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Abstract - Aim: This study aimed to analyze, through games, the motives for the consumption of the National Bas-
ketball Association (NBA) by Brazilian fans and the influence on the consumption intentions of these fans.Methods:
The study has a quantitative approach and used an online questionnaire consisting of nine motives for sports consump-
tion and a dimension to analyze behavioral intentions. The sample consisted of 336 individuals over 18 years of age
who declared that they support a team in the competition. Data were analyzed using a two-step Structural Equation
Modeling in Amos 26.0. Results: The average age of respondents was 24.20 years (±6.70), mostly men (91.7%), with
complete high school (45.8%), single (83.6%), who watch 3 to 5 NBA games per week (53.6 %), mostly through the
internet (56.8%), and who do not usually buy NBA-licensed products (58.0%). Analysis of the causal model indicated
that both vicarious achievement (β = 0.55; p < 0.01) and social interaction (β = 0.28; p < 0.01) are motives that posi-
tively influenced behavioral intentions related to NBA. Conclusion: Motives such as the acquisition of knowledge,
drama, interest in basketball, and knowledge of the game are highly valued by Brazilian fans who consume the NBA. In
addition, the fans' sense of accomplishment with their team's victory and the social interaction offered by the games,
even if distant, are important factors that influence the behavioral intentions of these fans.

Keywords: sports marketing, sports management, basketball, international NBA fan, motivation.

Introduction

The development of sports organizations today means that
they are considered much more than local institutions, but
real undertakings endowed with a recognizably strong
brand1. Common examples can be seen in football, where
clubs such as Barcelona, Real Madrid, and Manchester
United generate combined revenues of over two billion
euros2. In the case of the National Basketball Association
(NBA), one of the top four North American sports lea-
gues, the three most valuable teams in the competition, the
New York Knicks, Golden State Warriors, and Los
Angeles Lakers, respectively, are worth more than 14 bil-
lion dollars3. The grandeur of these organizations makes it
clear that they must think globally and expand their brands
to foreign markets4.

The rise of information technologies has provided
unprecedented access to content for fans to connect with
the sports team they support, regardless of geographic
location, which has led these fans to form ever-stronger
ties with teams from other countries5. For Pu and James6,
different from local fans, who are geographically close to
the team they support, distant fans can be considered indi-
viduals who follow a sports team that is far away geo-

graphically and have never lived or been physically close
to that team. In this sense, Brazil has shown itself to be an
important market for the NBA, considering that at differ-
ent times they have played off-season games in the coun-
try and have around 41 million fans7. This information
raises a discussion about the motives that lead distant fans
to connect with foreign teams, in this case, what makes
Brazilian’s consumers of the NBA.

Studies about the motives for sports consumption
have been carried out for decades, highlighting the discus-
sions started by Wann8, with the Sports Fan Motivation
Scale, and the refinements presented by Trail and James9,
with the Motivation Scale for Sport Consumption. From
these conceptions, several motives are considered impor-
tant for sports consumption, such as escape, drama and
entertainment, aesthetics, social interaction, vicarious
achievement, knowledge, physical attraction, and physical
skills, among others9,10. In addition to identifying these
dimensions, studies also point to the influence of different
motives on fan consumption outcomes. Kim and Trail11,
from the perspective of local fans, observed that attach-
ment to the team motive was a dimension that influenced
the presence of fans in the stadiums. In another important
study carried out in Portugal, in the local basketball lea-
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gue, Biscaia, Correia, and Rosado12, based on the study by
Won and Kitamura13, identified that motives such as
family and vicarious achievement positively influenced
satisfaction of the spectators at the games.

All organizations today must seek the loyalty of their
consumers, as it means a strong commitment between fan
and organization, which can mean a strong commitment to
future consumption and referral to other people14. An
important dimension to be analyzed about consumer loy-
alty in sport refers to their behavioral intentions, under-
stood as the willingness to perform a certain behavior15,
such as consuming products and services again, praising
and recommending them. Understanding this dimension is
important because a strong intention to perform a behavior
increases the possibility of performing it16. In the case of
distant fans, few investigations have identified the motives
for the connection with sports teams and the influence on
consumption and behavioral intentions. In an investigation
carried out in China, Pu and James6 analyzed the motives
for consuming the NBA and observed differences in the
assessment of these dimensions and media consumption
between different levels of connection with the teams
through the Psychological Continuum Model17. However,
further studies are needed to better identify the elements
that can influence behavioral intentions.

