotions is similar to the different dimensions of mo-

tive.  

Several studies have shown, that there are two independent dimensions of emo-

tions. Bradbrun (1986, as cited in Faullant, 200, p. 64) showed in his researches, 

that it is possible to experience two emotional categories, positive and negative, 

at the same time. Laros and Steenkamp (2005) focus on emotions in consumer 

behavior. They criticize, that there are wide ranges in the content of emotions 

studied in consumer research. In their scientific analysis they distinguish between 

positive and negative affect and a superordinate level of consumer emotions. The 

reliability of their measure was high. Cronbach aplha were α=.94 and α=.95  in 

the dimensions of positive and negative emotions. 
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Figure 7: Hierarchical structure of emotions  

(Faullant, 2007, Laros & Steenkamp, 2005) 

 

Emotions form an important substrate of consumption and they are a key for suc-

cessful sport event experiences (Holbrook & Hirschman, 1982). The experimental 

perspective indicates that in a sport consumption experience, consumers con-

sume in order to create feelings, experiences and emotions rather than solve a 

problem (Mowen, 1988). The consumption of sport as a spectator results in an 

emotion related component of the consumption experience. These facets of con-

sumer behavior relate to the multisensory aspects of the consumer experience 

(Addis & Holbrook, 2001, Hirschman & Holbrook, 1982). Research has indicated, 

that the greater the level of affiliation felt by the fans with the respective sporting 

combatants, the greater the level of emotion and the more vocal the fans are 

(Wann, Carlson and Schrader, 1999). Affiliation, involvement of sport spectators 

to their favorite athletes or club are factors affectioning sport consumer satisfac-

tion and loyalty. There are many researches on emotions and consumer satisfac-

tion (Westbrook, 1987, Oliver, 1993, Mano/Oliver, 1993, Price et. al. 1995, as 

cited in Faullant, 2006). Some of these researches show that emotions and also 

the variation in intensity of emotions influence the consumer satisfaction. The 

more the product or the consume situation is linked to emotions, the higher the 

satisfaction varies through emotions (Faullant, 2007, p. 94). Margidal (1995, 

2003), found out, that fans who view their associations with a particular team as 

most important to their self-identification, tend to experience greater pleasure and 

enjoyment from the sport, and, in turn, intensify and increase their participation.  
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But then, what if the judo spectators cannot show emotions due to restrictions of 

the judo federation during the judo sport competition (cf. p. 13)? Are they less 

satisfied or involved with the competitors? If fan emotions and fan satisfactions 

highten the quality of event experience, should these key indicators for event 

success not be influenced, by planning judo sport events by the rules of the in-

ternational judo associations? The following chapter 2.2. provides more explana-

tions for event experience, to understand more about key indicators for event 

success. 

 

2.2 Event Experience 

An event as environmental input or stimulus on sport spectator as consumer in-

fluences the internal evaluation of the sport product. This evaluation creates ex-

periences and influences a person’s consumption behavior (Funk, 2008, p. 40). 

The quality of experience determines, whether the spectator becomes a repeat 

consumer or not. Sport managers need to understand the key indicators of event 

and factors, that may affect a consumer’s desire of the sport product. Planned 

events have a defined beginning and end; they take place in specific locations 

and might be similar in form. But every event is unique and experientially differ-

ent, that is what makes events attractive for people and make them spend time 

for it (Getz, 2007, p. 18).  

2.2.1 Consumer value of events  

Time can be a pressure, if interpreted as “mechanical sense” (Gertz, 2007, p. 

19). This perspective of time can become stressful and, in the internal evaluation, 

end up with negative effects. An event linked to positive effects can help people 

to escape from time pressure. As discussed in chapter 2.1.2, the majority of sport 

spectator motive researchers use the motive construct escape (Wann 2001, 

Funk, 2008) in their classifications. Pine and Gilmore (1999) speak about escap-

ist experiences in their experience model. 
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Figure 8: The Experience Realms 

(Pine & Gilmore, 1999, p. 30) 

 

The escapists are much more involved in the event, enhancing the inherent en-

tertainment value, for example visiting VIP rooms or enjoying the thrill of move-

ment. This means, they try to flee to some specific place and activity worthy of 

their time. “Shifiting up economic vaule to stage experiences simply means add-

ing entertainment to existing offerings” (Pine & Gilmore, 1999, p. 30). In their 

model, they try to explain the different levels of spectator participation. On the 

horizontal axis, there is the passive participation, were consumers do not directly 

influence the performance. They are just leaning-back participants. On the other 

side of the horizontal axis, there is the opposite active participation. These cus-

tomers lean forward to personally take part in the experience, by creating their 

own activity, like doing judo or they take part by multiple senses affection on sport 

events (Pine & Gilmore, 1999, Trentmann, 2004). The vertical axis describes the 

environmental experiences. The participant is cognitively affected by the event, 

when he is on the absorption axis. On the immersion axis he gets physically in-

volved into the spectacle. The four perspectives in the model can describe the 

way of event consumption. The Educational perspective is an active consump-

tion. “To truly inform a person and increase his knowledge and/or skills, educa-

tional events must actively engage the mind (for intellectual education) and/or the 
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body (for physical training).” (Pine & Gilmore, 1999, p. 32) The educational pers-

pective could be interesting experience for attending judo sport events. The edu-

cational thesis from Pine & Gilmore (1999) is similar to the Learning/own activity 

motive structure from Aimiller/Kretzschmar (1995, as cited in Schafmeister, 2007, 

p. 74). The Learning/own activity motive describes the knowledge creation of 

sport TV shows for consumers. Sport TV consumers can learn about rules and 

strategic tactics of sports. Consuming Judo sport events could also provide and 

improve the knowledge about tactics, rules and techniques, as consumer value 

for the sport spectator.  

 

The esthetic experience perspective explains consuming behavior of environment 

in a passive way. Every individual can see objects or activities form the aesthetic 

point of view (Best, 1974). The consumption experience is valued intrinsically and 

self-oriented perspective, enjoyed for its own sake of nature. (Holbrook, 1999, p. 

18) The consumer lean back and enjoys the quality and beauty as property of the 

event, for example in a sport event it is the beauty and grace of the athletes and 

the sport movement (Trail et al., 2001, Funk, 2008). Aimiller/Kretzschmar (1995, 

as cited in Schafmeister, 2007, p. 73) describes the sport spectator motive 

show/aesthetics/exclusivity as seeking for a good atmosphere with visual and 

sonic show elements. These two different aspects of esthetic experiences on 

sport events confirm the conclusion from Best (1974) that every spectator can 

see aesthetic from a different point of view. Managers of sport events have to 

take care of both perspectives: creation of a good atmosphere and show with 

aesthetic athletes, if the aesthetic spectator motive is high. 

Gertz (2007, pp. 19) mentions, joy and fun is a important consumer value attend-

ing sport events, grounded by biological structures of human beings. Holbrook 

(1999) characterizes play as a self-oriented, intrinsic motivated experience, in 

other words having fun in leisure time. If we set play (fun) in composition to enter-

tainment, the consumption of entertainment would be passive and marked 

through absorption (Pine & Gilmore, 1999). In sport spectator research the enter-

tainment motive is described by Wann et al (2001) as participation because of the 

enjoyable time. In the consumption oriented playfulness, satisfaction is easy to 

achieve, which is important key for marketers and event managers (Holbrook, 

1999). 
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2.2.2 Experience as success event lever 

The competitor offer spectators sport experiences. Marketers and sport event 

manager can use this unique characteristic of this sport product, by using special 

tools to create a stronger event experience. Creating strong effects on consumer 

requires certain product values delivered through product quality and services. 

(Funk, 2008). Peters (1994) speaks from delivering WOW services. These ser-

vices begin with quality services and evolve into dynamic experiences. “Peak 

experiences were described as sudden feelings of intense happiness and well-

being” (Getz, 2007, p. 239). People want sport experiences because of the intrin-

sic value and the resulting benefits in leisure time. Intrinsic consumer value is 

more a symbolic or self-justifying use of the product. The product is the consump-

tion experience itself (Holbrook, 1999). Pine & Gilmore (1999) explain the eco-

nomic value of experiences on tools added to products: engagement of the indi-

vidual, memorable, sensations, limitations/sacrifice, and sensory interaction. In 

their opinion an experience is more than a good quality of service. Stage expe-

riences fulfill relevant consumer needs on a premium level, which means in an 

economic value the consumer is more willing to pay for his needs if they are ful-

filled. (Pine & Gilmore, 1999). But in order to fulfill consumer needs marketers 

have to know what are the consumer needs and preferences to create stage ex-

periences on events.  

 

The integrated Model of Event Service and Experience factors 

An integrated Model of Event experience and consumer service was established 

by Ralston, et al. 2007. The model indicates two Quotients: 

“Service Quotient” (SQ), this quotient is ranging event customer service factors 

form 0-100. Positive factors (tangibles, reliability, responsiveness, empathy, as-

surance, recovery, competence, courtesy, security, access welcome, commer-

cialism) heighten the SQ. The “Experience Quotient” (EQ) is ranging special fac-

tors (a clear theme, targeted impressions, multiple senses, mix in memorabilia: 

Get into character, stay in character, and act their part, perform to the appropriate 

theatrical form, customized to the individual:) from 0-100 and increases the EQ. 

High EQ rated events must first have a high SQ before creating experiences. The 

integrated model also advances the premise that a staging agency must first 

have a high SQ before it can hope to create high EQ based experiences. Conse-

quently, there is an “Experience Threshold” that must be reached in order to con-

duct and deliver high EQ rated events or festivals. The methods used for the in-

tegrated model were observation with shopper technique on a sport event with 
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14, 000 spectators in the USA. The ten observers ranged in age from 12-65 

years of age. There were five men and five women on the team. The shopper 

technique is a popular technique in consumer behavior to test effectiveness in 

retail service. The observer fill out sheets with rating scales for interactions with 

staff and services they have received during the field study. (Bryman & Bell, 

2007). The event evaluation from Ralston (2007) focused on two questions: 

Evaluation Question 1: What service factor strengths, weaknesses, threats, and 

critical incidents were observed?  

