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Grounded in the uses and gratifications framework and the existing body of research on
mediated sports consumption, we examined young television viewers’ motives for
communicating with others while watching the televised Olympics and their feelings of
social presence and sports channel commitment. To fulfill the goal, we conducted a survey
of Korean college students who engaged in social TV experiences during the 2012 London
Olympic Games. Employing structural equation modeling, each motivational factor of
backchannel communication was used to predict respondents’ social presence and sports
channel commitment. The results showed that information and excitement motives of
social TV positively related to social presence, while convenience and information motives
positively predicted sports channel commitment.

� 2015 Elsevier Ltd. All rights reserved.
1. Introduction

In an exploratory study of viewing motives and behaviors associated with televised sports, Gantz (1981) found that sports
program viewers, while watching, were more interactive with others and involved in the programs than other entertainment
programming. Although the observation was interesting, the viewers’ engagement in communication with others has been
limited to talking or expressing emotional reactions (e.g., yelling in displeasure) in the presence of friends or families who are
co-viewing the event (Gantz, 1981). However, the rapid rise of social networking sites (SNSs) is expanding the user engage-
ment into virtual places where millions of users engage in real-time sharing of their own and others’ opinions and emotional
reactions while watching televised mega-sporting events such as the World Cup or Olympics (Highfield et al., 2013; Shirazi
et al., 2011). This second-screen activity or using SNSs in the TV experience is called social television (TV) (Lim et al., 2015;
Proulx and Shepatin, 2012; Shin, 2013). This social TV phenomenon was best observed during the 2012 Summer Olympics at
an unprecedented scale, which led to great attention from television producers, sponsors, and even from App developers
(Bodhani, 2012; Griffith, 2011; Shirazi et al., 2011). As Highfield et al. (2013) aptly noted, television producers and sponsors
are increasingly interested in ‘‘how such second-screen activity might change television viewing habits’’ (p. 317).

Despite the growing adoption of social TV experiments in the broadcasting industry, little scholarship has been devoted to
understanding the psychological motives and behaviors of social TV users. The current research aims to examine the
backchannel communication motives in the consumption of a televised mega-sporting event—the 2012 Summer
ity Place,
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Olympics. We also note that this conception of social TV is closely connected to the theory of social presence (Shin, 2013; Xu
and Yan, 2011). Kim and Biocca (1997) discussed that the sense of presence in the mediated environment would explain
television audiences’ interactions with other viewers. The engagement and interactions of the public with televised live
events is exciting news to both broadcasters and sponsors. It is believed that social TV experience ultimately enhances
viewers’ feelings of social presence (Hassoun, 2012; Hutchins, 2010; Lim et al., 2015) and their commitment to the
broadcasting brand or the sports channel (Hechelmann, 2012; Lim et al., 2015; Proulx and Shepatin, 2012). This current
study aims to explore this uncharted territory by studying backchannel communication motives during the televised
Olympic Games and by studying how these motives are related to viewers’ feelings of social presence and their sports
channel commitment.
2. Literature review

2.1. Social TV

Over the past decade, the consumption of television sports programming has considerably evolved as sports fans can con-
sume sports in many different ways (Dwyer and Kim, 2011; Ha et al., 2013; Mahan, 2011). Particularly, the advancement of
social networking technologies has altered the viewing experience of some sports fans, allowing them to interact with other
fans in real time through social networking sites (SNSs) while watching a televised mega-sporting event such as Olympics
(Ha et al., 2013). Social TV in this study is defined as real-time backchannel communication on social networking sites (SNSs)
during a live television broadcast (Lim et al., 2015). This real-time user engagement with television programs has been
increasingly altering the way that broadcasters engage the audience in their programming. Today, most popular live shows
on television incorporate selected tweets back into the shows to engage their audience with their programs (Harrington
et al., 2012). Professionals in sports fields clearly recognize the importance of social TV phenomena of mega-sporting events
such as the Olympics, and they invest in technologies and systems that enable people to engage with the sport during pro-
gramming (Bodhani, 2012).

A question emerges: what motivates the viewers to use SNSs during live televised events, especially live televised sports
events? While a few researchers (Hassoun, 2012; Hutchins, 2010) have described the recent trend of sports television view-
ers’ communicating with others through SNSs, no published research to date has examined the engagement motives for
social TV during the live televised sports events. Since social TV is a byproduct of convergence of television and SNSs
(Proulx and Shepatin, 2012), we assume that motives for social TV can be sought by integrating uses and gratifications
(U&G) research on television sports programming and SNSs.
2.2. A uses and gratifications (U&G) approach to social TV

While the conception of the active audience has long been discussed ever since Katz et al. (1973) changed the paradigm of
audience research, today’s audiences actively consume even more media than ever before. Newer generations of media con-
sumers are continuously updating their activity as they send and receive information synchronously via SNS or instant mes-
saging (IM) on their mobile devices (Ha et al., 2015). In this ambient media environment, there is a need to explore the
instrumental use of SNSs for communicating and interacting with others while watching a live event on television such
as televised Olympics or the World Cup. To determine what motivates the use of SNS among viewers of live televised events,
especially among those viewers of live sports events, it is essential to integrate the traditional motives of televised sports
with the newer motives of backchannel communication during the televised sporting events.

