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Introduction

Th e distribution of computers and the development of the 
Internet has brought about great changes in sports, as they 
have in many aspects of our daily lives. Electronic sports (eS-
ports) refers to the activity of enjoying a diversity of games 
using computers and the Internet. Th is new form of sports 
has experienced dramatic growth, and its popularity has even 

threatened traditional sports (Warman, 2015). Th e biggest 
advantage of eSports is that people can enjoy it in any place, at 
any time, with anyone around the world, as they are free from 
the restrictions of time and place through the benefi t of the In-
ternet. In response to the rising popularity of eSports, professi-
onal gamers, professional teams, and professional leagues were 
created, similar to those in existing traditional sports (e.g., ba-
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seball, basketball, or soccer), and numerous global companies 
started investing huge amounts of money to buy sponsorships 
(Keiper, Manning, Jenny, Olrich, & Croft , 2017). Th e sudden 
growth of eSports gave rise to another trend: people not only 
played eSports but also started watching them. In other words, 
eSports, as an emerging sports genre, has expanded from be-
ing a participation sport to a spectator sport (Jenny, Manning, 
Keiper, & Olrich, 2016; Wagner, 2006).

On the Internet, people watch gameplay by professional 
gamers who belong to specifi c professional eSports teams 
sponsored by global companies; they also watch professionally 
commentated eSports games on TV, which are aired by bro-
adcasters that bought broadcasting rights (Hamari & Sjoblom, 
2017). Th e number of fans worldwide who watch eSports thro-
ugh media has exceeded 205 million, while 28 million people 
in North America and Europe claim that they consider them-
selves eSports fans (Casselman, 2015). Th e objective fi gures 
of eSports surprisingly go well beyond those of traditional 
sports. Th is phenomenon became even more evident when 
eSports was adopted as one of the games in the 2018 Asian 
Games in Indonesia (Selvaraj, 2018). Th e fact that eSports has 
been adopted by an international mega-sporting event, where 
professional athletes of offi  cially recognized traditional sports 
compete with each other and represent their own countries, is 
powerful evidence pointing to the status of eSports as a spe-
ctator sport. Nevertheless, until now, most literature regarding 
eSports, generally, and consumer behaviors in eSports in par-
ticular, have focused on consumers’ participation motivations 
(Lee & Schoenstedt, 2011). However, since a number of global 
eSports events have been held successfully, with an increasing 
number of spectators (Warr, 2014), it is necessary to consider 
why people like to watch eSports.

Sports fans watch their favorite sports for diff erent reasons, 
and it is extremely important to investigate and understand 
spectator motivations in order to provide them with satis-
factory results (Kim, Greenwell, Andrew, Lee, & Mahoney, 
2008). Researchers have studied the key motivational factors 
that infl uence the behaviors of sports spectators to understand 
their spectator motivations (Funk, Mahony, & Ridinger, 2002; 
Trail & James, 2001). Such attempts fi rst materialized with 
the Sport Fan Motivation Scale (SFMS) developed by Wann 
(1995); the Motivation Scale for Sport Consumption (MSSC) 
was established later by Trail and James (2001), and the Sport 
Interest Inventory (SII) by Funk, Mahony, Nakazawa, and Hi-
rokawa (2001). Owing to these eff orts, a general idea regarding 
consumers’ spectator motives has been established to a certain 
extent. However, endeavors to investigate consumer behaviors 
continue, as there can be more varied spectator motivations 
for a wide range of sports genres (Bilyeu & Wann, 2002). In 
the same vein, this study will provide further insight to eSports 
spectators—a subject that has been little investigated to date.

As a new sport with exponential growth, it is important 
to understand why consumers are drawn to the sport to mar-
ket the events more eff ectively. Furthermore, it is important 
to understand why diff erent segments of spectators are watc-
hing eSports; consumer segmentation is therefore essential to 
investigate these consumer behaviors. Traditional sports con-
sumers have oft en been segmented on the basis of fan identi-
fi cation (Trail, Anderson, & Fink, 2000; Shapiro, Ridinger, & 
Trail, 2013). Th e term “identifi cation” has been defi ned as “an 
individual’s orientation regarding aff ection or emotion toward 
diff erent objectives” (Trail et al., 2000). 