Evaluation Question 2: What experience factor strengths, weaknesses, and 

threats were observed? 

The data secured from observations by the evaluation team in response to eval-

uation question 1 regarding service factor, almost 61% of the responses from the 

evaluation team were chronicled as weaknesses. Among these, 60% were in the 

area of reliability, which suggests that the “performance of promised service de-

pendably” was absent or in some manner clearly lacking. 

The evaluation data for experience factor show 64% of the observations re-

garded as “strengths” were aimed at customizing experiences to the individual. 

The integrated model of experience and service is a good tool to observe specific 

consumer services and creating events for spectators. But service factors should 

be adjusted to the specific event environment and the specific type of planned 

event. Sport events can be planned from different point of views. Planning events 

for athletes is different than planning events for sport fans. Normally, a sport 

event is planned for both. “Aktive und Zuschauer gehören gleichermaßen zum 

System Sport” (Bausinger , 1991, p. 3). Judo Federations create events mainly 

for athletes. Spectator sport is collective planning and presentation of the ath-

lete’s leisure (Horleder, 1978, p. 24). 

If the integrated model would be used by the international judo federation (IJF) for 

evaluating judo events, like the Grand Prix, Grand Slam and World Cups in dif-

ferent countries, judo events could be improved for sport spectators and com-

pared with each other. 

2.2.3 Product quality of sport events 

The program or product quality is a central success factor for designing an event. 

(Bezold 2007, Getz, 2007). Qualitative event evaluation or controlling can be 

done by all stakeholders. Stakeholders evaluate quality by expressing their level 

of satisfaction or the objects presented to them during the event. Each stake-
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holder is affected by the event different. Expectations about feelings and atti-

tudes, take influence in the evaluation consumer process (Gertz, 2007). The ex-

pected consumption experience guide consumer to attend sport events in future. 

(Ebert, Gilbert & Wilson, 2009). Research demonstrates the different impact of 

future events through forecasters and backcasters. Event forecasters first con-

sider how they would feel at the time an impacting event occurs and they consid-

er how those feelings might change in a future period. Backcasters fist consider 

their feelings in a future period and they consider how those feelings might be 

different in the impacting event. The anticipated effect on choice and preferences 

influence consumer satisfaction. Backcasters tend to predict the impact on he-

donic consumption more positive than forecasters. (Ebert, Gilbert & Wilson, 

2009). 

Important for the Event controlling are characteristics for quality. The integrated 

model of event service and experiences (cf. chapter 2.2.2) has shown some spe-

cial characteristics. Bezold (2007, p. 19) mentioned fifteen quality factors for sport 

events:  

 Information about the event 

 Organization of ticketing 

 Traffic infrastructure 

 Traffic systems and parking situation 

 Check-in systems 

 security 

 catering 

 weather 

 atmosphere 

 sanitary system 

 sport content 

 Side events 

 technical Sound system 

 technical visual system 

 media working conditions 

A broad event controlling instrument should have spectator, active participants 

and media as three basis information sources for evaluation (Bezold, 2007, p. 

21). In point of view the magic rectangle the sponsors should be included to the 

basis sources. Heinemann mentioned five marketing terms for spectator and me-

dia: 
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 Produce uncertainty and tension  

 High premiums and price money 

 Highlight the gladiatorial input of athletes  

 Dramaturgy of competition  

 commercialization of sport competitions 

(Heinemann 1995, p. 174)  

 

Emotional quality in sport events 

Emotional quality of sport events is important to create high quality in event expe-

rience value. Marketers and event managers should take care about emotional 

framework requirements. The emotional spectator atmosphere is dependent on 

the perception of other spectators (Schlesinger, 2007).The higher the identifica-

tion of the spectator to the sport content the higher the emotional climate and 

collective emotionality inside the arena. One instrument to create higher identifi-

cation with sport content is to create stars and team identification. For judo sport 

events would be an implementation do prevent reporting and information about 

judo athletes. The collective emotionality is also dependent from tension, specta-

tor interactivity and structural aspects. Tension on sport events can be influenced 

by environmental characteristics, like showing slow motions pictures, changes in 

competition systems or competition rules. Interactivity and structural aspects of 

sport spectators can be created through side events, sensory stimulations and 

special fan animations. (Schlesinger, 2007). Special side events on judo events 

are for example top athletes autograph program for kids or special fan blocks.  

 

Satisfaction and quality 

In the typology of consumer value Holbrook (1999) categorizes quality as key 

example for excellence. Excellence in his view is a self-oriented, reactive extrin-

sic value. Objects perform excellence, which can be expected in future and expe-

rience and evaluated in present. Managing customer satisfaction is to understand 

what customers expect and percept to get. (Pine & Gilmore, 199). “Specifically, 

there has been a convergence of opinion that favorable service quality perception 

lead to improved satisfaction and value attributions and that, in turn, positive val-

ue directly influences satisfaction” (Cronin, Brady, Hult, 2000). Quality can be 

categorized in three perspectives: the attainment, means high level of technical 

support, desirability, consumers need for consume, useful utility-based reason 

based on quality definitions (Oliver, 1999). Service quality is an important deci-

sion making criterion for service consumers. Decision –making is a complex 
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process. Research could provide evidence that quality, value and satisfaction 

directly influence behavioral intentions (Cronin, Brady & Hult, 2000). Interesting 

on the study of Cronin, Brady & Hult (2000) is that sample testing in study 1 is 

composed of the industry sectors: spectator sports (n= 401), participations sports 

(n=396) and entertainment (n=450). The path between service value, service 

quality, satisfaction, sacrifice and behavioral intentions is similar to results of 

study 2 (health care, long distance carriers, fast food). According to this study 

sport manager can transfer a high importance of service value and service quality 

for sport events in order to satisfy athletes and spectators as consumers. Con-

sumer values can be analyses by means-end chains (Oliver, 1999, p. 60).  

 

 

2.3 Research questions and hypothesis 

Entrance problem of this research field were explained by the magic rectangle. 

For judo sport managers there are some problems in the fields sport, media, 

spectator and economy. The economy has a deep impact to the field sport and is 

a very important for stakeholders like judo clubs and associations. Revenues 

from sponsors, media and spectators are necessary to maintain the real goal. 

The real goal for the German Judo Association is to organize the professional 

competition sport. High performance in German judo competition sport is in turn 

important to gain revenues from German judo club members, because profes-

sional competition sport is a key to gain public interest. Public interest is a prob-

lem for the judo sport in Germany. As individual “border sport” (means not being 

a sport with high public and media interest) it is difficult to gain revenues from 

sponsors and interest from media. On the other hand low media interest means 

low public broadcasting to potential judo consumers. The research questions on 

a macro level are: 

 How can the German judo association run out the “vicious circle” inside 

the magic rectangle? 

 How can the German judo association create more interest for the stake-

holder sponsors, media and spectators to gain more revenuers? 

 

The study tries to deliver a first input on the micro level to answer the questions 

on the macro level. Starting point for research are spectator preferences to gain 

more information about this problem field inside the magic rectangle. Sport spec-
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tators are selected because this research assumes that the knowledge of sport 

consumer insights is helpful to generate tools for getting interest from more judo 

sport spectators. The interrelation addicted to the assumption that more judo 

sport spectator result in a higher interest for media and sponsors.   

With examinations of psychographic segmentation of judo sport consumption and 

experience, sport spectator insights can be gained and marketing tools or event 

designs can be developed.  

 

 

 

Figure 9: Research design 

(own construction, 2011) 

 

 

Research questions are: 

 

1. What kind of indices can be found by judo sport spectators to explain 

sport live consumption?  

2. Why do sport spectators go to judo events (Grand Prix, 1. Bundesliga)? 

3. What are the primary motivational preferences that influence consumers’ 

decision to attend on the Grand Prix and the German Judo Bundesliga? 

4. Can results integrated in theoretical models to reach the research goal? 
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The empiric goal of this work is to get consumer motives, values and experiences 

factors why people go to judo sport events. Therefore surveys with three different 

tools are used on the judo sport events Grand Prix Düsseldorf and competitions 

of the German Judo Bundesliga. In the following chapter 3 describe the metho-

dology of the empiric research. The empiric research use qualitative and quan-

titative research tools. First tool is the technique of means-ends chains, the 

second tool is a questionnaire for event experience and third tool is the fan moti-

vation questionnaire from Wann, et al. (1995). 

 

3 Methodology 

3.1 The technique of means-end chains 

The means-end theory is used for consumer research (Grunert & Grunert, 1995). 

The method measures the development of relevant consume structures and the 

influence of marketing strategies on consumer behavior (Trommsdorff, 2002). 

Results of means-end research help to understand the process of buying deci-

sions. This knowledge can be used by managers of communication and market-

ing. Consumers can reach goals through consuming products and services. 

“Means” are products, activities or services, which come to consumer “Ends” in 

form of values or goals as security, satisfaction etc. Values are strong drivers for 

human behavior. The means-end chain is a model of linked elements. Means- 

end chains have three basic elements, attributes, consequences and values. 

“Chain” is the relationship between the attributes, consequences and values 

(Reynolds & Olson, 2001). 

The understanding of positive values of products or services for individuals is the 

main idea of the means-end theory (Gutman, 1982).  