Several studies have examined the motives for watching sports on television and revealed a few common motives for
sports television viewing (Gantz, 1981; Raney, 2006) such as information-seeking, entertainment/excitement-seeking, and
social motives. Along with traditional viewing motives for sports television, we note that a convenience motive (Hicks
et al., 2012; Kim et al., 2011; Whiting, 2013) is increasingly meaningful in explaining the social TV of live sports on television.
First, television sports viewers want to learn about players, teams and games by watching the sports on television (Gantz,
1981; Raney, 2006). Users of SNSs are reported to have higher information seeking motives (Ha et al., 2015). Researchers
who studied the impact of Internet technology on learning motives found that users on SNSs have a detail-oriented and spe-
cialized information-seeking motive in their use of technology. Second, researchers have identified enjoyment as one of the
most important motives for using television (Ferguson and Perse, 2000) and social networking sites (Chung and Koo,
2015; Lin and Lu, 2011; Park et al., 2009). Slightly related but probably more important motives—that is, excitement
motives—were also identified (Gantz, 1981; Raney, 2006; Westmyer et al., 1998). When the favored team wins or there is
a great performance or moment during the sport event, viewers experience excitement and emotional satisfaction. Gantz
(1981) states that this excitement factor or ‘‘thrill in victory’’ is the most important motive for televised sports viewing.
Therefore, excitement motives are a more appropriate label to indicate sports fans’ engagement motives for social TV during
a mega-sporting event, although there is a more encompassing term such as hedonic motives or pleasure motives
(Westmyer et al., 1998).

Finally, new media scholars have identified a unique motive that better explains the young generation’s reliance on the
Internet and social media. Generally, younger people these days show different motives and behavioral patterns in using a
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second screen. Unlike motives for traditional media use, users of social media tend to believe that they are more effective and
efficient in getting relevant information through social media as well as search engines. This motive for seeking convenience
was identified in Internet (Ko et al., 2005; Papacharissi and Rubin, 2000) and social media/SNSs (Hicks et al., 2012; Kim et al.,
2011; Whiting, 2013) research. This convenience motive explains individuals’ reasons for using SNSs while watching televi-
sion to seek further information faster and efficiently. Ease of access and timeliness of the game-related information are
related to this convenience motive (Kim et al., 2011). Some items (e.g., time-saving in sharing information) used in Parra-
López et al.’s (2011) research also give some insight for identifying convenience motives in using social media.
2.3. Social presence theory

Viewers of social television feel as if they are together while they are interacting with other people on a second screen
(Nicovich et al., 2005). As a result, users in SNSs enjoy the ‘‘communal experience of group viewing without being physically
together’’ (Wohn and Na, 2011, p. 2). Such experience can be best explained by the feelings of social presence. Social pres-
ence is defined as ‘‘the feeling that other actors are jointly involved in communicative interaction’’ (Short et al., 1976, p. 65).

The theory of social presence emerges to explain the phenomenal state in which users of technologies feel the co-
presence of others who are not physically present in the same place (Biocca et al., 2003). To feel mediated social presence,
one needs to sense that other beings coexist and react to oneself (Lee, 2004). Researchers in HCI and CMC (Biocca et al., 2003;
Biocca et al., 2001) conceptualized social presence as having three underlying dimensions: co-presence, psychological
involvement, and behavioral engagement. While the first two dimensions are largely related to a phenomenal state
(Biocca and Harms, 2002), the behavioral engagement involves reacting and responding to others’ reactions (Biocca et al.,
2003). The awareness of co-presence of others is a necessary but not a sufficient condition to feel the sense of social presence
(Biocca et al., 2001; Lee, 2004), since social presence requires viewers to engage in both one-way and two-way communica-
tion situations (Lee, 2004). Psychological involvement was measured by asking ‘‘whether the other is perceived to be
involved, interested or emotional about the conversation’’ (Biocca et al., 2001, p. 59). Behavioral engagement concerns
how much users of technology perceive their own actions as being interdependent with others in a virtual environment
(Biocca et al., 2003; Lee and Nass, 2005).

Kim and Biocca (1997) asserted that social presence is an important concept to understand social motives of media use.
One emerging question is whether the participants of social television really feel the social presence in the virtual living
room. If they feel the social presence while engaging in the communication and social interaction with others through
SNSs, what motives of such social TV behavior predict feelings of social presence the most? Previous studies provide some
data and observations that are needed to answer the question.

