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Abstract

Purpose: The purpose of this research was to examine the effect of the sensoryscape (sport fans’ stadium experiences via
the five senses) on connectedness and elation that sport fans have about their teams. Research design, data, and
methodology: To achieve this purpose, structural equation modeling was conducted with a total of 417 KBO baseball fans.
Results: The results of the research are as follows. First, stadium experiences via sport fans’ sight, sound, and touch had
positive effects on connectedness that consists of passion, nostalgia, supportive, and connected. Second, stadium
experiences via sport fans’ sight, sound, and taste had positive effects on elation that consists of happy, excited, pleased,
proud, optimistic, and entertained. Conclusions: This research provides the first empirical evidence of the effects of sport
fans’ sensory experiences on emotions associated with sport teams. In order to maximize connectedness and elation that
sport fans have about their teams, sport marketers need to develop specific sensory strategies that affect stadium experiences.
Further implications were discussed.
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1. Introduction

MH|A AR (service economy)E A|Lt X[ A Xl (experience economy)22| 12 &L 7|¥E0| 2Tt S 9
EO|Xt 7|2|0|CHMehmetoglu & Engen, 2011). YHHE O = AMSRE2 MH| A HEES RAISH A2 US| 2AX|
B, MH| A0 Hsh M2 20t 7HIE0| 0 4B EEX0|H, O At BCt 7|0 Fe=Che FoM YAt CEELCHPine
& Gilmore, 1999). O|0f| [}2f nZHO|AH EHSH A MIS2 7|t EHE LFO|M 2 22(competitive advantage)
2} X|& 75 d(sustainability)2 fI6 EHEA| —TL H Fat Mot 2 QAR QUTHPine & Gilmore, 1999).

X (experience)O| 2t 'O X}=0i CHTH 74 QI HEE O & Ol %Iﬂ% 7HOlE AHIE BT BESII L B4 H32
2N LojLi= Zi'e 2 HO| &0 (Schmitt, 1999), WE HNSO|ZH EME 23 XI=0f oot 2H|XS2| F2H, WEH,

=X HE'2 O|0|StCt(Brakus, Schmitt, & Zarantonello, 2009).
AH|XEEE0)| Ciot HHE HBHol Faks2 M2 X|Ofsict, 90| Qe BEHE HY2S EHE
,HEE XA HEE AME| EME EjE, EWE Z|AH HAME JPOIO|EQF ZH2 AH|XIS| B2 S(a pproach
012

behaviors)0| 280l A& Z WALSICHBaumann, Hamin, & Chong, 2015; Brakus et al., 2009; Chen, : Gabisch,

N, 2EE OHE =3
—_— =, — =

I\J

1 First & Corresponding Author. Associate Professor, Department of Sport Industry & Leisure, Kookmin University, Seoul, South Korea.
Email: seunghwanlee@kookmin.ac.kr

© Copyright: The Author
This is an Open Access article distributed under the terms of the Creative Commons Attribution Non-Commercial License (https://creativecommons.org/licenses/by-
nc/4.0/) which permits unrestricted non-commercial use, distribution, and reproduction in any medium, provided the original work is properly cited.



Seunghwan LEE / Journal of Sport and Applied Science 7(3), 1-11

2011; Kumar, Dash, & Purwar, 2013; Morgan-Thomas & Veloutsou, 2013; Roswinantoa & Strutton, 2014; Shamim &
Butt, 2013; Zarantonello & Schmitt, 2010, 2013).

olz{st EFE HHL2 CtYst RASE 0|F0X UA=0|(Schmitt, 1999), Brakus et al.(2009)2 ZHZHE K| R (sensory
experience), S A& X & (affective experience), X| & M| (intellectual experience), 35X X & (behavioral experience)
2 BUE Mo Xl 4 Q102 XSt RUCE A2 Mo |2t EMETF AH|Xo| AlZ, HZf, {2t 22
A7 8o 272N, HMH Mozt AH|Xte| AL Z4Fo| A7 EMN, X|F HOo|Et AH|XS| 27
SOIE A=H2EMN, WSH Kozt AH|[Xte| MHE dEs FEYEMN, LojLis AH|XQ| HHEE& 2|0