3.1.1 Attributes, consequences, values 

The first means-end model developed by Peter & Olson (1999) combines just 

three basic elements of consumer associations. Products have different attributes 

for consumers. A more complex means-end model described by Olson & Rey-

nolds (1983) shows two kinds of attributes. The concrete product attributes are 

physical characteristics, such as content substitutes for food. The abstract 

attributes are subjective characteristics of consumer insights, like emotion or mo-
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tivations. “The means-end model connects the tangible, concrete attributes of a 

product to highly abstract and intangible personal and emotional values (goals or 

needs) through a chain of increasingly relevant abstract outcomes, that also be-

come increasingly personal, emotional, motivating, and self relevant” (Olson & 

Reynolds, 2001, p. 14). Consequences, the second linked element in the mean-

end chain, are outcomes of decisions, as expectations for future decisions and 

experiences of past decisions. Consequences of product attributes are relevant 

for consumers to achieve goal or problem solution. The six level chain means-

end model shows two types of consequences: 

 The functional consequence 

 The psychosocial consequence 

The functional consequences occur immediately after product consumption. The 

psychosocial consequences on the opposite are more self-relevant, emotional 

and personal. (Olson & Reynolds, 2001, pp. 13-15)  

Instrumental and terminal values are the last elements in the complex means-end 

chain. Instrumental values are behaviors like being independent or having a good 

time. Instrumental values are important to reach terminal values, like personal 

luck or achievement. (Peter & Olson, 1996, p. 92)  

The six level chain means-end model is not relevant for every research and busi-

ness purpose, because it is rather complex. The more common four level models 

has become a standard model in the means-end theory research (Olson & Rey-

nolds, 2001, pp. 13-15).  

 

 

 

Figure 10: means-end chain model 

(Rewerts, 2009, p. 59, Olson & Reynolds, 2001, pp.13-14)  
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3.1.2 The laddering interview 

The laddering technique is a method to indentify means-end chains of consum-

ers. The laddering method is a structured qualitative interview. The interview is 

qualitative because consumer can answer the question free and with their own 

words. The interview is structured because the interviewer has a specific concept 

to do the interview. (Olson & Reynolds, 2001) 

The laddering-interview measures cognitive structures and subjective product 

advantages. Results show goal-mean value and association of consumers, which 

are equivalent to motive structures. The individual motive structures can help to 

develop marketing strategies. (Trommsdorf, 2002) 

“Laddering offers an empirically based method for deriving more fundamental 

sources of value that are represented in consumption alternatives.” (Cohen & 

Warlop, 2001) 

The questioning in the depth interviews help to generate values and goals linked 

to a positive self-concept. This linkage can develop a general theory of consumer 

motivation (Cohen & Warlop, 2001). 

The example in Figure 11 shows the linkages between flavored chip and self-

esteem. This means-end chain uncovers the motivational perspective of a con-

sumer (self-esteem) as higher level of product distinction. This product distinction 

can be important on managers practice level (Olson & Reynolds, 2001). 

 

 

 

Figure 11: six level means-end chain (Olson & Reynolds, 2001, pp. 27) 

 

Procedure of laddering depth interviews 

First step of the interview is the identification of relevant product attributes. There 

are different techniques which help the interviewer in this procedure. The reperto-

ry grid method or named also as triadic sorting is one technique, where probands 

have to elect three products. The product with the most personal relevant 

attribute is elected in a second step. This step will be repeated till several 

attribute combinations can be differentiated. The free elicitation and the product 
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ranking are similar techniques where probands have to elect their favorite prod-

ucts and but it into a ranking (Rewerts, 2009) 

Second step of the interview is the questioning of consequences and values. 

Based on the attributes the interviewed persons have to answer a chain of “why” 

questions. The answers create a chain between several consequences and end-

up with the individual product value (Rewerts, 2009, Gutman, 1997) 

 

Problems of laddering interviews 

A quiet atmosphere is important for the respondents, because they have to look 

inside themselves for the perceptions and motivations of a certain product. Inter-

viewer must be neutral and familiar with the means-end theory. If the structure of 

the laddering interview is not in control of the researcher, the results are useless. 

There are also might be problems for the proband, concerning the answers of the 

question. One problem can be caused by less cognitive knowledge about the 

product, which means people cannot reach deep motivational associations inside 

themselves. Or another problem of not answering questions could be too person-

al questions. (Olson & Reynolds, 2001) 

The interviewer can solve problems caused by the proband through questioning 

in situation context (Botschen, Thelen & Pieters, 1999).  

 

Analysis of laddering interviews 

The goal in analyzing the interviews is to summarize the individual interview lad-

ders. The summarized ladders can be visualized in a hierarchical value map 

(HVM). The basic steps for analyzing the data are: 

 Content analysis: identification of relevant text elements 

 The implication matrix: aggregation of all relations (see figure 12) 

 The hierarchical Value Map: the aggregated chains are visualized in a 

map which shows the linkages of relations among the attributes, conse-

quences and values (see figure 13) 
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Attributes (25) Consequences (26) Values (20)

Concrete attributes Functional 

consequences

Instrumental values

alcohol percentages appetizing satisfaction for others

bouquet aesthetic relaxation

cuvee/blend budget restrictions sociability

design decision support Feel pleasure

shopping center taste personal development

recommendation healthy self-control

 

Figure 12: Content analysis, shortcut (Rewerts, 2009, pp. 89) 
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Figure 13: Hierarchical value map (Rewerts, 2009, pp. 103) 

 

Auriefeille and Pierre (1995) propose one last step, to show results more offen-

sive. In this research step single or dominant chains are abstracted of the hierar-

chical value map and put into a separate table. These dominant chains represent 

the most common means-end process of consumers. 

 

Analyze problems and validity 

The prospect validity determines the evaluation of consumer behavior. If the 

evaluation of the laddering data follows the standard criteria the prospect validity 

rises. The first criterion regards free answering by the interviewer. Free answers 

show real cognitive categories or association of products. In soft-laddering me-

thods free answers are used, so the criterion is fulfilled. The next criterion is ful-

filled, if the answers are made without pressure from the interviewer to the pro-

band. Third and forth criterion for high prospect validity is by subjective interpreta-

tion. It is important that the researcher identifies the relevant elements in the step 

of the content analysis. The summarized categories of attributes, consequences 

and values should have a higher level of abstraction, but maintain also the real 

meaning of the interview answers. (Grundert & Grundert, 1995) 

The construction of the hierarchical value map can also cause problems, be-

cause of the amount of found categories. If too much categories are listed in the 
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map, the map is getting unclear. The reduction of complexity inside the map can 

be done by defining the cut-off level. (Grundert & Grundert, 1995). 

The cut-off level can be fixed by the researcher and depends on the volume of 

interview data. The cut-off level reduces the volume of linkages and categories 

which are visualized in the hieratical value map. (Rewerts, 2009) 

 

Means-end chains is one approach to retrieve consumer insights. Cohen and 

Warlop (2001) mention that means-end chains are “a bit over-sold”. “Its propo-

nents have not lacked for enthusiasm in describing how the approach helps us to 

understand the motivational antecedents of customers’ behavior as well as their 

organization of product knowledge and brand meanings.” They remind reader 

that no approach have the ultimate solution to understand why consumers buy 

products, because it is a complex research field and even means-end chain can 

catch just one small part out of the consumer association networks. But they 

name laddering method as useful tool, to explain questions why consumers buy 

certain products. 

 

3.1.3 Practice relevance of means-end theory 

This chapter introduces some practice relevance of means-end theory. As men-

tioned before, the means-end approach can help marketing managers to under-

stand consumer purchase decisions and customer motivations. This research 

knowledge can guide managers through a thinking process of new marketing 

strategies. “Each means-end chain defines a particular form of customer-product 

relationship or a particular sense for personal relevance for the target consumer. 

Selecting an appropriate means-end basis for the consumer-brand relationship is 

the essence of a marketing strategy.” (Olson & Reynolds, 2001, pp. 265) 

 

Market segmentation 

Market segmentation is grouping customer into different categories. These cate-

gories or segments offer key factors for marketing strategies (Kotler, et al., 2009) 

Segmentation by Means-end chains summarizes customers of similar cognitive 

structures. The end values are a theoretical the important purchase decision fac-

tor. Linkages between the attributes and consequences can support further seg-

mentation possibilities. (Rewerts, 200) 
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Kotler, et al (2009) mentions two broad groups for research in segmentation. The 

first group describes characteristics: geographic, demographic and psychograph-

ic and the second group are led by behavioral considerations. Behavioral consid-

erations are based on consumer knowledge towards attitude and use of prod-

ucts. Olson and Reynolds (2001) think that many segmentation approaches are 

limited and provide not reality facts. “Therefore, we believe tha segmentation 

schemes school include both attitudes and behavior variables to allow manage-

ment to efficiently target customers with appropriate communications” (Olson & 

Reynolds, 2001, pp. 285)  

Using means-end theory for building up good consumer segmentation as market-

ing strategy Olson and Reynolds (2001) appoint a process with five elements 

steps. 

 Development of understanding consumer purchase decision insights, by 

laddering interviews 

 Analyzing of various consumer segments in relation of company potential 

 Development of specific strategies and tactics based on the new informa-

tion 

 Proofing cost-structures for each strategy 

 Implementation of strategies in pilot markets and measuring customer re-

sponse. 

 

Communicaiton strategies and MECCAS Model 

The MECCAS model is a tool to put means.-end research results into practice 

action. The main idea is to communicate means-end results as source for ideas 

and creative marketing thinking. (Gengler and Reynolds, 2001)  

The MECCAS support emotional product differentiation on saturated markets. 

Emotional product differentiation can be developed by the linkages of the means-

end chains and offers the consumer emotional experiences by consuming the 

product (Rewerts, 2009). 

The MECCAS model consists of five points: 

 Driving force: Endl-level, similar to the end-value in the means-end theory.  