To understand sports fans’ behaviors, various researchers 
have emphasized the importance of identifi cation (Matsuo-
ka, Chelladurai, & Harada, 2003; Robinson & Trail, 2005). In 
addition, a psychological variable such as “passion” has been 
utilized recently to segment sports consumers and understand 
their behaviors (Wakefi eld, 2016). According to Vallerand et al. 
(2003), “passion” is defi ned as “a strong inclination toward an 
activity that an individual likes, considers important, and inve-
sts time and eff ort in.” Accordingly, the passion of sports fans 
is evaluated on the basis of how much they like the sport; how 
high a value they attribute to it; how much time, eff ort, and 
emotion they invest in it; and the sense of loss they experience 
when their team loses the sport (Wakefi eld, 2016). Passion is 
distinguished from general involvement and self-consciousne-
ss in that it includes the concept of desire. Th erefore, a consu-
mer with a high level of passion will more likely become an 
avid consumer (Th omson, MacInnis, & Park, 2005). 

Lastly, prior research investigating consumer behaviors 
related to eSports has oft en segmented consumers based on 
their level of addiction (Gaetan, Bonnet, Brejard, & Cury, 
2014; Lemmens, Valkenburg, & Peter, 2009), where “addicti-
on” is defi ned as “excessive and compulsive use of video games 
that results in social and/or emotional problems; despite these 
problems, the gamer is unable to control this excessive use” 
(Lemmens et al., 2009, p. 78). Most of the previous research 
focused on mental disorders (Loton, Borkoles, Lubman, Pol-
man, 2015), social confl ict (Beranuy, Carbonell, & Griffi  ths, 
2013), or sedentary lifestyles (Studer, Deline, N’Goran, Baggio, 
& Gmel, 2016) as precursors to strong commitment, involve-
ment, or identifi cation in eSports. As such, measuring levels of 
addiction is an appropriate way to understand diverse types of 
eSports consumers.

Th e current study was guided by the following two resear-
ch questions:

RQ1: Which eSports motives predict addiction, passion, 
and identifi cation toward eSports?

RQ2: What are the diff erences in spectator motivations 
based on the level of game addiction, passion, and fan iden-
tifi cation?

Methods
Participants and data collection

Th e target population for this study is people in the Uni-
ted States who watch eSports through various platforms (e.g., 
internet and/or television). Subjects were individuals over 
18 years old who identify themselves as eSports fans. Using 
Amazon Mechanical Turk (MTurk), which is an online sur-
vey service provided from Amazon, Inc., the data collection 
procedure was implemented for 30 days with eSports fans. Pri-
or to data collection, all research respondents were informed 
about research purposes, survey discontinuance, and human 
subjects protection requirements from the University’s Institu-
tional Review Board (IRB). Th e subjects were individuals who 
identifi ed themselves as an eSport fan, reliable online respon-
dent (i.e., A+ rated MTurk worker, HIT Approval Rate for all 
Requesters’ HITs greater than 95, and number of HITs Appro-
ved greater than 100), and resident of the United States.

 
Instruments and analysis

An instrument (7-point Likert-type scale) was developed 
from the two most popular and extensively used scales: Th e 
Motivation Scale for Sport Consumption (MSSC; Trail & Ja-
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mes, 2001) and the Sport Fan Motivation Scale (SFMS; Wann, 
1995). Based on results of Cronbach’s alpha coeffi  cient and the 
average variance extracted (AVE), each motivational factor in 
both scales were compared to extract the most reliable moti-
vational factors. As a result, Aesthetics, Drama, Knowledge, 
Physical Skills, Social Interaction, and Vicarious Achievement 
from the MSSC (Trail & James, 2001), and Economics, Escape, 
and Entertainment from the SFMS (Wann, 1995) were sele-
cted. 