(Brakus et al., 2009).
HHE s #d5te Chde 20 724 448

-
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=t

z g2 7|YE0| ZYRLAE HSt7| flsh BHEA| F=djjoF &

EfEM E-E ¥ A RE2EEQO| 2ot B2 2OF2tCHDooley, 2012; Gobé, 2001, 2007; Hultén, 2011;

Hultén, Broweus, & van Dijk, 2009; Lindstrom, 2005a, 2005b; Pradeep, 2010; Schmitt, 1999). 0| 0] (= H, °._|7F8 ral

Z712g Sl /7 A== t”0|'50|7| 20 ~HXHS2| 2 (five senses)Of| O Hot= EMEE OFX| 2ot

O HI3{ 2~H[XS2| CHel 2 0|20 W= 2t RJ-P“'OlEf OlE S0, 2EIHA = TS Mg

S=ZMN 7|2k AL
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4B = 2% 0I§—01| S0 i77|% EHOH FE #HE FO{2CHKerr, Wilson, Nakamura, & Sudo, 2005; Wann,
Dolan, McGeorge, & Allison, 1994) SHX|OF AmX El(BHRHE) B3 M= Thed| d7] Zotof M2 HME o HE
O] Eloj| CHsl 74°4o+E DE =of 7|8tst] HMHEl= HAMO|CHLee et al, 2018). [2tA Z7| Zatof F&l= HAM

O
L=}
Lo Exi5t= B 2 *A101I Chot MME|aA0[Zo| et S Bots A2 2ZX2ZFFA0f 2ot d7FH
Z{o|C},

X Bk M AtSEX Damasio(1994, 1999)01| 2 M, 217k O|ALZATH O RL0f O] G (UKo Ciet HMo| @2l XtF Lt
EtLi= SA0|0, QXX TE2(cognitive miser)Ql 2H|XF FA| QJAFAT Q| ZtASHE 2|8} 0| 40|2t= "I EHSH O F'H

Tt MABH= 'R 22Z200] 2Lt HIHSHA | Z3tCHKahneman, 2011; Zaltman, 2003). 220 E 20 FA| 02| 2= @it Al
4tk (neuroscience)0l| 7|Htot B ESHA O AT E HEHEM AHXIS2 HHE 23 HYS Xt M L5 2F
o 7|8tst0] 7| £0| H=%}517) [H—Er'OH 2H[XFSO| AMEQ| 719 £0f 75T BHE A HELZ(brand
association network)0ll= EHEQS| £, &4, N 22 QXN AxSu #A FMEEME d4E)0| IESHH A
2 HAL|0] ACHGordon, 2002; Hausel, 2016; Rosenbaum-Elliott, Percy, & Pervan, 2015). 0| 221 = 23 Xt320j| Ct
Al = EE[= 42, ol2{e 50 e 7HE AQX| A2 #HES & AAXE ZEste A2 AXH A= F
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Figure 1: Research Model

2. Method

2.1. Subjects

2 d7Es EMEEFEY (purposive sampling)2 XHESIRIOH, O YstO 2 KBO &% 571 Z2O0FE(AMY 2ol
Z, 7|2 B|0|2Z, SSG ML A, NC CHO|le A KIA EHO|Z)Q| HES M2 2023 18 S&~28 Lo ot HE &
OF 22tol MEZAME MAISIRACE AR = 571 Elo otg MET o|fE, L2 S8 d7|1% N, S| Az
H AN, 528 qF@ol| A0 O RAFEEM 47| Ao 2H0| Z237| WEo|ct Mt ot Z2ok F7|E
& A4 HoA O|=F MLB =F2| Z7|Z (T ofMeto|2=03, 18 AF0|F, oI SSGHEHAZE, &2 NCIt3, &
F J|otHmdAadeE)Z 2R3 57 B HES R AFE THSIRLE AT E sl 72 HEX|E 574 el 2
gtol @ HRLE|o] AR, & 472HO| 8BS TULCE 0|5 & 224t 8H 5570 Qs 417Ho| &S At
2 EM0| ALESILL & B2 4178 § Y O] 60.2%= KXW on], & B2 WELIO|= 352M ALt ¢l &of

Xtol E4E < Table 1>1t ZC}.