 Leverage Point: bridge between product and person. Activates end-level 

and can be an implementation link for advertising strategy 

 Consumer Benefit: positive and functional consequences of means-end 

chains. Consumer benefit can be transmitted verbal and visual by adver-

tising 

 Message Elements: Specifies attributes of products 
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 Executional Framework: marketing strategy plan 

(Olson & Reynolds, 2001, Rewerts, 2009) 

 

 

 

Figure 14: Means-end theory and MECCAS-Model 

(Olson & Reynolds, 2001, p. 135, Rewerts, 2009, p. 83) 

 

For the development of a marketing and advertising strategy with the MECCAS 

model it is important to understand the connection between the consumer and 

the product. Important means-end chains of a certain product support this first 

step. The MECCAS model translates the main elements of the chosen means-

end chains to information which are relevant for marketing strategies and adver-

tising concepts (Olson & Reynolds, 2001).  

The example in Fig. 14 shows the translation of premium dog food to connections 

for advertising ideas. The message elements show a linkage between “Flavor 

Variety” and “high quality”. The consumer benefit of flavor variety and high quality 

is that the dog “eats better” and “enjoys eating”. The “product bridge” shows the 

specification of meanings which give ideas for advertising. The personal bridge 

demonstrates the linkage between “good dispositions” and “healthy dogs”. The 

value bridge connects the leverage point to the driving force, which shows the 

very deep consumer value. In all steps it is required to develop feelings, scena-

rios, themes, that cause a good association network in the mind of the consumer 

to the product (Olson & Reynolds, 2001). 



Master thesis: sport spectator preferences 

 

Methodology page 47 

 

 

 

 

Figure 15: Practice example of M “Super premium”  

(Olson & Reynolds, 2001, p. 136) 

 

3.2 The event experience scale 

The event experience scale was developed by a student project at the Macrome-

dia University in Munich in 2010/11. Goal of the project was to generate a tool to 

measure marketing effects of life communication. Based on the brand experience 

framework from Barkus, Schmitt & Zarantonello (2009), relevant scale items 

could be collected from qualitative research.  

The dimensions of brand experience are based on literature findings of science 

field philosophy, cognition and marketing and management. ”Therefore, for the 

scale development that follows, it is necessary to generate items along the five 

experience dimensions that broadly emerged from our literature review: sensory, 

affective, intellectual, behavioral and social.” (Barkus, Schmitt & Zarantonello 

2009, p. 54) 
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The qualitative research aim of the student project was to generated items for 

four variables (affection, body for senses, mind for intellectual, behavior) as trans-

lation for experience. The qualitative research was split into four steps: the col-

lage, the ballon test, the sentence completion test and the in-depth interview. 

With these projective techniques consumer insights of the different four variables 

could be evaluated. “This requires research methods that engage people in ways 

that enable them to bring unconscious states to a level of awareness. One way to 

uncover such deep thoughts, emotions, metaphors, and unconscious thinking is 

via projective techniques” (Koll, 2010, p. 589) 

 

 

 

 

 

Figure 16: Experience factors 

(own construction, 2011, Barkus, Schmitt & Zarantonello 2009, p. 60, research paper 
mhmk project, 2010/11) 

 

Figure 15 show the key elements of experience mind, body, affect and behavior 

as results of the research by Barkus, Schmitt & Zarantonello (2009) and the stu-

dent project 2010/11. Affect is the component of emotions, feelings and affects. 

Affects can found in the qualitative research are rather positive than negative, like 

fun, satisfaction or euphoria. The mind controls conscious information for learning 

processes, expectations and memories, possible translations are: intelligence, 

concentration. Senses are physical analysators (cf. chapter 2) inside the con-

sumer. Results of the projective techniques implement that this element is rele-
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vant for challenges, power, and achievements. Behavior is the element which 

contains activation structures like inspiration, creativity, and participation. 

After item reduction, a questionnaire has been developed to test the four catego-

ries in a pre-study. 71 statement were tested on a live communication event (5 

point Likert scale: 0=absolutely no apply to 4=absolutely apply). Results of 275 

questionnaires have been evaluated with statistical methods by using SPSS. 

Figure 16 show the calculated correlation between the four elements. 

 

 

 

 

 

Figure 17: The four-item-category map 

(Adam, et. al.Research paper mhmk project, 2010/11, p. 47) 

 

After three analytic steps, the 71 statements could be reduced to 12 statements. 

The 12 statements achieved the highest ranking on the event. In the last step the 

mean numbers were converted, so that they correspond to the answer possibili-

ties of the questionnaire (from 0 to 4), into an index of 0 to 100. The event expe-

rience index is in the end result summarized means of all means (mean of every 

12 single item and the mean of all four categories). 

 

Critics and validity of the event experience scale 
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The event experience scale is based on a valid instrument the brand experience 

scale. “We demonstrated that the brand experience can be broken down into four 

dimensions (sensory, affective, intelledctual an dbehavioral) which are differen-

tially evoked by various brands.” (Barkus, Schmitt & Zarantonello, 2009, p. 65) 

“the scale also successfully passed various reliability and validity test, including 

test-retest reliability and criterion validity” Barkus, Schmitt & Zarantonello, 2009, 

p. 65).  

The qualitative research in the student project show similar results for translating 

experience into four variables (body, mind, affection and behavior). Interpretation 

might have caused problems with qualitative results. This is an indices for low 

correlation between the categories (see Fig. 16). The 12 statements are not tes-

tet yet, previous testing are based on one pre-study (one event). But the goal of 

the study was reached in gaining one index for event experience to measure live 

communication strategies. Further research is needed to test the 12 item ques-

tionnaire. This master thesis will take the challenge to test the experience scale 

on judo live events. 

 

 

 

Figure 18: calculated means of the final factors 

(research paper mhmk project, 2010/11, p. 47) 
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3.3 The fan motivation scale 

The fan motivation scale (SFMS) is an established tool to measure fan motiva-

tion. Wann developed the questionnaire in 1995, because work in this research 

field was rather subjective. “The questionnaire, labeled the Sport Fan motivation 

Scale (SFMS), contains twenty-three items divided into eight subscales (each 

subscale represent on of the aforementioned motives). The group affiliation, aes-

thetic, self-esteem, economic, eustress, escape, and entertainment subscales 

contain three items each, while the family subscales (subscale is comprised of 

two items” (Wann, et al., 2001, p. 42)  

The original questionnaire is listed in the appendix. 

To determine the most common sport spectator motives four studies have com-

pared the scores of the SFMS. The highest scores were found in these studies by 

the entertainment motive, lowest motive were found with the economic motive. 

(Wann, et al, 2001). Answers are ranked at the SFMS on an eight point Likert 

scale (1= this is not at all descriptive of me to 8= this is very descriptive of me). 

 

Wann et al (2001) present a table to compare study scores of the SFMS to other 

studies in the fan motivation research. 

 

 

Table 3: Comparison Table  

(Wann, et al., 2001, p. 45) 

 

Wann, 1995, Wann & Ensor, 1999a, Wann, Lane, et al., 1998, Wann & Rochelle, 

1999, Wann, Schrader, et al., 1999 (as cited in Wann, 2001) indicate the SFMS 

scale is reliable and valid. Trail et al. (as cited in Wann, 2001) suggest that no 
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psychometric instrument is without problems and that more research by using 

“accurate versions” of the SFMS appear in future. For this research two other 

version of the SFMS were found. Cooper (2011) uses a specific wrestling con-

sumer preference scale (WCPS) to examine motivational preferences of con-

sumers attending NCAA wrestling events. His instrument include eight motiva-

tional factors (achievement, entertainment, individual match-ups, individual wrest-

ler affiliation, learning opportunity, social, team affiliation, and wrestling loyalist) 

on a six point Likert scale (1= strongly disagree to strongly agree). To establish 

validity the survey was reviewed by a panel of Division wrestling experts. 

 

 

 

Table 4: Result wrestling consumer preference scale 

 (Cooper, 2011, p. 36) 

 

The second research using a modified SFMS examines the teenage motivations 

for sport consumption (Summers, Morgan, Kanoyanngwa, 2010). The quantita-

tive study goal was to understand the behavior of teenage schools students from 

South East Queensland in Australia, total responses were 373. Factor analysis 

and ANOVA were used to analyze the data and to test the validity and robust-

ness of the modified scales. The modified SFMS for teenage consumption of 

sport is listed in the appendix 2.  

Results of factor analysis were used to confirm the modified motivation measure 

tool. The reliability of this tool were measured by using Cronbach`alpha method. 
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The examination of the teenage motive data show in Fig.16, that for sport con-

sumption the motives entertainment and atmosphere/eustress were the most 

important for sport event consumption. 

 

 

 

Table 5: Motivations for Teenage consumption of sport 

 (Summers, Morgan, Kanoyanngwa, 2010, p. 8). 

 

4 The empiric study  

4.1 Qualitative Research 

4.1.1 Procedure data elevation 

The data was collected by spectators attending the Grand Prix Düsseldorf 2011 

and competitions of the German Judo Bundesliga, KSV Esslingen. Goal was to 

collect information of the attitudes “why” spectator got to judo events. The first 

data collection was conducted on sport spectators attending the Grand Prix in 

Düsseldorf. This event as product for the master thesis investigation is important, 

because the Grand Prix in Düsseldorf is one of the biggest judo events in Ger-

many. The interviewed persons were selected by random sampling.  

The representativeness is given by random sampling through the method itself. 

The advantage of a random sampling is that no knowledge of the basic popula-

tion is needed. (Mayer, 2008) 

The basic population consist of all spectators attending the Grand Prix competi-

tion (N= 2-3000 event visitors each day). On two competition days total amount 

of 18 (n) depth interviews could be collected. The structured laddering interviews 

were hold as described in chapter 3.1.2. The first part was to develop demo-

graphical and specific judo indicies, the second part was to examine the product 

attributes and the third part was to figure out the event values. 
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The interviews of the Grand Prix conduce to develop a list of attributes (see fig. 

19). This list of attributes was the starting point for interview investigations on the 

German Judo Bundesliga. 