Despite the existence of studies that consider the
importance of understanding distant fans, few investiga-
tions have been carried out. This fact is aggravated when
one observes the Brazilian reality and the lack of research
that has analyzed the motives that lead Brazilians to stay
connected and consume products and services from for-
eign teams. Information on this topic could provide clues
for large sports companies, such as the NBA, to under-
stand Brazilian consumers and perceive Brazil as an
important market to invest in, as well as providing Brazi-
lian companies with information to capture partnerships
with sports organizations. Thus, the present investigation

aimed to analyze, through games, the motives for the con-
sumption of the NBA by Brazilian fans and the influence
on the behavioral intentions of these fans.

Methods
The study has a quantitative approach, as the objec-

tive is an exploratory investigation and its design is con-
sidered a survey, widely used in research on Sport
Management to allow researchers to collect desired infor-
mation on a particular chosen sample18.

Measures
For data collection, a scale adapted from Biscaia,

Correia, and Rosado12 and Pu and James6 was used, which
analyzed the motives for the presence of basketball games
in Portugal and the consumption of the NBA by distant
fans, respectively. Although the study in Portugal did not
consider distant fans, some motives presented were con-
sidered relevant to this investigation. The instrument was
adapted by the authors to the Brazilian reality by changing
words with the same meaning from Portuguese of Portugal
to Portuguese of Brazil and by translating from English to
Portuguese. The scale was made up of nine motives, three
taken from the study by Biscaia, Correia and Rosado12,
namely Family, Knowledge of the Game, and Drama,
three from Pu and James6, namely Interest in Basketball,
Acquisition of Knowledge, and Social Interaction. More
three motives were similar in both studies, namely:
Escape, Interest in Player, and Vicarious Achievement (To
know the definition of each of these motives, see Table 1).
In addition, the Behavioral Intentions dimension was
included as a dependent variable, with three items, regard-
ing the intentions to: “Watch more games”, “Recommend
other people to watch the team's games” and “Buy other
products or services from the team.” All dimensions of the
instrument were measured by three items each and oper-

Table 1 - Definition of sport consumer motives in the study.

Motives Definition Source

Vicarious Achievement It refers to a sense of accomplishment that is felt through the success of the sport team Smith10

Family It refers to the sports opportunities to spend time together with the family in an organized and pleasurable way Smith10

Knowledge of the
Game

It refers to the knowledge that the consumer has about the sport, its tactical and technical aspects, and games
results

Biscaia
et al.12

Drama It refers to the theatrical experience that a fan can take part in through watching an engaging contest, enhancing
the sport's dramatic qualities

Smith10

Escape It refers to the environment provided by the sport as an escape from the ordinary routine of everyday life Smith10

Interest in Player It refers to the interest in players with outstanding recognition Pu and
James6

Interest in Basketball It refers to the interest in basketball as a whole Pu and
James6

Acquisition of Knowl-
edge

It refers to the possibility of obtaining knowledge about the sport Pu and
James6

Social Interaction It refers to the sports opportunities to spend time together with friends in an organized and pleasurable way Smith10
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ationalized by a 7-point Likert scale, where 1 = Totally
Disagree/Unlikely and 7 = Totally Agree/Very Likely. At
the end, sociodemographic questions about individuals
and NBA consumption were included.

Procedure
The instrument was placed on the Google Forms

online platform and disseminated through social media
from January to March 2021, featuring a non-probabilistic
convenience collection19. Before completing the items, all
fans were informed about the research objectives through
the Informed Consent Form, and when they agreed, they
were redirected to fill out the questionnaire. This study is
approved within a larger project, approved by an ethics
committee of a Brazilian public university, with CAAE
number 09700519.9.0000.5192 and protocol number
3.269.811.

Sample
Initially, the questionnaire was completed by 480

individuals. Two exclusion criteria were considered in the
composition of the sample: 1) subjects under 18 years of
age, and 2) individuals who do not support an NBA team.
Thus, based on exclusion criterion 1), 112 responses were
excluded, and on criterion 2), 25. In addition, the explora-
tory data analysis allowed the removal of seven observa-
tions that were considered more severe outliers. Finally,
the sample was composed of 336 individuals, residing in
Brazil, all over the age of 18, who declared themselves to
be fans of an NBA team and who had watched at least one
NBA game in the period 2020/2021.