Th e current study utilized and modifi ed three diff erent 
scales (7-point Likert-type scale) to segment eSports specta-
tors: (a) the Game Addiction Scale (GAS) (Lemmens et al., 
2009), including seven factors; salience, tolerance, mood mo-
difi cation, relapse, withdrawal, confl ict, and problems, (b) the 
Points of Attachment Index (PAI) (Shapiro et al., 2013), inclu-
ding four factors; players, team, sport, and a general sport fan 
with 12 items, and (c) the four-item Passion scale, including 
“How passionate are you about eSports?”, “During the season, 
to what degree do eSports occupy your mind?”, “During the 
eSports season, how much do you prioritize your time so that 
you can follow your favorite eSport?”, and “When it comes to 
how you feel about eSports in your life, I can’t live without eS-
ports” (Wakefi eld, 2016).

Lastly, prior to the main data analysis, confi rmatory factor 
analysis (CFA) using SPSS AMOS 22.0 was performed to con-
fi rm the number of factors required in the data and which me-
asured variable is related to which latent variable. Additionally, 
Cronbach’s alpha was utilized to test reliability of variances.

Results
Descriptive statistics

A total of 608 surveys were distributed via MTurk, and 402 
surveys were returned (approximately 66.12% response rate) 
from respondents who self-identifi ed as eSports consumers 
over the age of 18. Aft er excluding 34 inappropriate surveys, a 

total of 368 surveys were fi nally utilized in this study. Th e sam-
ple of the current study consisted of 251 (68.2%) males and 117 
(31.8%) females. In addition, 63.9% (n=235) of the sample we-
re between the ages of 19 and 30 years old. General demograp-
hics of eSports showed that 61 percent of eSports spectators are 
male, and 38 percent are female (Casselman, 2015). Additio-
nally, 56 percent of eSports fans were found to be between the 
ages of 21 and 35, and 28 percent were between the ages of 36 
and 65 (Casselman, 2015). Hence, gathering data from the se-
lected sample will be signifi cant because more than 84 percent 
of eSports fans fall in to the target population for this study. 

Validity and reliability 
For all variables developed to explore spectator motivations 

(9 factors with 27 items) for eSports spectators, confi rmatory 
factor analysis (CFA in SPSS AMOS version 22.0) was perfor-
med. All the observed fi t statistics showed a good fi t (Kline, 
2005) to the data (χ2=601.903, df=288, p<0.01, normed fi t in-
dex [NFI]=.907, comparative fi t index [CFI]=.949, root mean 
square error of approximation [RMSEA]=.054). Cronbach’s 
alpha of items ranged from .712 to .961, which exceeded the 
cut-off  (>.70; Nunnally & Bernstein, 1994).

Research question 1
To discover what motives are connected to their attach-

ment (i.e., addiction, passion, and identifi cation) to the eSport, 
three multiple regression analyses were conducted separately 
for the fi rst research question. First, for the eSports addiction, 
Escape, Vicarious Achievement, and Economics were found to 
be signifi cant predictors. Second, for the passion towards eS-
ports, Vicarious Achievement, Economics, Escape, Knowled-
ge, and Aesthetics were found to be signifi cant predictors 
(Table 1). For the fan identifi cation with eSports, Knowledge, 
Vicarious Achievement, and Economics were found to be si-
gnifi cant predictors. 

Table 1. Results of Multiple Regressions by Addiction, Passion, and Identifi cation

VARIABLES IV s B β t R2 ADJ R2 F

Addiction
ESC .51 .32 5.89***

.30 .28 16.91***ACH .45 .26 4.34***
ECO .40 .24 4.50***

Passion
ACH .32 .28 5.37***

.47 .46 35.35***
ECO .23 .22 4.64***

Identifi cation
KNO 1.09 .39 8.37***

.60 .60 59.08***ACH .79 .25 5.50***
ECO .54 .19 4.61***

Legend: ACH=Vicarious achievement, AES=Aesthetics, Eco=Economic, ESC=Escape, KNO=Acquisition of knowledge; ***p<.01.

Research questions 2 
To investigate diff erences in motivations among three gro-

ups (i.e., high, medium, and low) on the level of addiction, fan 
identifi cation, and passion, three multivariate tests were per-
formed separately. Th e detailed results were shown on Table 
2. To identify high, medium, and low level of addiction, the 
average score of each factor was utilized to divide respondents 
into three groups (i.e., approximately 33.3% per group). 

