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Abstract
Depletion, Pride and Identification: Psychological Pathways to Student Engagement in
Canadian University Sport

Tristan Mancini

Long trailing their American counterparts, Canadian university sports (USport) have
experienced rapid growth in recent years, with new broadcasting deals generating national
buzz. Of particular interest to sport managers is student engagement, which plays a key role
not only in financial success but also in fostering long-term loyalty. However, research on
behavioural intentions in sports has largely focused on prestigious, well-established teams
and leagues. This trend extends to university athletics, where the NCAA continues to
dominate scholarly attention. As a result, niche markets like Canadian university sports
remain underexplored. Additionally, the concept of ego depletion has yet to be examined in
relation to behavioural intentions in sports. Similarly, research on vicarious pride, a
secondary emotion rooted in collective achievement, is underexplored in comparison to
emotions such as happiness or sadness. In light of the rising popularity of USport, this study
investigates the effects of ego depletion and vicarious pride, as well as the mediating role of
team identification, on university students’ behavioural intentions (information search, word-
of-mouth communication, ticket purchase intention, social media engagement and,
engagement in promotional content). An experimental research design was employed, using
two online questionnaires to collect data. The results indicated no significant effect of ego
depletion, or vicarious pride, on any of the behavioural intention measures. Additionally,
team identification did not mediate the relationship between vicarious pride and behavioural
intentions. As the first study to examine these variables within the context of Canadian
university sports, this research adds to the limited body of literature in this area and offers

several directions for future study.
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Introduction

Sport has long been woven into the fabric of society. Originally the domain of the
elite, it has grown into a universal practice, watched or played by people from all walks of
life (Kidd, 1996). While research has extensively examined the behavioural intentions of fans
such as ticket purchasing, promotional engagement, and word-of-mouth communication,
these studies have primarily focused on professional leagues and American college athletics.
This leaves a significant research gap in our understanding of the psychological factors
driving these behaviours within the context of niche markets such as Canadian university
sports. Governed by U SPORTS, Canadian university sport includes 56 member institutions,
21 national championships, and over 15,500 student-athletes. Although visibility has
increased through partnerships with CBC, TVA Sports, and digital platforms (U SPORTS,
2024), it still lacks the popularity and resources of U.S. college athletics (Danylchuk &
MacLean, 2001; Greiger, 2013). As such, it cannot be understood through the same lens as
larger, more commercialized markets.

Building on this gap, my thesis investigates how psychological factors influence
behavioural intentions related to university sport in Canada. The primary goal of my research
is to examine the effects of two under researched concepts on students’ behavioural
intentions toward university sports. The first concept is ego depletion, the idea that exerting
self-control at “time A” will reduce the ability to exert it at “time B” (examined in Study 1).
The second concept is vicarious pride, the feeling of pride for others achievement through
collective identity (examined in Study 2). The second goal of my research is to understand
why these effects occur by exploring the underlying mechanism, specifically the role that
team identification, or the degree to which an individual identifies with a team, may play. By
addressing these goals, my thesis aims to contribute to a deeper understanding of the unique

dynamics shaping Canadian university sports and smaller markets in general.

Theoretical Background

Drivers of Behaviours in Large Market Sports

Over the past two decades, both sport management scholars and sports economists
have placed significant attention on understanding what drives people to attend professional
live sporting events. As the stakes in the sports industry have grown financially, socially, and

culturally, so too has the importance of stadium attendance as a key metric of success. A