Data analysis
Data were analyzed using a two-step Structural Equa-

tion Modeling (SEM)20. In the first step, a Confirmatory
Factor Analysis (CFA) was performed to analyze the pro-
posed scale measurement model. Data normality was ana-
lyzed through skewness (between 3.0 and -3.0) and kurtosis
(between 10.0 and -10.0) coefficients and the existence of
outliers through the Mahalanobis distance (D2)20. The
reliability of the dimensions was assessed using Composite
Reliability and considered acceptable for values > 0.7021,
the factor validity was accepted when the value of the fac-
torial loadings of the items were > 0.5022, the convergent
validity was accepted for values of Average Variance
Extracted (AVE)> 0.50 and discriminant validity when the
AVE of the factors was equal to or greater than the square of
the correlation between these same factors21. In addition,
the following indiceswere considered for the analysis of the
model's fit: ratio of X2 by degrees of freedom (X2/df), Com-
parative Fit Index (CFI), Goodness of Fit Index (GFI), Root
Mean Square Error of Approximation (RMSEA), and
Tucker-Lewis Index (TLI).

In the second step, the structural model was analyzed
to test the influence of motives on the individuals’ beha-

vioral intentions. Analyses were performed using AMOS
26.0 software and the established significance level was
p < 0.05.

Results
Sociodemographic data referring to the sample are

presented in Table 2, together with information on NBA-
related consumption.

From the exploration of Table 2, it is possible to
observe that, in general, the sample was composed of

Table 2 - Sociodemographic data and sample consumption information.

M (SD) n (336) %

Age 24.20
(6.79)

Sex Male 308 91.7

Female 28 8.3

Level of education Elementary school 3 0.9

High school 154 45.8

University education 144 42.9

Postgraduate studies 35 10.4

Region of the country
where you live

North 10 3.0

Northeast 148 44.0

Midwest 14 4.2

Southeast 123 36.6

South 41 12.2

Marital status Not married 281 83.6

Married 52 15.5

Divorced 3 0.9

Professional situation Employee 138 41.1

Unemployed 138 41.1

Autonomous 58 17.3

Retiree 2 0.6

Where do you watch
NBA games?

Internet 191 56.8

Cable TV 134 39.9

Open TV 11 3.3

How many NBA
games do you watch
a week?

1 22 6.5

2 55 16.4

3 to 5 180 53.6

More than 5 89 23.6

Do you buy licensed
NBA products?

No 195 58.0

Yes 141 42.0

How many NBA
licensed products did
you buy in 2020?

0 169 50.3

1 56 16.7

2 39 11.6

3 to 5 59 17.6

More than 5 13 3.9

Note: M = Mean; SD = Standard deviation.
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mostly men, young, single, and living in the Northeast
region. Complementarily, the teams that fans indicated the
most were the Los Angeles Lakers (n = 72), Golden State
Warriors (n = 44), and Miami Heat (n = 37). When asked
about an NBA player, 316 (94.0%) indicated they had a
favorite player and the three most cited were LeBron
James (n = 104), Stephen Curry (n = 50), and Kevin Dur-
ant (n = 16).

In the first stage of data analysis, all items presented
normal distribution based on skewness and kurtosis
values. On the other hand, an item in the dimension Inter-
est in Player had a factor loading below 0.50, and the AVE
of the Drama dimension was below 0.50. The strategy
used to maintain the two dimensions was the removal of
the item with a low load in the first dimension and the
removal of the item with the lowest factor loading in the
Drama dimension. Although the use of at least three items
is recommended for the operationalization of latent vari-
ables, different studies have already pointed out the possi-
bility of using only one item per dimension23, also
considering the need for sufficient information for the
identification of the model22. Thus, a new CFA was per-
formed, with the removal of the two items already men-
tioned, and good adjustment of the model was observed
[χ2(239) = 463.39 (p < 0.001), χ2/df = 1.93, GFI = 0.90,
TLI = 0.93, CFI = 0.94, RMSEA = 0.05 (CI = 0.046 -
0.060)]. Through Table 3, it is possible to verify the
acceptable values for the factor loading of the items, the
composite reliability, and the AVE of the factors. The
mean of the dimensions was also analyzed. Table 4 shows
the results of the analysis of discriminant validity, where
all AVEs were above the square of the correlation of the
analyzed dimensions. Although the reliability of the
Drama dimension was below the cutoff point (0.70), the
dimension was maintained by the authors, as the value was
only marginally below.