Table 1: Characteristics of Research Participants

Supporting Baseball Teams Frequency (n=417) Gender Ratio Average Age
Samsung Lions 75 Male: 60.2% 35.2 years old
Kiwoom Heroes 87 Female: 39.8%

SSG Landers 91
NC Dinos 85
KIA Tigers 79

2.2. Measurement

M AT HORIES Folts He M= A YLOn, MY It 0|59 FIF st =5 T
TOLEE MASHUCL MM AHO|Z(RUS S F7IF ME)E SHHI| Aok Lee et al(2012)0] 0] ZTZOFT
240 A 742t Sensoryscape Scale@| 2228 B 1282 H 23t 21282 BHF T20FF Ao MU £ B ek}
Of AFRBIOICE H2lEl 1282 ‘B Y O|E THE|(tailgate party)2| WIS} IS 2EH0| T, B YA 0| THE| AHH
T SR0IM ZX| %2 AEX 2210|7] 20| AT RQASIYUTE & HT0| MAZAHO|ZE ALY HY 628
UM HY 42, FAN MY I8Y, SN AY 42Y, 0124 MY 4RYOR Py

AZX g B : 5

= o
SporTERS2| 10 & (passion), gk==(nostalgia), X X|Z(supportive), T Z(connected)2| 4
E2oz 782 % 7| & (pleased), AtF 4 (proud), =2 optimistic), 71 (entertained)2| 62
Yo R FE|IULCE "1|)\‘|E|A7'||0|59f SOz H 782 E—r 78 2|HE M2 EIE|QUCH1 =01 Hl=2|, 78 =04
=g £

o
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2.3. Validity and Reliability Testing

AT ZE 771 HASAZAE MY, 2248 M, S245 M, 2245 MY, 0148 A, fud, 7132l Bt
Heot MRIEE ABSHY| Qs 74 HASES ez SN Q2M U Cronbach's a A5 S HAISHIULCE =X
208N Zl, P2 MY 202989, CFI=.875 RMSEA=.069, SRMR=.0542 LtEIL} 7|& Zh(y2dE3;
CFI=.80; RMSEA=.08; SRMR=.08)2 & A|ZiCHBagozzi & Dholakia, 2002; Hu & Bentler, 1999).

770 BiolEe TE HYTZ HZ2 fdl 0|2 AVE U ¥ ME|Z(Construct Reliability)E 8t Zat, AVE

£ .590~.675, 7HE AE| =& 803~.8802F2 LIEIL} 7|F ZHAVEZS0; 7HE AE[=270)2 SFAZLH, Mt BE
EtS =& =ESIACHFornell & Larcker, 1981). 77 HIQIE9| T EIYE HZS IS <Table 2>2| AVER} <Table 3>
of ArptA| 4ol HE Zte Hlm3t A1l AVE(590~.675)7F AR A 40| T Zh(123~.366)ECF A LIEIL} THH Efte
£ Y25 YUCHFornell & Larcker, 1981).
774 BelE9| ME|E ABE RIsh O|E2| Cronbach's a5 HHETH A1}, 797~8792 LEILE Nunnally and
Bernstein(1994)0| #113t 7|& ¢iQl 702 42 2M HE|=E =HESIRACt 770 HRIS0l| oot EfE=ot M2 = &
5 Zit= <Table 2>01, 770 HQlS 7to| &A=+ 8 0|52 M-S 4f2 <Table 3>0 MA|ZOf ULk