Social TV gets viewers more engaged not just with television programming but also with geographically dispersed others.
This induces a sense of being with others, which ultimately enhances television viewing experiences (Griffith, 2011; Proulx
and Shepatin, 2012). The primary motive for television viewers and/or sports fans to engage in social TV is to get the latest
sports-related information. The latest technologies used for backchannel communication allow users to have an enhanced
interactivity experience by transmitting a potential bandwagon cue such as hashtags and nonverbal cues such as emoticons,
which is believed to contribute to the social presence of a medium (Garramone et al., 1986; Kim and Shyam Sundar, 2014;
Short et al., 1976). Previous literature (Flaherty et al., 1998; Garramone et al., 1986; Short et al., 1976) suggested the condi-
tions in which the sense of social presence could increase both in face-to-face and Internet-based communication. The litera-
ture implied that the real-time access to needed information and immediate feedback from other individuals induced greater
sense of social presence. In other words, engaging in conversations online for the purpose of seeking information from an
information-rich platform should generate greater sense of social presence since information richness is a precursor of social
presence (Cyr et al., 2007; Fulk et al., 1987). Social TV during sports viewing is also gaining popularity among sports fans
because of the utility or convenience of obtaining more in-depth information faster and efficiently. In particular, social appli-
cations (apps) for smartphones and tablets enable social TV users to get ‘‘immediate access to convenient, self-tailored con-
tent’’ (Gantz and Lewis, 2014, p. 4). The perceived utilitarian performance or convenience factor is one of the main drives that
attract television viewers to use their second screen while viewing televised sports games (Shin, 2013). Consequently, it can
be predicted that both information and convenience motives to engage in social TV can stimulate user interactivity and
enhance the feelings of social presence by fulfilling the user’s desire to find relevant information fast and in an easy fashion.

Therefore, we proposed the following hypotheses.
H1: the higher the information motives for social TV, the greater is the perceived social presence.
H2: the higher the convenience motives for social TV, the greater is the perceived social presence.
Social TV also allows sports viewers to maximize the feeling of social connection, which is regarded as the primary motive

for sports spectatorship (Xu and Yan, 2011). It also expands the boundary of social connectedness from the living room to
geographically distant other viewers across the nation and around the world. In the virtual presence of other fans, social tel-
evision viewers’ seeking for social relatedness and pursuing excitement motives drives them to feel excitement, which in
turn could lead to viewers’ channel loyalty. Mäntymäki and Riemer (2014) have suggested that hedonic motives for using
social networking sites drive individuals to increase their engagement based on the sense of other friends online.

Thus we posited the following hypothesis.
H3: the higher the excitement motives for social TV, the greater is the perceived social presence.
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2.4. Backchannel communication motives in predicting sports channel commitment

Sports channel commitment is a big issue to professional broadcasters who try to build long-lasting relationships with
their audience (Kim et al., 2013). It is generally assumed that affectively committed members of the audience experience
a sense of attachment and belongingness to the sport channel and thus they are more likely to view the same channel across
different Olympic Games. Channel commitment is important because it is the precursor to viewer loyalty (Lim et al., 2015).
Consider the situation facing three major television networks. Unlike the exclusive rights of a particular television channel to
broadcast summer Olympics in the United States, in Korea, three major network television channels share broadcast rights
for top international sporting events such as the Olympics. Therefore, three major television networks in South Korea must
often battle to grab more viewers and win in the ratings. This battle over television ratings motivates each major broadcast-
ing company to build a stable audience base with more committed viewers.

Television networks are also interested in whether viewers’ second screen activities for social TV are a barrier to viewer
commitment to their sports channel. In seeking the answer to such a question, television producers found an interesting phe-
nomenon: viewers’ backchannel communication during the live television shows eventually increased the television view-
ership, which was followed by a more committed audience that was eager to discuss television programming on social
networking sites. Such a phenomenon was repeatedly observed in televised live shows that featured young celebrities of
the Korean Wave, or Hallyu. It was also the case for major networks’ annual award shows for music stars as well as
Korean film stars.

The goal of the current study is two-folds: we examine (1) what kinds of viewer engagement motives for backchannel
communication during the live television show made the audience more committed to the television channel; (2) whether
the feelings of perceived social presence mediated the effects of engagement motives on channel commitment.

Previous research provided some data and evidence that are needed to answer the question. In general, research has sug-
gested that information motives and utilitarian motives in terms of convenience are good predictors of consumer commit-
ment to a brand or an organization (Nee, 2013). Equally important is, however, the role of hedonic motives of engagement for
social TV. Viewers who want to gratify their needs for enjoyment and excitement are more willing to engage in social com-
munication with other viewers (Williams et al., 2011). The more they feel excited and thrilled by such interactions, the more
positive the affect they will have for the broadcasting channel they are watching. Therefore, it was assumed that the hedonic
motives of sports viewing have a positive impact on channel commitment (Kim et al., 2013).