The interview investigations on the German Judo Bundesliga mark the second 

part of qualitative research in form of 18 (n) laddering interviews. The interviewed 

persons were again elected by random sampling. The spectator population on 

the Bundesliga competition day was 200 (N). The first part of the interview con-

cerned demographical and specific judo indices. Attributes of the German judo 

Bundesliga could be determined by the list of attributes developed on the Grand 

Prix (see appendix 4). The probands classified event characteristics with the help 

of a five point Likert scale (0=absolutely not important to 5=absolutely important) 

(Rewerts, 2009).   

For the soft laddering the persons were asked to select the three most important 

characteristics to locate the most important values. This procedure is confirmed 

in chapter 3.1.2. On the hand of the chosen attributes the following questions 

“why are these most important characteristics”, or “why is this so important to 

you?” identified the values that fit to the attributes. Each interview took 10 to 20 

minutes and was taken during the competitions. After the data elevation the data 

could evaluated in several steps. 

 

4.1.2 Procedure data evaluation 

Data evaluation of the Grand Prix 

The data evaluation of the Grand Prix can be divided into four steps: 

1. Transcend of interviews to Grafstat  

2. Summarizing the results by the help of excel tables. 

3. Distraction of most attributes consequences and values 

4. Generation of a list of thirteen attributes as tool for further qualitative research 

 on Judo Bundesliga events. 

 

The interviews have not been recorded and were transcend form writing notes on 

the interview sheet to a simple statistic tool called Grafstat. The tool offers the 

possibility to import and export qualitative questions. The results were exported to 

excel sheets. In these sheets relevant text elements of each answer could be 

identified and summarized into content code categories. The transcanning of 

question ten identified the values of specific attributes. By using excel table 
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sheets and subjective interpretations, means-end chains could be developed 

(see appendix 5). The list of attributes, consequences is one result of the Grand 

Prix research, but also an important data to develop the attribute Likert scale for 

the interviews German Bundesliga. 

 

 

 

Figure 19: List of attributes, consequences, values Grand Prix Düsseldorf 

 (own elevation, 2011). 

 

Data evaluation of the Judo Bundesliga interviews 

The data evaluation of the Judo Bundesliga interviews can be divided into five 

steps: 

1. feed demographical, specific judo data and selected items from Likert 

scale in to SPSS 

2. evaluation of quantitative data 

3. ranked attributes and transcend basic relevant text elements are put into 

excel tables 

4. counting of attributes, building categories and interpretation 

5. conduction of most important means-end chains 
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The difference of the structured Judo Bundesliga interviews is the five point Likert 

scale, which help the interviewed persons to classify the event characteristics. 

This quantitative research method is important to prove the categories and the 

interpretation of the Grand Prix results and gives knowledge about the product 

characteristic ranking. This ranking also summarizes the most important ele-

ments for the following qualitative evaluation. The combination of qualitative and 

quantitative research is reasonable, because the quantitative results serve as 

basis for the qualitative research (Mayer, 2008). The evaluation of the quantita-

tive data with SPSS, raise the reliability of the quantitative research.  

The third step put the three most important event attributes from every proband 

and relevant text elements of consequences and values into one excel table. The 

next step was the counting the attributes, consequences and values and catego-

rization. The relevant categories could transferred into an hierarchical value map. 

On the results of the counting and the hierarchical value map the most important 

means-end chains for German judo Bundesliga events could be conducted. 

4.1.3 Results Interview Grand Prix and Bundesliga 

4.1.3.1 Results Interview Grand Prix 

 

The demographic interview results of the Grand Prix show that 90% of the pro-

band were male and club judo club members. The most interviewed visitors were 

re-visitors (90%) and have been on the event the year before or had visited simi-

lar big judo tournaments. 
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Figure 20: Demographic data interviews Grand Prix Düsseldorf 

 (own elevation, 2011). 

 

The attributes of the event consumer show that good fighters (17), be near to the 

tatami (16) and good atmosphere (13) are the most relevant factors for judo 

event visits. Due to the attribute frequencies the consequences and values are 

listed in means-end chains (Fig. 20 a) and b). The “information”, “good participa-

tion” and “quality” are the most named consequences. Important values compati-

ble to the attributes and consequence are “learning”, “fun” and “entertainment” 

dimensions. 
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Figure 21: Frequencies Attributes Grand Prix Düsseldorf 

 (own elevation, 2011) 

 

The attribute meeting friends differs from the other attributes. As figure 20 a) 

shows the attribute have a direct association to intercommunity. 
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Figure 22: Relevant Mean-end chains Grand Prix Düsseldorf 

 (own elevation, 2011). 

 

Some of the attributes have different consequences and values for the visitor. For 

example attribute good fights have consequences tensions and spectacle which 

end up in the value “entertainment”. The consequence “interest & attention”, in-

formation ends up in “learning & knowledge” as instrumental value and “inspira-

tion” as terminal value (cf. chapter 3.1.1). This result shows that event attributes 

can have different values for each consumer, which is an important indicator for 

planning marketing strategies. International athletes have the consequence of 

being a indicator for event quality, but some spectator value the quality for enter-

tainment and some for “earning & knowledge” as instrumental value, the terminal 

value “satisfaction and repurchase” is in the end the same, but in the translation 

to marketing strategies different. 
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Figure 23: Relevant Mean-end chains Grand Prix Düsseldorf 

 (own elevation, 2011). 

4.1.3.2 Results Interview Judo Bundesliga 

The demographic results of the Judo Bundesliga interviews demonstrate that 

61% of the probands were male and 38,9 % were female. Half of the interviewed 

persons were club member the other half not. The spectators were asked if they 

are judokas. 72.2% (13 persons) answered the question with yes and 27,8% (5 

persons) with no. The mean of age is 45 and the practice frequencies between 

once and twice per week. 
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Figure 24: Demographic results Judo Bundesliga 

 (own elevation, 2011). 

 

With the help of the 5 point Likert scale (0= totally not important, 4= totally impor-

tant) on the structured interview, the means of the developed list of attributes 

could be analyzed. Figure 21 show that the attribute “good fights” (m=3,5) is 

ranked first, followed by “interest in judo sport” (m=3,4); “tension” (m=3,3) and 

“moderation” (m=3,3). 
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Figure 25: Mean of attributes Judo Bundesliga 

 (own elevation, 2011). 

 

The laddering interviews generated the consequences and values from the most 

important three attributes of the interviewed persons. Table 1 summarizes the 

results. The attribute good fights (14) is ranked first, rank two for event organiza-

tion (7) and rank three for good fighters (6) and good atmosphere (6). The most 

named consequence was a good atmosphere (9), good emotions (8). Values are 

the most important for Judo Bundesliga spectators are fun (11) and entertainment 

(11). As found literature approaches (Olson & Reynolds 2001, Rewerts, 2009) the 

results of the implication matrix are conducted to a hierarchical value map in fig-

ure 22. 
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Attribute Consequences Value 

  n (=18)   n (=18) 
 

n (=18) 

Good fights 14 Good atmosphere 9 Learning/Knowledge 6 

Event Organization 7 Action/Techniques 6 Intercommunity 6 

Good fighters 6 High quality judo 6 Satisfaction, Repurchase 6 

Interest in judo 
sport 4 Joint interest 6 Pleasure/Happiness 2 

Family 3 Interest/Attention 4 Fun 11 

Meeting friends 3 Information 2 Entertainment 11 

Moderation 2 Good Emotion 8 Quality 2 

Good atmosphere 6 Envolvement 2 identification to club/sport 2 

Tension 2 Tension/Spectacularity 4     

Media support 1         

German athletes 1         

 

Table 6: Frequencies of the most important attributes, consequence and values inter-
views Judo Bundeliga (own elevation, 2011) 

 

The hierarchical value map shows the linkage between the direct attributes, con-

sequences and values. For better interpretation and visualization the interesting 

results of the most named value chains are listed in figure 22. The summarized 

attribute “good fighters/fights” have four different consequences and values for 

the spectators. “Good fighters/fights” are a indicator for quality. Quality leads to 

satisfaction and repurchase. High quality judo and a good atmosphere are con-

sequences for fun and entertainment. Action and techniques are consequences 

which value the visitors for knowledge and learning. Good emotions are important 

consequences for fun and entertainment, but also for intercommunity in the lin-

kage to the attribute family and friends. The results of the qualitative research 

developed a first sight of indicators which can be important for marketing strate-

gies. 
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Figure 26: Hierarchical Value Map Judo Bundesliga 

 (own elevation, 2011). 
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Figure 27: Relevant means-end chains Judo Bundesliga 

 (own elevation, 2011). 

4.2 Quantitative Research 

4.2.1 Procedure data elevation 

The data was collected by spectators attending the Grand Prix Düsseldorf 2011 

and competitions of the German Judo Bundesliga Clubs, KSV Esslingen, TSV 

Großhadern, JC Ettlingen. Before the data collection the questionnaire for both 

samplings was developed (appendix 6, 7). The first quantitative research was 

elevated by the Grand Prix. The questionnaire with demographic questions and 

the experience scale was allocated by random sampling among the live visitors 

on the tribune and the side halls. The basic population consist of all spectators 

attending the Grand Prix competition (N= 2-3000 event visitors each day). On two 

competition days total amount of 256 (n) of questionnaires could be collected.  

The second quantitative research was elevated by four competitions days of the 

German Judo Bundesliga. The total amount of visitors on each Bundesliga fight is 
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between 100 and 300 visitors. The total amount of reflux questionnaires counts 

123 (n). The questionnaire was developed out of demographic questions, the 

experience scale and the fan motivation scale (Wann et al. 1995). The fan moti-

vation scale was not considered on the Grand Prix. Further literature research of 

fan motivation, convinced to change the Grand Prix questionnaire. So the fan 

motivation scale was considered as a fitting tool to explore judo sport spectators 

on Judo Bundesliga competitions. 