After completing the first step of the analysis, the
second step sought to analyze the proposed causal model.
The CFA of the measurement model with the addition of
the behavioral intentions dimension again showed a good
fit of the model [χ2(305) = 642.17 (p < 0.001),
χ2/df = 2.10, GFI = 0.88, TLI = 0.92, CFI = 0.93,
RMSEA = 0.05 (CI = 0.050 - 0.062)]. The added dimen-
sion presented normality of the data from the skewness
and kurtosis values, as well as factor loadings > 0.50
(0.74; 0.71; 0.69) and AVE (0.51). After confirming the
qualities of the measurement model, the causal model was
analyzed. The model presented a good fit to the data and
the standardized estimates and significance of the trajec-
tories are shown in Figure 1. The analysis indicated that
the Vicarious Achievement and Social Interaction dimen-
sions had a statistically significant influence on behavioral
intentions. Furthermore, it is important to highlight that
the proposed model was indicated as responsible for 63%
(R2 = 0.63) of the variability in behavioral intentions.

Discussion

This study aimed to analyze, through games, the
motives for the consumption of the NBA by Brazilian fans
and the influence on the behavioral intentions of these
fans. The analysis of distant fans is an important theme to
be developed, given the need for sports organizations to
expand their market when thinking about the sport as a
business. The results presented in this study could provide
important information for making strategic decisions
about actions that can be taken considering the motives for
the consumption of the NBA in Brazil. Initially, the
importance of validating a measurement instrument on the
motives for consuming the NBA in the Brazilian reality is
highlighted. In addition to the considerations of Trail and
James9 about the psychometric quality of the measure
concerning previous studies, the present investigation pre-
sented reliability and validity values according to the lit-
erature, thus affirming the possibility of using the
instrument in future investigations.

The analysis of means indicates that the drama
(M = 6.40; SD = 0.93) associated with NBA matches was
the main motive for consumption. This finding is impor-
tant because this motive was not analyzed by Pu and
James6, due to statistical problems in the dimension, and
demonstrates the importance of this construct to distant
fans as well. In a certain way, there is a consensus about
the importance of drama to sport consumption from a local
fan perspective. For instance, Biscaia, Correia, and
Rosado12 observed that drama was the motive with the
highest mean to attend basketball games among men and
women. In a comparison of three different college sports,
James and Ross24 found that drama was one of the motives
with the highest mean, behind entertainment and skill.
Moreover, Kim, Magnusen, Kim, and Lee25 observed that
drama is an important factor to the fan, which has a sig-
nificant influence on the presence of fans at sporting
events. For Smith10, drama and entertainment are impor-
tant motives for sports consumption, because, in the act of
watching a competition that allows for greater involve-
ment, fans can feel they are participating in an almost
theatrical experience.

Four other dimensions are also noteworthy when
observing their averages. The motives acquisition of
knowledge (M = 6.33; SD = 0.89), interest in basketball
(M = 6.20; SD = 1.14), knowledge of the game (M = 5.81;
SD = 1.26), and vicarious achievement (M = 5.80;
SD = 1.28), respectively, had the highest means after
drama. Similarly, Pu and James6 found that acquisition of
knowledge and interest in basketball was also dimensions
with high means, showing their importance in considering
these motives for the distant fans. Moreover, Funk, Mah-
ony, and Ridinger26 highlighted the importance of the
interest in sport, given that in their study about women’s
sport, a high level of spectator support was associated with
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Table 3 - Factor loadings, composite reliability, convergent validity, and dimension means.