Since channel loyalty cannot exist without establishing channel commitment, we examined what aspects of viewers’
social TV engagement made them committed to a network television channel. Understanding the engagement motives
for social TV is important because those motives guide the viewers to exhibit different types and levels of social TV engage-
ment, which helps broadcasters to develop the most adaptable content and programming based on the need and grati-
fication that their audience is seeking.

Following literature on affective commitment (Konovsky and Cropanzano, 1991; Lövblad et al., 2012) and engagement
motives for social TV (Kim et al., 2013; Nee, 2013), we defined sports channel commitment as ‘‘a sense of positive regard
for and attachment to a sports channel’’ (Konovsky and Cropanzano, 1991, p. 699), and proposed the following hypothesis:

H4: the higher the information motives for social TV, the greater is the sports channel commitment.
H5: the higher the convenience motives for social TV, the greater is the sports channel commitment.
H6: the higher the excitement motives for social TV, the greater is the sports channel commitment.
Today, most Korean sports television programs display onscreen hashtags to encourage sports fan engagement with a

televised mega-sporting event. The widespread adoption of such trendy words and Twitter hashtags from television net-
works demonstrates how much interest broadcasters have in viewers’ backchannel communication and why they make
endeavors to take advantage of such viewer engagement. Many technological features that television sports channels offer
are designed to enhance viewer engagement as well as the audience’s viewing experience. Ultimately, these newer social
media technologies that broadcasters are adopting are expected to improve the viewers’ feelings of social presence or their
sense of being at the stadium. Researchers of social web (Dabbish et al., 2012; Farzan et al., 2011) demonstrated that
increased social presence feelings tend to increase the channel or website commitment. Thus we posit the following
hypothesis.

H7. The greater the perceived social presence, the greater is the sports channel commitment.
3. Method

3.1. Data gathering

The population of the study was Korean college students who had social TV experiences during the 2012 Summer
Olympics in London. The 2012 London Olympics were recorded as the first Social Media Olympics (Bodhani, 2012) or the
‘‘Socialympics’’ (Pfanner, 2012). We purposefully selected college students who were more active with social TV than other
viewers in older age groups. To check the reliability of measures, a pilot study with 120 Korean college students was con-
ducted from October 10 to October 14, 2012. Several measures were taken to increase reliability of the measures obtained
from the pilot study. A main survey was conducted among the viewers who had social TV experiences during the 2012
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London Olympic Games. A total of 560 undergraduate and graduate students of five large private universities in Seoul par-
ticipated in the survey after the Olympic Games. Participants were composed of 284 males and 276 females, and their aver-
age age was 23.5 years old (SD = 3.048, range = 18–38). As for frequently used SNS services (in multiple responses), about 96
percent of respondents used the KakaoTalk/KakaoStory (96.3%), the most popular SNS service in South Korea these days, fol-
lowed by Facebook (72.1%) and microblogs such as Twitter and Me2Day (4.3%).

3.2. Measures

All major constructs were developed based on extensive literature review in the related fields. Those major constructs
include social TV engagement motives for live televised sporting events, social presence, and commitment to a channel.
Based on the review in the previous section, we assumed that backchannel communication motives for live televised sport-
ing events could be identified in three dimensions: information seeking, excitement, and convenience. Four items (see
Table 1 for wordings) were adapted from inventories of both traditional (Papacharissi and Rubin, 2000; Rubin, 1981) and
sports-related (Raney, 2006) media consumption with regard to the excitement motives All those motive items were
assessed on a 5-point Likert-type scale anchored by ‘‘not agree at all’’ (1) to ‘‘entirely agree’’ (5).

The social presence measure was based on Biocca and his colleagues conceptual and operational definition (Biocca et al.,
2003; Nowak and Biocca, 2003), and thus was composed of four items that were related to perceived salience of other social
TV users. These four items reflect the sense of co-presence (e.g., I feel like many people were watching at the same time)
(Biocca et al., 2003; Biocca et al., 2001; Lee, 2004; Lee and Nass, 2003), psychological involvement or immediacy (e.g., I feel
like I was watching the game with friends) (Kim and Biocca, 1997), and the behavioral engagement (e.g., I feel like I was
physically communicating with others) that one felt in relation to the social presence of others during the social TV experi-
ence. The four statements are asked on a Likert-type scale anchored by ‘‘strongly disagree’’ (1) to ‘‘strongly agree’’ (5).