Table 2: Results of Validity and Reliability Testing

Factor
Variables Items Loadings AVE C.R. a
Sight The stadium’s architecture is attractive. .763 .593 .862 .856
The stadium’s landscape is attractive. .789
The stadium provides good sightlines to watch the game. 673
The stadium’s scoreboards are entertaining to watch. .588
The stadium’s decorations are enjoyable. .764
The stadium’s colors are attractive. .694
Sound The sound of cheering in the stadium adds excitement. .638 .601  .813 811
The stadium has a quality sound system. .738
The stadium announcer is entertaining. .765
The cheering songs and music at the stadium are exciting. 741
Touch Physical contact with other spectators when cheering is exciting. .695 .675 .830 .825
The stadium provides comfortable seating. .803
The stadium has appropriate spatial arrangement of the aisles and seats. .858
Smell The stadium has a unique smell. 724 .590 .803 797
The smells at the stadium bring back pleasant memories. .823
The smell of the crowd is exciting. .603
The smell of stadium foods is exciting. .682
Taste The stadium offers a wide range of food and beverage. .648 .628 .833 .823
When eating at this stadium, | feel like | am released from everyday life. .658
It feels like foods purchased inside the stadium taste better than foods .871
purchased outside.
The stadium provides good tasting food. 792
Connectedness ~ When | think about the team, | feel passion. .662 .630 .836 .830
When | think about the team, | feel nostalgia. 744
When | think about the team, | feel supportive. .849
When | think about the team, | feel connected. 731
Elation When | think about the team, | feel happy. .710 .623  .880 .879
When [ think about the team, | feel excited. .703
When | think about the team, | feel pleased. 762
When | think about the team, | feel proud. .783
When | think about the team, | feel optimistic. .760
When | think about the team, | feel entertained. 732
x¥/df=2.989, CF1=.875, RMSEA=.069, SRMR=.054.
Table 3: Results of Correlation Analysis
Variables 1 2 3 4 5 6 7
Sight 1
Sound 569%(.324) 1
Touch 599*(359) B54*(307) 1
Smell 518%(269) 405(164) 4755 226) 1
Taste BA3*(295) A50%(203) 560%(314) 605*(.366) 1
Connectedness 567%(322) 530%(.280) 517*(.267) 370%(137) A05%(164) 1
Elation 5744(3%0) 541%(299) 4274182 419%(176) 491%(241) 351*(123) 1

Note. The numbers in parentheses indicate squared inter-construct correlations; *p<.01.
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2.4. Data Analysis

2 A7 ATt F IR AT EMMME|AAO|ZE st AIZE, BZH, 24X S2tH, 0|25 Mg 7+
SOZ X 7|E00 T2 0K MES2 FAAHE ASSH7| /s AMOS 18.0 HE 2 AE3I0] & BE 41789 &
HE M2 PARYHA B (structural equation modeling)2 HAISHRACE FRUHADHOAM SEHS2 HAME
AAH O[O A|Z4H, B2, BN 2t 0|48 HPHo|Jen, THUAS2 B 23 Al |zt 7| S0 UL

3. Results

3.1. Model Fit

2 A7 JEe AR m e AN OOy 7| Hetde AE5H| Ao 2 UEA RHEM S HAS 2L,
TERYO| MotE & y2/df=2.986, CFI=.875 RMSEA=.069, SRMR=.0552 L}E}L} Bagozzi and Dholakia(2002)2} Hu
and Bentler(1999)7} M|9tst 7|F= Zt(y2/df=3; CFI=.80; RMSEAS.08; SRMR=.08)2 SFA|ZICt et Az 23
ot OO Zte| Hetd s 2SR

= =

3.2. Effect of the Sensoryscape on Connectedness

HH9l QS 0/XI 3 20| LIEFRLTE Shx/Bt MALR]
9k 5, 242 B9 371F HE 5 A2, 24

D = |, © 1y
T QUYUCHAIZEE K& §=297, t=3.891, p<.0T; HZH HB: p=.235,

= A& 8o A2 oz § 23 MLl 7|50 SEH S 0[X|2 AZO0[ LIEHGEL SEX|T MM 2|~
Holz=E 7 d5t= 7HE MES 257t SES 01N A2 OfHRUCL F, S S8 3718 M & AlaH, 844, 0
3

=
ZHE Hgoto| 7|&o SEEel FeE 0/X| 310, t=4.192, p<.01; HZH Mg p=.281,
9

t=4.027, p<.01; O|ZtH H|&: f=.193, t=2.679, p<.01)<Table 4 &=>.

Table 4: Results of Research Questions

Paths y/] S.E t p
Sight — Connectedness 297 052 3891 001
Sound — Connectedness 235 075 3312 001
Touch — Connectedness 191 058 2554 011
Smell — Connectedness 020 048 287 774
Taste — Connectedness 017 061 230 818
Sight — Elation 310 055 4192 001
Sound — Elation 281 081 4027 001
Touch — Elation -048 060 -630 49%6
Smell — Elation 051 061 751 453
Taste — Elation 193 067 2679 007
4. Discussion

s4& ERSDR 3

oo | o
ST B MY HAME| 27
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