4.2.2 Procedure data evaluation 

The generated data was implemented into the statistic analytical toll SPSS 19. 

On the hand of this statistic tool the data could be analyzed. The evaluation of 

the quantitative research is separated in eight steps: 

1. Aggregation data to SPSS 

2. Two sets of data SPSS with ordinal scale (Grand Prix and Bundesliga)  

3. Frequencies and Means 

4. Computation experience items to one variabel 

5. KS Test for distribution 

6. Correlations accounting with Spearman-Rho 

7. Kaiser-Meyer & Olkin, Barlett`s test of Sphericity 

8. Factor analysis  

First step was to transform the questionnaire data into the software tool SPSS 19. 

In the next step the frequencies and means of the demographic data analyzed. 

The third step was important to summarize the experience items mind, body, be-

havior and affection. For summarization the means of each item was computed to 

one variable. All four variables were computed to one experience variable. Al-

most the same step followed with the items of the fan motivation scale. Here the 

means of the items, aesthetic, self-esteem, escape, group-affiliation, family, en-

tertainment, eustress were computed. For further evaluation the Kolmogorov –

Smirnov test was chosen for univariat, nominal scaled samples. The KS test is 

testing the item of normal distribution. The KS test result of all experience items 

for both samples Grand Prix and the Judo Bundesliga was highly significant, 000, 

which means the samples are not normal distributed. The scale of the items is 

ordinal. Correlations of experience items were evaluated with Spearman. Results 

of the correlation showed interesting indices in correspondence to the quantita-

tive evaluation. Means-end chains of the Grand Prix and the Judo Bundesliga 

(Fig. 20 a), b) and 22) show that the event atmosphere, positive emotions and the 
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fighters are important for consumer value like fun and entertainment. Analyzing 

the correlations between the items, 

 I consider this atmosphere as incredibly good (positive emotions) 

 This event makes me happy (positive emotions) 

 I am enthusiastic about this kind of events (positive emotions) 

 At these events I feel alive (positive emotions) 

 Such events make a lot of fun (positive emotions) 

 The characters are role models for me (judo athletes) 

 When I go to this event, I feel that I belong to a special group (group affili-

ation, only for Judo Bundesliga) 

 I have more in common with people, who do judo, than with people who 

do not do judo (group affiliations, only for Judo Bundesliga) 

 

showed higher middle correlations (0,5-0,68). 

 In the last steps of examinations the factor analysis was chosen for more results. 

The factor analysis is a method to combine variables which correlate strong. This 

means this technique bundles a lot of items to one research factor. The analysis 

proofs also if the items belong to one or more variables dimension. (Mayer, 2008) 

For exploration the factor analysis was executed with 6, 4 and 2 components. On 

the basis of the correlations and the qualitative research result, the components 

will be determined by two factors for extraction. The factors are rotated on the 

Varimax-method. In addition, the Kaiser-Meyer & Olkin Measure of Sampling 

Adequacy (KMO) was used. This reveals how strong the correlation will be under 

the control of variable effects and proves if the following factor analysis is valid. 

The examination of the Varimax results allows interpretation for two dimensions. 

The rotated factors show a validation for the chosen aimed items. For interpreta-

tion only the variables with the highest loading are relevant. The strength of the 

loading indicates the correlation to the categorized factor (Faulant, 2007). 

With the factor analysis the data could reduced for interpretation.  

It has to be in mind, that reduction means a loss of items; by choosing different 

numbers of components. The interpretations of results are always liable to the 

researcher. (Mayer, 2008). 
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4.2.3 Results Grand Prix 

The demographics show that the sport spectators out of the Grand Prix sample 

(N 256) are male (68,8%). The age reach a mean of 32, 08 years and the 87,9% 

are member of a judo club. The mean 2,4 of judo practice per week show that 

judo sport spectator are still active judokas who practice more than once a week. 

 

Descriptive Statistics 

  Frequency Percent 
valid 

percent 
cumulative 

percent Mean 
Standard-
derivation 

age (N 256)       
  

32,08 29,097 

  

gender (N 256) 
      

  
    

male 176 68,8 68,8 68,8 
    

female 80 31,3 31,3 100     

  

       I am a 
member of a 

judo club                            
(N 256)             

yes 225 87,9 87,9 87,9 
    

no 31 12,1 12,1 100 
  

  

total number 256 100 100   
  

  

  

Judo practice 
frequencies 

per week         

2,4141 0,92907 

(N 256) 
(1=never; 2= 1-2xper week; 3=3-4x per week; 4=5-6x per week) 

 

Table 7: Descriptive statistic Grand Prix Düsseldorf (own elevation, 2011) 

 

The next figure show the computed mean of the items mind, body, affect, beha-

vior (0= totally not appy, 1=not apply, 2=ambivalent, 3=apply, 4= totally apply). 

The mean behavior (2,8625) and body (2, 730) are the highest factors. This result 

can be interpreted that the Grand Prix is an event which respond most to body 

senses and activation for achievement (cf. Fig. 15). 

The results of the factor analysis confirm to this conditional acceptance. 
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Figure 28: Mean compute experience variables Grand Prix Düsseldorf 

 (own elevation, 2011). 

 

The event experience factor reach a mean of 2,6767 (0=totally not apply, 1= not 

apply, 2=ambivalent, 3=apply, 4=totally apply). For simplification the mean num-

bers have been ranked (0-4 = 0-100). The experience index of 66,84 % is a good 

result, but there is space to reach a better event experience result.  

The next figure shows the correlation accounting. The computed items are high 

significant (Sig. (2-seitig) 0,000) and show middle correlations (all above 0,4). 

 

Figure 29: Correlations compute experience variables Grand Prix Düsseldorf 

 (own elevation, 2011). 
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With the help of the factor analysis all experience items could be reduced to two 

components or latent variable to explain the judo event experience on the Grand 

Prix. The component one “judo/athletes” and the component two “positive emo-

tions” reduce event experience to two dimensions. One dimension is more body 

and behavior orientated and one is more mind and affect orientated. For judo 

sport spectators the competitors are an important part for their event expe-

riences, because they are inspiring role models, who have motivational and acti-

vating power. Positive emotions are also important for the visitors of the judo live 

event. In this context the results show that the event atmosphere and fun loads 

high on this dimension. The quantitative analysis (cf. fig. 20 b) show similar re-

sults in the means end chains.  

 

 

Component 1 
 judo/athletes 

Component 2 
 positive emotions 

The protagonists are 
role models for me (be-
havior) 

,658 This event makes 
me happy (affect) 

,685 

Judo,  like no other 
sport, encourages me to 
be active (body) 

,707 I consider this an 
incredibly good 
atmosphere (mind) 

,730 

Judo stimulates my 
imagination (behavior) 

,732 I am excited about 
events like this 
(mind) 

,832 

The extraordinary chal-
lenges faced by the 
protagonists, empowers 
me (body) 

,788 These events make 
a lot of fun (beha-
vior) 

,838 

What I experience here, 
inspires me (mind) 

,625 These events let me 
be euphoric (affec-
tion) 

,522 

 

Table 8: Results factor analysis Grand Prix Düsseldorf (own elevation, 2011) 
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4.2.4 Results Bundesliga 

The demographics show that the sport spectators out of the Judo Bundesliga 

sample (N 124) 57,3% are male and 42,7% are female . The age of the Bundes-

liga visitors reach a mean of 36,83 years and 75,8% are member of a judo club. 

The mean 1,8387 of judo practice per week show that judo sport spectator are 

still active judokas who practice once a week.  

 

Deskriptive Statistik 

  Frequency Percent valid percent 
cumulative 

percent Mean 
Standard-
derivation 

age (N 124)       
  

36,8306 16,84444 

  

gender         
(N 124) 

      

  

    

male 71 57,3 57,3 57,3 

    

female 53 42,7 42,7 100     

  

       I am a 
member of a 

judo club                            
(N 124) 

            

yes 94 75,8 75,8 75,8 
    

no 30 24,2 24,2 100 
  

  

total number 124 100 100 
    

  

  

Judo practice 
frequencies 

per week 

        

1,8387 0,90515 

(N 124) 
(1=never; 2= 1-2xper week; 3=3-4x per week; 4=5-6x per week) 

 

Table 9: Descriptive statistic Judo Bundesliga (own elevation, 2011) 

 

Results of the fan motivation scale show means of seven sport spectator motives. 

On the Judo Bundesliga events the motive self-esteem (mean=2,903) and the 

motive eustress (mean=2,907) are dominant. The motive escape (mean=1,927) 

reached the lowest factor. 
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Figure 30: Results fan motivation scale Judo Bundesliga 

(own elevation, 2011). 
 
 

Out of the event experience scale the results show different means of the com-

puted items mind, body, affect and behavior. The item mind show the highest 

affect (mean= 2,8871) rank. The converted event experience index reach an 

amount of 68,25 %. 
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Figure 31: Mean compute experience variables Judo Bundesliga 

 (own evaluation, 2011). 

 

The results of the factor analysis show the reduced items on two components. 

The reduced latent variables load high on one component with items like “positive 

emotions/eustress” and on one component with items like “judo inspiration/group 

affiliation”.   

