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This study is a three-year project. The researcher conceptualized the idea of inno
vative sport consumption experience as a multidimensional construct and examined the construct validity of
the proposed conceptualization in the contexts of spectator sport (spectators at a game of the Chiba Lott
e Marines in the first year the study was conducted) and participant sport (participants of Adidas Runbase
in the second year studied). The researcher confirmed the effectiveness of customer acquisition through i
nnovation in the sport context. The researcher presented the results of this study at the 21st conference
of European Association for Sport Management, Istanbul, Turkey. Furthermore, the researcher wrote a manusc
ript of the current study in the third year (2013) and submitted it to an international scholarly journal
in the sport management field. Currently, the manuscript is under review.
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1
Baseball Running station
Construct CR AVE CR AVE
Sport performance 91 77 94 .85
Aesthetic environment .90 74 .87 .70
Facility convenience .89 74 91 76
Online services .86 .68 94 .84
Brand community 94 .83 91 7
Loyalty programs 92 .80 94 .84
Consumer satisfaction 94 R 95 .87
Brand equity .90 75 .83 .62

Behavioral intentions .84 .64 .86 .67




2 (df) = 592.80 (289) p

< .01, ¥%/df = 2.05; CFI = .98, NNFI = 98

RMSEA =.062

e

(df) = 669.56 (289), p < .0L; y?/df = 2.32; CFI
= .98; NNFI = .98; RMSEA = .063

Endogenous variables

(Baseball)
Exogenous variables Consumer satisfaction
Sport performance 10(1.45)
Aesthetic environment 32%%(4.53)
Facility convenience 25%%(3.30)
Online services -10(-1.19)
Brand community 14%(2.52)
Loyalty programs 19%(2.43)
Brand Equity
Sport performance JA2(1.25)
Aesthetic environment 23%(2.57)
Facility convenience 07(.77)
Online services -.03(-.28)
Brand community A17%(2.31)
Loyalty programs 18(1.84)
Behavioral intentions
Sport performance - 18(-1.75)
Aesthetic environment A7(1.81)
Facility convenience -.06(-.65)
Online services .10(.95)
Brand community 36%%(4.83)
Loyalty programs -.01(-.07)
Consumer satisfaction 19%(2.22)
Brand Equity 12(1.51)
R Consumer satisfaction 0.55
R brand equity 0.36
R B ehavioral intentions 0.38

Exogenous variables

Endogenous variables
(Running station)

Consumer satisfaction

Sport performance 37%%(4.48)
Aesthetic environment 20%%(3.09)
Facility convenience 13(1.64)
Online services = (4,77)
Brand community - 13(-1.50)
Loyalty programs -.16(-1.82)
Brand Equity
Sport performance 20%(2.00)
Awesthetic environment 39%E(4.TT)
Facility convenience - 13(-1.33)
Online services 35%%(3.54)
Brand community -.23%(-2.09)
Loyalty programs -.08(-.78)
Behavioral intentions
Sport performance 06(.58)
Aesthetic environment -.13(-1.50)
Facility convenience 20%%(2.00)
Online services =22%(-2.04)
Brand community -.16(-1.46)
Loyalty programs 07(.70)
Consumer satisfaction 32%%(4.13)
Brand Equity 32%%(4.84)
R’ Consumer satisfaction 0.46
R brand equity 0.23
R Beavioral intentions 0.27
1 2
3 3
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