Measures of commitment to a specific television channel were not found in the published works in broadcasting related
journals. Therefore, measures of commitment toward the sports television channel were created based on the items measur-
ing commitment toward the other related electronic channels such as mobile channels (Pihlström, 2007) or cable news chan-
nels (Penn, 2011; Pihlström, 2007). Items for channel commitment were composed of 4 questions on a 5-point Likert-type
scale: ‘‘I am emotionally attached to the current sports channel,’’ ‘‘I am emotionally connected to the current sports channel,’’
‘‘I feel a strong sense of belonging to the current sports channel,’’ and ‘‘I feel I am emotionally committed to the current
sports channel.’’ A summative index was created based on those 4 items (M = 2.75, SD=.82, Cronbach’s alpha = .89).
4. Results

4.1. EFA and a CFA of backchannel communication motives for televised Olympic Games

On the basis of previous literature on sports communication and the uses and gratification framework, we drew items
that measured three categories of viewer engagement motives for social TV while watching the televised 2012 London
Olympic Games. We assumed that these items would be loaded on three distinct sets of social TV motives—information, con-
venience, and excitement.
Table 1
Factor loadings of backchannel communication motives during the televised 2012 London Olympic Games (N = 560).

I use social networking sites (SNSs) while watching Olympics on TV because. . . M SD Factor
1

Factor
2

Factor
3

EXCI1: I enjoy reading the reactions of other viewers, which peps me up 3.59 .84 .76* .38 .37
EXCI2: I enjoy using social networking sites (SNSs) while watching the Olympics on TV 3.86 .77 .89* .38 .34
EXCI3: it is exciting to interact with others on SNSs while watching televised Olympics 3.82 .82 .90* .34 .33
EXCI4: it is fun to interact with others on SNSs while watching televised Olympics 3.77 .79 .87* .35 .35
CONV1: SNSs allow me to find what I want to know with less effort 3.34 .98 .32 .75* .36
CONV2: using SNSs is the most effective way to receive answers for game-related questions 3.37 .97 .28 .76* .40
CONV3: it is easy to receive game-related information through SNSs 3.50 .95 .30 .77* .46
CONV4: SNSs enable me to stay up-to-date with game-related info 3.32 .96 .28 .70* .46
CONV5: transmitting and sharing game-related information is fast and expedient with SNSs 3.73 1.01 .30 .55* .44
CONV6: sharing game-related information on SNSs saves me a lot of time 3.48 .93 .32 .66* .49
INFO1: SNSs help me to obtain more knowledge about the sports games 3.50 .90 .36 .45 .84*

INFO2: social networking sites (SNSs) provide useful information about athletes and their performances
in sports games

3.49 .87 .33 .47 .83*

INFO3: SNSs increase my understanding of the televised sport 3.41 .89 .33 .46 .77*

INFO4: SNSs help me to receive specific information about a situation while watching the game 3.18 .97 .29 .47 .72*

Eigenvalue 6.00 2.15 1.45

Note: factor 1: excitement Motives, factor 2: convenience motives, factor 3: information Motives. An exploratory factor analysis (EFA) was conducted using
Mplus version 7 (Muthén and Muthén, 1998–2012). Extraction method: maximum likelihood (ML); Rotation method: geomin.

* p < .05
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A priori assumption about the tripartite engagement motives of social TV had to be tested to test the hypotheses that are
based on those motives. To do this, we employed a confirmatory factor analysis (CFA) preceded by an exploratory factor
analysis (EFA). The estimates of the factor structure and parameter estimates in the EFA were obtained using maximum like-
lihood (ML) estimation with Geomin rotation using Mplus version 7 (Muthén and Muthén, 1998–2012). As assumed, the
results of the EFA revealed three backchannel communication motives that we labeled as convenience, excitement, and
information. Each factor had an eigenvalue of greater than 1 (convenience, 6.0; excitement, 2.15; information, 1.45),
accounting for 68.6% of the total variance. Among six items loaded on the convenience factor, speediness of information-
sharing received relatively higher agreement (M = 3.73, SD = 1.01) on a 5-point Likert type scale than any other items (see
Table 1 for factor loadings for measured items).
4.2. Results of the measurement model

Following the two-stage approach of model validation (Anderson and Gerbing, 1988), we assessed the measurement
validity of each construct appearing in the structural model through a confirmatory factor analysis (CFA) using Mplus version
7 (Muthén and Muthén, 1998–2012) prior to estimating and testing the hypothesized structural model. An analysis of the fit
indices of the measurement model yielded high fit indices, confirming that the proposed model is highly appropriate for ana-
lyzing the data. The ratio of the v2 to the degrees of freedom (v2/df = 1.70) and the goodness-of-fit indices (SRMR = .04,
RMSEA = .04, CFI = .98, TLI = .98) were within the recommended cutoff ranges (SRMR 6 .10, RMSEA 6 .08, CFI P .90, and
TLI P .90) by Hu and Bentler (1999).