 

 

Component 1                                   
positive emotions + motive eustress 

Component 2                                              
Judo inspiration + motive group affiliation 

I am excited about events 
like this (mind) 

,778 Judo,  like no other sport, encou-
rages me to be active (body) 

,762 

 These events make a lot of 
fun (behavior) 

,772 I have more in common with 
people who do judo than those 
who don`t (group-affiliation) 

,726 

On this events I feel myself 
alive (affection) 

,756 Events like this give me a feeling 
of freedom  (mind) 

,707 

I consider this an incredibly 
good atmosphere (mind) 

,739 What I experience here, inspires 
me (mind) 

,691 

I love cheering and yellint at 
this sport event (eustress) 

,672 This event visit release new 
energy  for myself (body) 

,681 

 

Table 10: Results factor analysis Judo Bundesliga (own elevation, 2011) 
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5 Conclusion and Prospective 

5.1 Marketing strategies 

5.1.1 Developing through MECCAS Model 

The MECCAS Model is a framework to develop strategies out of means-end 

chains. It is important to identify the personal linkages between attributes, conse-

quences and values. Marketers have to know and understand, how the product 

relates to the association system. “Understanding the critical associative aspect 

of meaning offers significant potential to solve the strategy-to-creative problem 

that currently exists” (Gengler & Reynolds, p. 135). The creative process starts by 

exploring the connections between the different chains. A good marketing strate-

gy creates an image of the product into the mind of the consumer. Emotions are 

the key element to provide the basis image (cf. 2.1.3). The image is stored in 

memory and belongs to individual meanings in the memory network. If advertis-

ing strategies conduct to those memory networks, powerful product positioning 

can be reached (Reynolds & Gutman, 2001). Involvement reflects the association 

strength between the person and product. “Indeed, the primary goal of a means-

end communication strategy is to build consumer involvement” (Reynolds, Whit-

lark & Wirthlin, 2001, p. 219). 

Reynolds, Whitlark & Wirthlin (2001) focus on four approaches to create advan-

tages out of means-end chains:  

 Uncovering an untapped or emerging buying orientation that represents a 

significant market opportunity 

 Strengthening ownership of a buying orientation that is already, or at least 

somewhat, associated with your product 

 Creating a new buying orientation that better fits the distinctive traits of 

your product. 

 Reframing a buying orientation initially owned by a key competitor 

 

In the following steps of developing a marketing strategy for judo events the 

second and third point will influence new approaches. 

First step is to understand the linkage between the mean-end results of the 

Grand Prix and the Judo Bundesliga. The MECCAS Model helps to identify the 

different levels. 
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Figure 32: MECCAS model for judo events 

(own construction, 2011, Reynolds & Olson 2001, pp. 135-136) 

 

Message elements are the event organization for athletes and for spectators. 

Judo events are mainly events for athletes. If the perspective of event organiza-

tion is oriented to the spectator, special features about the event can be commu-

nicated. Another message element for the spectator are good athletes, a full 

spectator arena motivates athletes in the competition, which leads to the con-

sumer benefits. The major positive consequences for the consumer on the judo 

event are high quality judo, which means good judo. Good judo stands for a high 

quality competition event, where the visitors get information about the top ath-

letes and the possibility to see new techniques and tactics. The leverage point is 

the specific key, which leads to the value. This linkage should be featured in the 

advertising strategy. Tension and spectacle lead to a good event atmosphere 

and positive emotions. As the results of the factor analysis have shown, positive 

emotions are important parts in the event experiences and lead to fun and enter-

tainment. Action and technique also leads to satisfaction, because the need of 

detailed knowledge on the sport and thus learning can be solved. So the driving 
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force, as focus and value orientation for the judo event marketing strategy can be 

dimensions of fun, entertainment and knowledge/learning. 

 

 
Figure 33: Specifications between the linkages 

(own construction, 2011, Reynolds & Olson 2001, pp. 135-136) 

 

The results of the means-end chains and the factor analysis build up room for 

new distinctive product fits. The component judo inspiration and group affiliation 

were high loading factors on the statistic results. Why not transport these results 

into new event and communications strategies? Factors like family and meeting 

friends on judo events would be a new buying orientation for combat sports. 
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Figure 34: Specifications between the linkages family and friends 

(own construction, 2011, Reynolds & Olson 2001, pp. 135-136) 

 

Operating strategies for example would be a Judo Bundesliga or Grand Prix ad-

vertising trailer. The trailer should show short sequences from “ippon” throws, 

spectacular fast techniques, full clapping spectators, factors for good and profes-

sional event organization and maybe short messages from top athletes. The vid-

eo could be advertising on the German judo federation homepage, facebook site 

and twitter. Pre-reports on judo magazine would be the print channel to reach 

more consumers.  

Personal sales like lotteries (“send your best ippon picture, the winner gets a two 

day Grand prix ticket for free”) are an idea to raise the consumer perception (cf. 

2.1.3). Ticketing would also be an interesting factor for strategies and creativity. 

Sales for family or youth club tickets, Bundesliga season ticket in generally or 

activities like “bring a friend, get one ticket for half the price”. Different marketing 

and communication strategies should address insider and outsider spectators (cf. 

2.1.1). Marketing strategies addressed to insider would bind the judo customer, 

and outsider spectator’s strategies could also generate new customers.  

One important consequence as consumer benefit was “information”. This linkage 

can be used for new markets and products. Why only serve the need of judo in-

formation and inspiration only on judo sport events? This need can also be 
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served with new products on different channels. A sport online platform like 

spox.com could transport judo information to both categories of consumers. The 

problem here is the impact of the magic rectangle (cf. 1.1). Building up an online 

site on spox.com would produce costs, which cannot be generated without a 

huge sponsor. But this prospect offers chances for both sides, and with the help 

of means-end communication strategies, this project could be realized. 

Another new product approach to reach judo customers frequently could be an 

independent judo magazine. Examples like this show, that consumer insights out 

of research laddering approaches can be used as source for ideas and put into 

marketing action. (Gengler & Reynolds, 2001). 

Marketing actions should address target groups by using the right tools. An inte-

grative marketing communications strategy needs management on four important 

themes: advertising, direct marketing, sponsorship and the potential of word of 

mouth. (Kottler, et. al 2009). First of all, the marketers have to know the target 

group, for planning communication strategies on individual consumer value. 
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Figure 35: Title page “The white suit” 

(layout by Lungauer, 2011) 

5.1.2 Developing through Experience 

The strength of experiences, in opposite to goods and services, is the engage-

ment to the individual costumer. Experiences are filled with sensations created by 

the customer. This makes experiences memorable and creates the specific cus-

tomer value. “The easiest way to turn a service into an experience is to provide 

poor service, thus creating a memorable encounter of the most unpleasant kind” 

(Pine & Gilmore, 1999, pp. 69) 

Nobody likes to pay more for bad services or for goods, which completely unfulfill 

the individual needs. Customization creates unique values and selling proposi-

tions (Pine & Gilmore, 1999, Kotler, at al, 2009). 

Pine & Gilmore (1999) suggest three points to reach customer-unique value: 

 specific to individual customers – brought into being at a particular mo-

ment for this precise customer 
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 particular in its characteristics -  designed to meet this customer`s individ-

ual needs (although some other customer may have the same needs and 

may therefore purchase the same offering) 

 singular in its purpose to benefit this customer - not trying to be any more 

or less than, but rather only and exactly, what the customer desires. 

Stage experiences reside on a premium price level, because the products are 

differentiated, customized and relevant to the needs of customers (Pine & Gil-

more, 1999). Staging judo events to experiences would be an investment for 

gaining more revenues from visitors and sponsors. The following creative possi-

bilities should show how the experience realm form Pine & Gilmore (1999) and 

the results of this quantitative and qualitative research can stage judo competi-

tions to experience events. 

For developing an even experience strategy, the results of means-end chains are 

transferred to the theoretical experience model. Figure 36 displays the conse-

quences and attributes from the means-end chains. Items are centered in the 

experience section entertainment and education (corresponding the value know-

ledge & learning). The particular customer insights are now visible. It is Important 

to see, that spectators with the same attributes “good fights/fighters” have differ-

ent individual values and different consumption preferences. The group “enter-

tainment” participates passively on the event. They do not influence the perfor-

mance, but they absorb the event, by bringing it into their mind. The other group 

of spectators has more “educational” preferences. In this group, the event is im-

portant in mind but the participation is active, which means they are personally 

affected by the performance of the athlete. “When a client is actively participating 

in the activity for its own sake, this is playful consumption” (Grayson, 1999). The 

results of the factor analysis support this thesis (cf. table 2 and 4), that one 

unique value is the inspiration of the fights and fighters. For experience event 

design now the awareness of different consumptions and values is dependent on 

creative thinking processes. 
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Figure 36: Research results integrated in experience realm 

(own construction, 2011, Pine & Gilmore 1999, p. 30) 

 

The active/educational participation can be supported by: 

 Informational moderation 

 Media channels: showing slow motion pictures, tv support in the side 

halls or print products with information of the competitors 

 Merchandising products like spyglasses for visitors with seats far away 

from the tatami (fighting mats) 

 Ticketing with special seats: near to tatami or seat reservations for      

specific mat numbers 

Examples for supporting the passive/entertainment participation: 

 Entertainment moderation 

 Light shows 

 Special music breaks 

 Good opening and end ceremony 

 

Figure 36 also shows, that event design and marketing strategies for judo events 

have open space for new consumer characters (aesthetic and escapism). Out of 

the quantitative results, the motive factors “eustress” and “group affiliation” should 

also be considered in marketing and communication strategies for judo events. 
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5.2 Further research 

Further research and improvements of measurement could answer continuative 

hypotheses and questions in the research fields of fan motivation and event ex-

perience. Research on different events should proof the results of this thesis. 

Differences between spectator groups (member, not member, gender and age) 

would be an interesting factor for more event customization strategies. 

Testing difference hypotheses requires similar questionnaires. For further stu-

dies, the questionnaires have to be confirmed. The fan motivation scale should 

be complemented by the learning motive like Aimiller/Krezschmar (as cited in 

Schafmeister, 2007) Werner/Ganz (as cited in Schafmeister, 2007) suggest. 