Th e fi rst test revealed signifi cant diff erences among three 
addiction groups (i.e., high, medium, and low) on the depen-
dent variables [Wilks’ lambda=.706, F(18,714)=7.533, p<0.001, 
partial η2=.160]. Based on adjusted alpha level using Bon-

ferroni correction (P=0.001/3=.0003), the univariate ANOVAs 
for (a) Vicarious Achievement, (b) Economics, (c) Escape, and 
(d) Knowledge. 

Th e second test revealed signifi cant diff erences among 
three passion groups (high, medium, low) on the dependent 
variables [Wilks’ lambda=.613, F(18,714)=11.011, p<0.001, 
partial η2=.217]. Based on adjusted alpha level using Bon-
ferroni correction (P=0.001/3=.0003), the univariate ANOVAs 
for (a) Vicarious Achievement, (b) Aesthetics, (c) Economics, 
(d) Entertainment, (e) Knowledge, and (f) Social were statisti-
cally signifi cant.
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Th e third test revealed signifi cant diff erences among 
three fan identifi cation groups (high, medium, low) on the 
dependent variables [Wilks’ lambda=.456, F(18,714)=19.050, 
p<0.001, partial η2=.324]. Based on adjusted alpha level using 
Bonferroni correction (P=0.001/3=.0003), the univariate 
ANOVAs for (a) Vicarious Achievement, (b) Aesthetics, (c) 

Economics, (d) Entertainment, (e) Escape, (f) Knowledge, 
(g) Physical Skills, and (h) Social were statistically signifi cant. 
Additionally, the follow-up Tukey post hoc analyses revealed 
signifi cant diff erences among groups on variables. Detailed 
mean scores of each group on variables were reported Table 3.

Table 2. Results of MANOVAs: Diff erences in spectator motivations based on
addiction, passion, and identifi cation

IV DV df F η2

Addiction

ACH 2 21.652*** .106
ECO 2 24.486*** .118
ESC 2 38.256*** .173
KNO 2 10.817*** .056

Passion

ACH 2 56.276*** 236
AES 2 21.412*** .105
ECO 2 30.882*** .145
ENT 2 9.126*** .048
KNO 2 55.068*** .232
SOC 2 23.996*** .116

Identifi cation

ACH 2 85.401*** .319
AES 2 26.423*** .126
ECO 2 37.905*** .172
ENT 2 14.768*** .075
ESC 2 30.034*** .141
KNO 2 148.103*** .450
PHY 2 13.680*** .070
SOC 2 41.628*** .186

Legend: ACH=Vicarious achievement, AES=Aesthetics, ECO=Economic, ENT=Entertainment, 
ESC=Escape, KNO=Acquisition of knowledge, PHY=Physical skills, SOC=Social; ***p<0.001.

Table 3. Mean scores for spectator motivations among groups based on addiction, passion, and identifi cation

ACH AES DRA ECO ENT ESC KNO PHY SOC

Addiction
High 5.21 5.34 5.50 3.17 5.41 5.27 4.26 5.26 4.71
Mid 4.77 5.46 5.59 2.34 5.76 4.68 3.82 5.58 4.77
Low 3.95 4.90 5.40 1.71 5.40 3.53 3.22 4.96 4.14

Passion
High 5.58 5.74 5.69 3.23 5.80 5.31 4.77 5.57 5.27
Mid 4.69 5.32 5.53 2.34 5.64 4.63 3.93 5.28 4.51
Low 3.67 4.66 5.29 1.62 5.16 3.49 2.67 4.95 3.87

Identifi cation
High 5.80 5.77 5.74 3.32 6.00 5.37 5.29 5.78 5.48
Mid 4.59 5.34 5.52 2.33 5.46 4.27 3.79 5.19 4.50
Low 3.46 4.53 5.23 1.48 5.11 3.71 2.18 4.82 3.62

Legend: ACH=Vicarious achievement, AES=Aesthetics, DRA=Drama, ECO=Economic, ENT=Entertainment, ESC=Escape, KNO=Acquisi-
tion of knowledge, PHY=Physical skills, SOC=Social; Statistically signifi cant higher mean scores between groups in bold.