The measurement model was also tested to check the validity for items representing each latent construct (Fornell and
Larcker, 1981). Table 2 presents the measurement model results, including items of key concepts, standardized factor load-
ings and average variance extracted (AVE). We first assessed the convergent validity by checking whether the path coeffi-
cients from latent constructs to their corresponding indicators were statistically significant. All items loaded significantly
(p < .001) on their corresponding latent construct. The AVE showed a range from .50 to .74, which exceeded the
Table 2
Testing the measurement model: a confirmatory factor analysis (CFA).

Factor and items CFA item
loadinga

S.E. t CRb AVE

Information motives (M =3.39, SD =.77, a =. 87)
INFO1: SNSs help me to obtain more knowledge about the sports games .77 .03 29.87*** .88 .64
INFO2: social networking sites (SNSs) provide useful information about athletes and their

performances in sports games
.82 .02 43.07***

INFO3: SNSs increase my understanding of the televised sport. .84 .02 46.66***

INFO4: SNSs help me to receive specific information about a situation while watching the game .76 .02 34.11***

Convenience motives (M 3.46, SD .73, a .85)
CONV1: SNSs allow me to find what I want to know with less effort .65 .03 21.91*** .85 .50
CONV2: using SNSs is the most effective way to receive answers for game-related questions .66 .03 22.97***

CONV3: it is easy to receive game-related information through SNSs .79 .02 36.02***

CONV4: SNSs enable me to stay up-to-date with game-related info .75 .02 31.87***

CONV5: transmitting and sharing game-related information is fast and expedient with SNSs .68 .03 19.74***

CONV6: sharing game-related information on SNSs saves me a lot of time .69 .03 24.91***

Excitement motives (M =3.76, SD =.72, a . 91)
EXCI1: I enjoy reading the reactions of other viewers, which peps me up .77 .02 39.48*** .92 .74
EXCI2: I enjoy using social networking sites (SNSs) while watching the Olympics on TV .89 .01 77.11***

EXCI3: it is exciting to interact with others on SNSs while watching televised Olympics .89 .01 78.00***

EXCI4: It is fun to interact with others on SNSs while watching televised Olympics .87 .01 68.80***

Social presence (M = 2.96, SD = .90, a = . 91)
SP1: I feel like I was physically communicating with others .86 .02 53.46*** .91 .71
SP2: I feel like I was watching the game with friends .88 .02 57.15***

SP3: I feel like many people were watching at the same time .83 .02 39.43***

SP4: I feel like I was rooting for my country’s team along with many others .80 .02 41.13***

Commitment (M =2.74, SD =.82, a . 89)
COMT1: I am emotionally attached to the current sports channel .83 .03 23.95*** .88 .65
COMT2: I am emotionally connected to the current sports channel .88 .04 25.39***

COMT3: I feel a strong sense of belonging to the current sports channel .79 .04 21.21***

COMT4: I feel I am emotionally committed to the current sports channel .72 .04 19.62***

Note: All items were measured on a 7-point Likert scale ranging from 1 (strongly disagree) to 7 (strongly agree).
INFO = information motives, CONV = convenience motives, EXCI = excitement motives, SP = social presence, COMT = commitment to the sports channel.
v2/df = 1.70, CFI = .98, TLI = .98, SRMR = .04, RMSEA = .04.
*** p < .001.

a Standardized estimates.
b Composite reliability = (R std. loadings)2/(R std. loading)2 + R measurement error.

gracieshuman
Highlight
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recommended .50 threshold. These results showed the evidence of convergent validity (Anderson and Gerbing, 1988;
Bagozzi and Yi, 1988). In conclusion, the measurement model of this research showed satisfactory reliability and convergent
validity.
4.3. Discriminant validity

Following Fornell and Larcker’s (1981) suggestion, discriminant validity was assessed by demonstrating that the squared
correlation between one latent construct and the other is lower than the AVE for each variable. The average variance
extracted of each latent construct reported in Table 2 was lower than the square correlations between the corresponding
variable and any other variables. Thus, it was confirmed that the constructs in the measurement model are different from
one another, indicating that all constructs carry sufficient discriminant validity.
4.4. Results of hypothesis testing

Structural equation modeling (SEM) was conducted using Mplus version 7 (Muthén and Muthén, 1998–2012) to test the
research hypotheses. Table 3 displays the results. The overall fit of the structural model to the data was highly acceptable
(v2/df = 1.95, CFI = .98, TLI = .97, SRMR = .05, RMSEA = .04).

We proposed three hypotheses regarding the relationships between each dimension of social TV motives and social pres-
ence. The results from the SEM showed that information motives are positively correlated with social presence (b = .39,
t = 6.71, p < .001). In other words, the higher the information motives for social TV, the greater is perceived social presence.
Thus, H1 was supported. However, convenience motives for social TV did not yield a statistically significant result in predict-
ing social presence. Therefore, H2 was not supported. The excitement motives are also positively correlated with social pres-
ence (b = .18, t = 3.78, p < .001), which corroborated H3.