Also, correlations between consumer satisfaction, quality and event experience 

would enrich the research field. Event satisfaction could be measured on the 

hand of flow theory by Mihaly Csikszentmihalyi. Flow and satisfaction can be 

measured by the experience sampling method and the flow short scale (Rhein-

berg, Vollmeyer & Engeser, 2003). A more practical field would be the measuring 

of new event marketing and communication implementations 

 

5.3 Conclusions 

In the beginning, this thesis referred to problems inside the magic rectangle. The 

magic rectangle visualized the concurrence between sport spectator, sport, 

economy and media. Goal of sport marketers and managers is to create value in 

this interactive structure. Non-profit organizations have to maintain against pro-

fessional structures and market economies. Especially small sport associations 

have to fight for public and media interest as well as for sponsorships. Facing this 

fight for many years was the motivation to do investigation in this research field. 

The thesis has focused on sport marketing and management problems of the 

sport judo. The research field was enclosed to judo sport spectator preferences 

on live event consumption. Goal was to find indices of sport spectator insights 

and to transfer research results into practical marketing and advertising advices. 

Empirical studies worked on the questions: 

1. What kind of indices can be found by judo sport spectators to explain 

sport live consumption?  

2. Why do sport spectators go to judo events (Grand Prix, 1. Bundesliga)? 

3. What are the primary motivational preferences that influence consumers’ 

decision to attend on the Grand Prix and the German Judo Bundesliga? 

http://de.wikipedia.org/wiki/Mihaly_Csikszentmihalyi
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4. Can results be integrated in theoretical models to reach the research 

goal? 

 

The theoretical foundations reappraise the thematic questions by means of spec-

tator segmentation, fan motivation, consumer insights (memory, perception, emo-

tion, learning), consumer value and event experiences. Existing literature, models 

and authors, who deal with similar questions, were introduced.  

Appropriate methods, as the fan motivation scale from Wann, et. al (2001), lad-

dering interviews and the event experience scale (Adam, et al., 2010/11) were 

picked up and translated to studies for this thesis. 

 

The results of the empiric study support the raised research question in all points. 

The empiric study was conducted on two judo events. The survey Grand Prix in 

Düsseldorf reached a number of 256 in total and the Judo Bundesliga a total of 

124 questionnaires in return. The total number of interviews is 18 for each event. 

The data was analyzed by qualitative interpretations and statistical tests with the 

software programs called SPSS 18 and Grafstat. The results and critics are de-

scribed in the following sections. 

 

Judo live event consumers are mainly male, in the category over 30 years, mem-

ber in a sport club and practice judo more than once a week. The consumer val-

ue of judo sport spectators can be summarized to the factors: fun, entertainment 

and knowledge/learning. Judo sport spectators go to events like the Grand Prix in 

Düsseldorf and Judo Bundesliga competitions because of the attributes and con-

sequeces: good fights, high quality judo, information and meeting friends. A good 

event organization supports these attributes. The value bridge between the found 

attributes and consequences are a good event atmosphere. Positive emotions 

result out of this value bridge and build a linkage to the found consumer values.  

 

Results out of the fan motivation scale showed similar results to studies from 

Wann et. al (2001), motivations for teenage consumption of sport (Summers, 

Morgan, Kanoyanngwa) and results from wrestling consumer preference scale 

(Cooper, 2011). Therefore the primary motivational preferences to attend Judo 

Bundesliga events are eustress (M=2,907) and self-esteem (M=2,903). Further 

statistical implantations revealed additional results.  

The two component factor analysis showed that relevant sport spectator prefe-

rences are judo/athletes and positive emotions for event consumption on the 
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Grand Prix in Düsseldorf. Relevant sport spectator preferences on Judo Bundes-

liga events are positive emotions/eustress and judo inspiration/group affiliation. 

Critics on these results are the usage of two different questionnaires on the two 

events. The questionnaire of the Grand Prix only contains the event experience 

scale. After studying further literature, the decision was taken to supplement the 

questionnaire for Judo Bundesliga research with the fan motivation scale. This 

decision turned out to be right, because the fan motivation scale provides clear 

fan motivation results to the study. But the methodology of mean-end chains has 

demonstrated, that knowledge and learning also is a fan motivation of judo sport 

spectators. Therefore the fan motivation scale has to be adjusted on the judo 

research field. The wrestling consumer preference scale (Cooper, 2011) is a 

good example for such adjustment on the fan motivation scale by Wann et. al 

(2001).  

The qualitative method of means-end chain and its theory provide quantitative 

research with deeper consumer insights. With the help of the practical execution 

framework model MECCAS (Reynolds & Olson, 2001) and the experience realm 

(Pine & Gilmore, 1999) results could be transferred to develop creative marketing 

ideas. Thus the last research question could be answered. Critics named on the 

means end-theory and methodic is that interviewer should have some practical 

knowledge to gain valid results. It is recommended, that pre-elevation should run 

before the main studies. The Likert scale on the Bundesliga interviews was a 

good tool to validate the interpretation from the Gran Prix interviews. The litera-

ture advisesto use a software tool “MECanalyst plus”. (Rewerts, 2009) 

 

The converted mean event experience factors of the two (Grand Prix M=2,6767, 

event experience factor=66,84%, Bundesliga M=2,7302, experience fac-

tor=68,24%) show a better, but similar result in comparison to the mhmk project 

event (experience factor=59%). In opposite to the student project, the mean re-

sults of this thesis showed middle high correlations between the items mind, 

body, behavior and affect. Another value of this thesis is, that the event expe-

rience with 12 items out of the mhmk project 2010/11 could have been tested. 

With the help of the event experience factor, consumer event experience can be 

measured and indices can be demonstrated for differences in perception of mind, 

body, affect and behavior. This assumption has to be proven in further research. 

The event experience factors of 66,84 and 68, 24 show, that there is a need for 

creative thinking processes to develop event design and marketing strategies on 

judo events. Marketing strategies and event planning should take judo consumer 
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indices like good atmosphere, fun, entertainment, good athletes, action and tech-

nique into account for benefit. If customized marketing strategies can be devel-

oped and implemented in all marketing levels, revenues from sport spectator and 

sponsorship could be raised. But this means, a rethinking in human resource and 

investment management of small, non-profit organizations needs to emerge. 
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Appendix 2: Modified SFMS motivations for teenage consumption of sport 
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Appendix 3: Interview compendium Grand Prix Düsseldorf 

 

 

  



Master: Public and public opinion 

 

 

 

 

Appendix page 100 

 

Appendix 4: Interview compendium Bundesliga 
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Appendix 5: Results Interview Question No.10 Grand Prix 

 

Transcript Interview Grand Prix Düsseldorf 

10) Warum sind diese Kriterien relevant? 

--- Nr 1 --- 

Ohne Ansage sind die Kämpfer anonym, die Zuschauer brauchen mehr Hintergrundinformationen. Nur 
der  

Olympiasieger ist bekannt. Man muss sich mit den Kämpfern identifizieren, nur so kann man zum Fan 
werden. 

--- Nr 3 --- 

Wenn es nicht ausgeglichen ist ist es nicht spannend 

gute Kämpfer, sind die Kämpfe spannender und spektakulärer,  

--- Nr 5 --- 

Kampfrichter bekommen Respekt, es wird nicht rumgestritten und die Trainer schreien nicht. 

Die Athleten sind normal, nicht arrogant, gute Vorbilder , das gefällt den Kindern 

Fairness, anderes Niveau von den Leuten, hier sind Doktoren dabei. Das ist anders wie beim Fußball. 
Beim Judo  

ist ein anderer Umgang hier redet man mit einander wie eine große Familie auch wenn man sich nur 2x 
trifft. 

--- Nr 6 --- 

Nah an den Athleten zu sein 

Nähe der Stars, haben Vorbildfunktion 

Spaß 

--- Nr 7 --- 

Hochkarätige Kämpfe, man will die Besten sehen, neues sehen, Entwicklungen des Judos verfolgen 

Spektakulär, Inspiration 

--- Nr 8 --- 

Gute Kämpfe: Technik, Kraft, Kondition damit man gewinnen kann 

Andere Kämpfer aus anderen Nationen zu sehen, die man kennt, man wieß dass es gut wird und kennt 
die  

Techniken 

--- Nr 9 --- 

Bei 4 Matten gleichzeitig, kann man nicht alles verfolgen. Das man mitbekommt wenn deutsche Athleten 
kämpfen  

oder Internationale Top Leute. 

--- Nr 10 --- 

Die Chance was interessantes bei diesem Wettkampf zu sehen ist höher, man kann überlegen und es 
ist  

interessant mit was für einer Technik gewonnen wird und wie die Technik entsteht. 

--- Nr 11 --- 

Nur so ist eine gute Betreuung für die Athleten gewährleistet. 

--- Nr 12 --- 

Informationen sind Motivation zu leben, wir können immer an unseren Werten arbeiten, wenn nicht 
heute, dann  

morgen und wenn du stark trainierst bekommst du ein gutes Erbenis 

--- Nr 13 --- 
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Eine gute Übersicht und Organisation führt zu einer besseren Teilnahme und man kann auswählen auf 
welcher  

Matte man hinsehen will, ansonsten sit es wie im TV 

--- Nr 14 --- 

Man muss einen guten Platz haben damit man gut sehen kann. 

  

--- Nr 15 --- 

Damit man weiß wo man steht 

Damit man sich verbessern kann 

--- Nr 16 --- 

Gute Kämpfe für einen Selber 

Stimmung 

  

--- Nr 17 --- 

Nähe ist wichitg, um mehr von den Wettkämpfen mitzunehmen 

Leute treffen um Kontakte zu knüpfen 

--- Nr 18 --- 

Man muss nah dran sein, damit man mehr mitbekommt. 

Wenn man zu weit weg ist lässt die kOnzentration nach. 

gute Kämpfe wegen der Spannung 

--- Nr 19 --- 

gute Stimmung mach mehr Spass, 

Wenn die Athleten gute Leistung zeigen  ist die Stimmung gut. 

Nah ´dran zu sein ist wichtig, damit man mehr sieht 
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Appendix 6: Questionnaire Grand Prix 
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Appendix 7: Questionnaire Bundesliga 
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