ITEMS M (SD) λ CR AVE

1. Vicarious Achievement (VA) 5.80 (1.28) 0.84 0.63
I feel a personal sense of achievement when my NBA team wins. 0.78
I feel like I have won when my NBA team wins 0.76
I feel proud when my NBA team plays well 0.84

2. Family (FAM) 2.75 (1.59) 0.88 0.71
Being with the family is the reason I enjoy watching NBA games 0.76
NBA games allow me to spend time with my family 0.95
Watching NBA games allows me to bond with my family 0.81

3. Knowledge of the Game (KG) 5.81 (1.26) 0.80 0.57
I regularly read my NBA team's results and statistics 0.76
I usually know the results of NBA teams 0.69
I regularly follow the NBA player stats 0.80

4. Drama (DRA) 6.40 (0.93) 0.69 0.53
I like the game best when it is played to the end 0.74
I like to watch games where the outcome is uncertain 0.72

5. Escape (ESC) 5.08 (1.59) 0.86 0.68
Watching NBA games allows me to escape from everyday reality 0.94
NBA games are an escape from my daily routine 0.78
I enjoy watching NBA games because I forget about my problems 0.74

6. Interest in Player (IP) 3.93 (2.14) 0.86 0.76
I watch NBA games more because of certain players than the team 0.83
I am more a fan of individual players than I am of the team 0.91

7. Interest in Basketball (IB) 6.20 (1.14) 0.86 0.68
First and foremost, I consider myself a fan of basketball 0.76
I love to follow the game of basketball 0.86
I am a huge fan of basketball in general 0.84

8. Acquisition of Knowledge (AK) 6.33 (0.89) 0.77 0.54
I can increase my knowledge about basketball by watching NBA games 0.50
I can increase my understanding of the strategy by watching the game 0.83
I can learn about the technical aspects by watching NBA games 0.82

9. Social Interaction (SI) 4.25 (1.52) 0.75 0.51
Watching NBA games gives me a chance to meet new people 0.59
Watching NBA games leads me to improve social relationships 0.83
Watching NBA games gives me the chance to spend time with my friends 0.70

Note: M = Mean; SD = Standard deviation; λ = Factor loading; CR = Composite reliability; AVE = Average Variance Extracted.

Table 4 - Discriminant validity between motives for NBA consumption.

VA FAM KG DRA ESC IP IB AK SI
AVE 0.63 0.71 0.57 0.53 0.68 0.76 0.68 0.54 0.51

VA 0.63 1
FAM 0.71 0.04 1
KG 0.57 0.27 0.03 1
DRA 0.53 0.00 0.03 0.06 1
ESC 0.68 0.26 0.04 0.21 0.03 1
IP 0.76 0.04 0.00 0.00 0.04 0.01 1
IB 0.68 0.31 0.06 0.34 0.06 0.24 0.00 1
AK 0.54 0.19 0.03 0.16 0.06 0.11 0.00 0.17 1
SI 0.51 0.10 0.37 0.04 0.03 0.21 0.00 0.14 0.06 1

Note: AVE = Average Variance Extracted; VA = Vicarious Achievement; FAM = Family; KG = Knowledge of the Game; DRA = Drama; ESC = Escape; I
= Interest in Player; IB = Interest in Basketball; AK = Acquisition of Knowledge; SI = Social Interaction.

Miranda et al. 5



a strong interest in soccer. Knowledge associated with
sports consumption seems to be an important motive as
well, considering that people support their NBA team to
obtain knowledge related to the game and because of their
pre-existing knowledge. Also, Biscaia, Correia, and
Rosado12 identified that knowledge of the game is an
important motive in basketball consumption. In their
research, men values knowledge of technical-tactical
aspects and game statistics more than women. Finally, the
vicarious achievement is one of the most motives pointed
in the literature when we talk about fan behavior27. This is
important because, even though they don't have the face-
to-face experience of a game, distant fans also have a
sense of personal achievement when the team succeeds.
Regarding the lowest mean, family (M = 2.75; SD = 1.59)
seems does not to be an important reason to consume
NBA games. Actually, Trail, Fink, and Anderson28 have
already identified a family with a low path coefficient loa-
ded in a second-order latent variable motive, which may
indicate that spending time with family members is not
necessarily a motive29.

In general, these motives are presented as important
indicators of strategies that can be used in the promotion
of sports teams. Even though it was not the objective of
this investigation, the information reported here can help
marketing strategies of the teams participating in the bas-
ketball league in Brazil (Novo Basquete Brasil - NBB),
considering the importance of attracting more and more

public to the games30. The fact that the NBB stimulates
the interest of the Brazilian and international market,
including in partnerships with the NBA31, demonstrates
that the teams of NBB can consider the motives discussed
here to increase the consumption of their games also for
fans outside Brazil32.