Discussion

Th is study aimed to understand consumer behaviors of 
eSports spectators, using three distinct types of segmentation 
(e.g., GAS, Passion, and PAI). Th e research eff orts contribute 
to (a) exploring which spectator motives predict attachment to 
eSports, and (b) investigating diff erences based on segments of 
eSports spectators. Th e results of this study revealed signifi cant 
factors that motivate eSports fans’ spectating behaviors, sug-
gesting that eSports spectators value Achievement and Eco-
nomics factors the most. Interestingly, the fi ndings indicated 
that eSports fans also felt a sense of achievement and expected 
a certain pecuniary advantage through watching eSports, like 

spectators in general sports (Funk et al., 2002; Wann, Grieve, 
Zapalac, & Pease, 2008). Furthermore, a noticeable fi nding was 
that the Escape factor was exceptionally strong in explaining 
addiction, unlike passion and fan identifi cation. Th e result mi-
ght be closely related to a fi nding from a previous study that 
people who report relative higher scores on addiction oft en 
show problems such as social confl ict or isolation (Beranuy et 
al., 2013). 

Additionally, this study confi rmed the necessity of diff erent 
segmentation approaches and identifi ed signifi cant diff erences 
from consumer to consumer, based on the level of involve-
ment in eSports. Specifi cally, given that almost all results from 
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eleven spectator motivations revealed statistically signifi cant 
diff erences between groups (e.g., low, medium, and high), re-
gardless of the types of segmentation, (a) the level of addiction, 
(b) passion, and (c) fan identifi cation, these factors proved to 
be eff ective ways to segment spectators in eSports. Particular-
ly, Economics and Escape showed statistically signifi cant di-
ff erences between groups on all segments and additional post 
hoc tests. As the level of attachment went from low to high 
regardless of the segment types, the mean scores of the two 
factors changed drastically. Th at is, the more people are atta-
ched to eSports, the more they are aff ected by Economics and 
Escape motivational factors. However, two factors (i.e., Drama 
and Entertainment in Addiction, and Drama in Passion) we-
re not statistically signifi cant between groups, indicating that 
most consumers were driven by these motives regardless of 
their level of attachment.

Th is study analyzed the consumer psychology of specta-
tors of the newly emerging sports and suggested meaningful 
fi ndings. Th e results provide important insights for understan-
ding recent changes in the sports industries. Concretely, altho-
ugh eSports games are very diff erent from traditional sports, 
the factors that motivate eSports consumers to watch eSports 
games were not very diff erent from those for traditional sports. 
Th is may indicate that eSports can also be defi ned and reco-
gnized as a genre of sports. In addition, this study also disco-
vered that, even though the behaviors of the same consumers 
are analyzed with regard to the same sports, the results may 
vary widely depending on how they are segmented and under 
what standards. Th is suggests that it is necessary to approach 
consumer behaviors from more diverse perspectives. Th e psy-
chology of eSports spectators uncovered by this study certain-
ly contributes to enriching the existing literature of spectator 
motivation studies. Th is study also demonstrated that passion 
and addiction are important segmentation approaches, apart 
from identifi cation, which is the conventional variable of 
consumer segmentation analysis frequently used in previous 
studies. Th is is a meaningful contribution for future studies of 
consumer behavior.

Limitations and Future Research
Th ere are several limitations in this study. First, this study 

did not classify the type of media the eSports spectators used, 
even though the media platforms they use vary. Spectator mo-
tives may also vary accordingly, because each media platform 
features diff erent characteristics. In this respect, it would be 
vital for future studies to comparatively analyze spectator mo-
tives between watching sports on smartphones and watching 
them on television.

Finally, the age of study participants and the average du-
ration of their daily eSports watching can be very important 
variables for eSports, as eSports are relatively more popular 
among young people, who use the Internet and computers mo-
re widely than older people. Nevertheless, they were not speci-
fi cally analyzed in this study. Future research may obtain more 
meaningful results by introducing more relevant or signifi cant 
variables. Continued attempts from more diverse perspectives 
will certainly contribute to a more concrete and accurate con-
sumer analysis of eSports spectators.
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