In testing H4 to H6, we examined how each dimension of social TV motives related to sports channel commitment. In H4,
we predicted that the higher the information motives for social TV, the greater would be the sports channel commitment. As
predicted, information motives for social TV have a positive impact on the channel commitment (b = .20, t = 2.83, p < .01).
Therefore, H4 was supported. In H5, we predicted that the higher the convenience motives for social TV, the greater would
be the sports channel commitment. The data yielded a positive standardized coefficient for the structural relation (b = .13,
t = 1.97, p < .05), which supported H5. However, we did not find a significant standardized coefficient from excitement
motives to sports channel commitment. Thus, H6 was not supported.

In the SEM, the endogenous variable of sports channel commitment was also regressed on social presence. As a result, we
found that social presence had a positive correlation with channel commitment (b = .17, t = 3.10, p < .01), which supported
H7.

Overall, the structural equation model predicted approximately 24% of the observed variance for social presence and
13.7% of variance for channel commitment.
Table 3
Results of hypothesis testing: a structural equation model (SEM).

Paths Std. loadings S.E. t Hypothesis supported

INFO ? SP (H1) .39 .06 6.71*** H1 supported
CONV ? SP (H2) �.01 .06 �.22 H2 not supported
EXCI ? SP (H3) .18 .05 3.78*** H3 supported
INFO ? COMT (H4) .20 .07 2.83** H4 supported
CONV ? COMT (H5) .13 .07 1.97* H5 supported
EXCI ? COMT (H6) �.07 .05 �1.35 H6 not supported
SP ? COMT (H7) .17 .06 3.10** H7 supported

Mediation analysis Std. loadings S.E. t
INFO to COMT
INFO ? SP ? COMT .067 .03 2.28*

EXCI to COMT
EENG ? SP ? COMT .003 .02 1.89
CONV to COMT
CONV ? SP ? COMT �.00 .01 �.18

Notes: INFO = information motives, CONV = convenience motives, EXCI = excitement motives, SP = social presence, COMT = commitment to the sports
channel. Both SEM and mediation analysis were conducted using Mplus version 7 (Muthén and Muthén, 1998–2012). v2/df = 1.95, CFI = .98, TLI = .97,
SRMR = .05, RMSEA = .04.

* p < .05.
** p < .01.

*** p < .001.
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4.5. Post-hoc mediation analysis

A formal test of indirect effects using a bootstrap procedure (N = 1000 samples) was conducted to examine the mediation
effects in the SEM (see Table 3). Results revealed a significant indirect effect in the path from information motives of social
TV to sports channel commitment (b = .07, p < .05). However, the indirect effect of information motives on sports channel
commitment was relatively weak compared to the direct effect of the exogenous variable on the endogenous variable of
channel commitment. The mediation analysis did not yield any significant mediation paths from both excitement motives
and convenience motives to channel commitment.
5. Discussion

The current study examined the impact of social media engagement motives on social presence and channel commit-
ment. Drawn from measurement inventories of uses and gratification (U&G) research associated with both television sports
and SNSs, we identified three engagement motives for social TV during a mega-sporting event. They were convenience,
excitement, and information motives. Basically, these three motives resonate with traditional needs for sharing, feeling,
and belonging among viewers of televised sports game (Gantz, 1981). A series of hypotheses were proposed to examine
the relationships between each engagement motive and social presence and sports channel commitment.

It was pointed out from previous research on sports television consumptions that the excitement motives are the most
important needs for sports television viewing. This was the case for social TV motives during the televised mega-sporting
event.

A close look at the results revealed that the mean scores loaded on the excitement factor were higher than those loaded on
other motivational factors except for one item loaded on convenience motives. These findings imply that most important
sports-related media consumption motives are paralleled between online and offline mode. Consistent with findings from pre-
vious research on U&G of Internet and SNSs, the convenience factor was identified as an important engagement motive for
social TV. The convenience factor was also mentioned in an industry report (DMC Media, 2012) as the most important reason
that SNS users involved commutation and social interaction with other users of SNS users during the London Olympics.

Another goal of the current study was to examine how the different backchannel communication motives were related to
social presence. In an earlier study, Ferguson and Perse (2000) raised somewhat doubtful conjecture regarding the future of
the Internet medium in inducing the feelings of social presence by stating ‘‘because video on the Web is still primitive, the
WWW may not offer a good deal of social presence, or sense of a person behind the text and graphic messages’’ (p. 170). The
newer Internet technologies, however, have enabled Internet and mobile phone users to experience the feelings of social
presence or sense of other people behind the text and graphic messages. Our data show that SNS users sense other users
behind the text messages on their second screen.