Regarding the analysis of the causal model, the
results of the present investigation showed that both vicar-
ious achievement (β = 0.55; p < 0.01) and social interac-
tion (β = 0.28; p < 0.01) are motives that positively
influenced the fans' behavioral intentions. The importance
of vicarious achievement in predicting fan behavior rela-
ted to attendance at sports events is widely investigated33-
36. Through the theory of social identity, the vicarious
achievement is understood as the desire on the part of
someone to preserve a positive self-concept through the
success achieved by an object37. It is known that indivi-
duals feel that they can share in the success of someone or
an organization when they feel connected to them38. In the
case of distant fans, the results indicate that this feeling of
accomplishment owing to the sports team they support
influences their behavioral intentions. In the study by Pu
and James6, it was possible to observe that the mean for
this dimension was higher for individuals with a high level
of loyalty when compared to lower levels. All these ele-
ments underscore the importance of marketing campaigns
to value the team's victories through social media, for
instance, so that distant fans maintain this feeling of

Figure 1 - Proposed causal model for the analysis of motives for consuming the NBA on behavioral intentions. Note: ** = p < 0.01.
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accomplishment, thus increasing the possibility of con-
sumption. The vicarious achievement was also an impor-
tant motive in the study of Biscaia, Correia, and Rosado12.
In Portugal, this motive had a positive relationship with
the satisfaction of local fans (β = 0.174; p < 0.01).

In the case of social interaction, this motive is widely
used in the literature on motives for sports con-
sumption9,39,40. Trail and Kim41 also noted that internal
motivators, including social interactions, were positively
related to intentions to attend women's college basketball
games in the United States of America. For the case of
distant fans, the significant influence of this dimension is
noteworthy because it emphasizes that, even though they
are not able to follow the NBA games in the arenas, the
possibility of interacting and meeting new people can
influence the recommendation and consumption of the
competition. This result may be related to the importance
of using social networks as a form of social interaction or
even with the possibility of bringing friends and family
together during games. In a study on the motives of NBA
fans concerning interaction on Facebook, Stavros, Meng,
Westberg, and Farrelly42 observed that one of the four
dimensions that emerged from the study was camaraderie.
This dimension reflects a desire, on the part of fans, to
identify and interact within the online community.
Although the study mentioned above does not refer to
interaction during games, this information highlights the
use of social networks as an opportunity to be in contact
with other fans.

Conclusions
Globalization, together with the development of the

internet, has potentialized the capacity of sports organiza-
tions to expand their operations to markets that were pre-
viously extremely difficult or even unthinkable to reach in
the way they do today. In a scenario where some of these
organizations are considered global brands and thus true
enterprises, establishing a fan base across geographic
boundaries has become a necessity. In the case of the
NBA, which can be considered the most important basket-
ball league in the world, understanding the motives that
make fans geographically far away from this competition
continue to consume products and services related to it is
fundamental. In the Brazilian market, motives such as the
acquisition of knowledge, drama, interest in basketball,
and knowledge of the game were highly valued by Brazi-
lian fans who consume the NBA. Furthermore, the sense
of accomplishment fans feels when their NBA team wins
and the social interaction offered by the games in the com-
petition, however distant, are important factors that influ-
ence behavioral intentions related to the American
League. These results serve as information for the devel-
opment of marketing strategies for teams that want to

expand their activities in the Brazilian market and try to
develop their brand with fans in Brazil.

As in any investigation, some limitations were
observed in this study. First, because the sample was com-
posed in a non-probabilistic way for convenience, the
number of responses obtained, and the characteristics of
the participants do not allow us to generalize the data
throughout Brazil. Another limitation to be considered is
the lack of analysis of the level of identification of fans
with the teams they support. Future studies should collect
this information so that they can, through a moderation
analysis, for example, analyze the extent to which differ-
ent levels of identification with the team can influence the
relationship between motives and behavioral intentions.
The third limitation refers to the lack of information gath-
ered about the fans' past experiences with the teams they
support or even with the NBA in any way. Consumers who
have already watched an NBA game in the arena or had
face-to-face experience with the team or league may rate
the selected motives differently to those who have not had
any face-to-face experience. Therefore, future studies
should consider this information for the analysis of distant
fans. Another study opportunity refers to the analysis of
other sports leagues, in other modalities, in order to com-
pare whether there are differences in the motives for con-
sumption of distant fans when comparing different sports.
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