To test proposed hypotheses, we took a structural equation modeling approach where different types of social motives
were regressed on the endogenous variable of channel commitment mediated by social presence. Results demonstrated that
information and excitement motives were positively correlated with social presence. These findings are aligned with pre-
vious research on the relationship between cognitive load and social presence (Homer et al., 2008). People who have infor-
mation-seeking motives are more engaged in social TV behavior. As users of social TV are more engaged, so is their cognitive
load in the social TV environment, which in turn results in greater sense of social presence. Individuals with information-
seeking motives for social TV are more engaged in selective attention to the timeline of social TV. Presence scholars
(Witmer and Singer, 1998) already reported that selective attention is a necessary condition to generate a sense of social
presence. In contrast, individuals who have convenience motives are cognitive misers and they may use SNSs for maximizing
information utility. The finding that excitement motives are positively correlated with social presence is interesting. When
viewers participate in social TV to cheer with others, they will more easily feel the sense of social presence due to the simi-
larity-attraction rule—people are intrinsically attracted to others who share some similarities with themselves (Lee and Nass,
2005). We believe that there is a need to replicate this result in a future study.

The last goal of the present study was to examine the relationships between backchannel communication motives and
sports channel commitment. Professionals in broadcasting and the advertising industry agree that this social TV phe-
nomenon is a game-changing trend that has already started to change audience activity during television viewing. Will
engaged viewers through social TV experiences be more likely to commit to the channel? This is an important issue to broad-
casters since channel commitment is usually considered the precedent for positive outcomes of television programming.
Results demonstrated that channel commitment was positively correlated with information and convenience motives.
These findings imply that sports channel commitment can develop when SNS users have information utility rather than
entertainment utility.
5.1. Limitations and suggestions for future research

Like common limitations of other U&G studies, the motive measures for social TV in this study may not be exhaustive. We
did not consider any items that do not resonate with the active and participatory needs for using SNSs while watching
Olympics. For example, we did not include motive items related to ‘‘pass time’’ that have been integral to traditional U&G
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studies (e.g., Gantz, 1981), but that have often been reported as the least significant reason for using the Internet (Kippax and
Murray, 1980; LaRose and Eastin, 2004; Palmgreen and Rayburn, 1979; Papacharissi and Rubin, 2000).

We also call for a need to develop what might be called ‘‘engaging motives.’’ Some users of social TV have a strong desire
to engage with their favorite players or teams. As more sports athletes use social media, fans may want to directly communi-
cate with sports stars. Other sports fans may use social TV to engage with sports channels because producers of sports tele-
vision these days show selected social media posts to get more viewers engaged in the television channel.

Another limitation is that the results of this study may be limited to Korean college students’ experiences and motives.
Past research revealed that motives for SNS use among Korean college students are connected more to the desire to
strengthen existing social relationships, which differed from counterparts in the United States who place more emphasis
on seeking entertainment (Kim et al., 2011). This limitation can open a door for future research that may examine the dif-
ferent U&G of social TV among college students of different cultures.

While we conducted a survey only of those who have had social TV experiences, the results from a retrospective self-re-
port could be slightly different from those examined in a live streaming situation.

As for future research, we have several suggestions. First, a similar study can be conducted to examine users’ backchannel
communication motives during other live televised events. Second, future research may examine the effects of the different
types of social networks (e.g., friends vs. strangers) on social presence. This investigation can be done by both survey and
experimental studies. We believe that backchannel communication motives and feelings of social presence can be affected
by the network structure of friendship, fandom, or gender.

Third, future research may also find the link between different backchannel communication motives and the evaluation of
information utility. The concept of information utility was used in a previous social TV study (Shin, 2013). With the increas-
ing reliance on SNSs for information seeking and sharing during the Olympics viewing, future research is required to com-
pare satisfaction levels with information acquired from television and SNSs in various criteria such as accuracy, promptness,
diversity, interactivity, credibility, interest, vividness, etc.

Another suggestion for future research is related to social presence. Past research suggested that social presence would
affect other social TV outcomes such as affinity and satisfaction with the media (Griffith, 2011; Hassoun, 2012). While we did
not examine such linkage, future research may investigate whether social presence mediates the relationship between
backchannel communication motives and channel commitment or intent to switch channels.

5.2. Conclusion

Social TV is a game-changing media consumption behavior. Both consumer electronic companies and application devel-
opers are competing to advance technologies that support viewers’ communication and social interaction while watching
television (Shin, 2013; Shirazi et al., 2011; Tuomi, 2012). As previously mentioned, television producers and sponsors of
sports channels have found the importance of capturing the audience’s attention while nurturing television viewers’ engage-
ment with the media and other people.

While the focus of the current study was to explore the backchannel communication motives of televised mega-sporting
events, we expect to see more studies in the future on the applications of social TV on other televised live events such as
presidential debates, award programming, and live audition programs.
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