growing body of literature has identified a wide array of tangible and intangible factors that
influence sport attendance. Tangible factors include stadium cleanliness, seating comfort,
ticket pricing, location, and accessibility, practical elements that shape the spectator
experience and impact the likelihood of return visits (Wakefield & Sloan, 1995; Hill &
Green, 2000; Chahardovali et al., 2023; Simmons et al., 2018, 2021). Intangible factors
encompass emotional responses such as pride, excitement, anxiety, and disappointment
which have been shown to significantly shape fan behaviour (Foroughi et al., 2016; Foroughi
et al., 2019). Game-related elements such as perceived match quality (Hyun et al., 2023),
team performance (Simmons et al., 2018), and the “superstar effect” (Humphreys & Johnson,
2020) have also been found to influence spectators’ behavioural intentions. Finally, social-
psychological constructs such as team identification, vicarious achievement, and the
communal nature of sport have also been found to enhance both emotional involvement and
future attendance intentions (Decrop & Derbaix, 2010; Kim & Mao, 2021; Hall et al., 2010).
In parallel, research on sport consumption and consumer behaviour more broadly has
examined a variety of behavioural intention measures such as attendance, merchandise
purchasing, media engagement (James & Trail, 2008), repurchase intentions, word-of-mouth
communication, and consumer loyalty (Biscaia et al., 2013). Importantly, these behavioural
intentions have consistently proven to be strong predictors of actual behaviour (Conner et al.,
2000). Like professional sports, university sport literature is dominated by work on American
university sports attendance. Of note, Simmons et al. (2018) identified key constraints to
attendance at American college football games including time conflicts, disinterest, and
accessibility issues. Lee and Bang (2011) explored how these constraints varied depending on
NCAA division level and the degree of team identification, while Mayer et al. (2017) found
that prior experiences with a sport shaped which constraints mattered most, especially in the
context of women’s volleyball. Beyond logistical barriers, psychological outcomes have also
been examined. For example, Wann et al. (2008) found that students who strongly identified
with their school’s team reported greater self-esteem, a stronger sense of group belonging,
and higher life satisfaction, with these effects being amplified by actual game attendance.
Most recently, Simmons et al. (2021) conducted a large-scale study surveying over 23,000
students across 60 NCAA Division I schools to better understand what motivates or deters
attendance. They found that constraint importance varied by market segment but overall, the
four most important factors were ticket price, seat location, opportunities to socialize, and

atmosphere.



Taken together, the research above highlights the importance of several drivers of
behavioural intentions, both tangible and intangible, in large sport markets. Despite the
existing research, less is known about behavioural intention in smaller sport markets, such as
Canadian university sports. One important factor discussed in the next section is ego
depletion. This psychological mechanism is especially important in student attendance due to

the nature of a student’s day.

Depletion on Behavioural Intentions

University sporting events have the potential to attract a wide range of audiences,
including current students, alumni, faculty, and the family and friends of players. In my
research, I chose to focus on students, as they represent a key target audience for sport
marketers, particularly in the context of university sports and small-market teams. In these
settings, building a loyal, on-campus fan base is crucial for long-term success as small-
market teams, such as Canadian university sports programs, can especially benefit from
leveraging students’ sense of connection to their school to drive engagement and foster
lasting support.

Given my focus on students, depletion stood out as being an especially relevant
psychological construct to study as university students often juggle demanding schedules
filled with classes, assignments, part-time jobs, and social commitments. These
responsibilities require sustained self-control throughout the day, whether it is staying
focused during lectures, resisting distractions while studying, or managing stress during
exams. The cognitive effort required for academic performance, especially during exam
periods of intense study sessions, can leave students mentally fatigued. To better understand
how this factor may influence students’ behavioural intentions, I next review relevant
literature on depletion and conclude with the development of my first hypothesis.

The strength model of self-control, also known as the limited resource model,
proposes that self-control operates like a muscle that becomes fatigued with use. According
to this model, self-control relies on a finite internal resource that enables individuals to
regulate thoughts, emotions, and behaviours (Hagger et al., 2010). When this resource is
expended through prior acts of self-control, subsequent efforts requiring self-regulation tend
to suffer, a phenomenon known as ego depletion (Baumeister & Bratslavsky, 1998; Hagger et
al., 2010). In this view, exerting self-control in one domain temporarily reduces the capacity

to maintain control in another, much like how muscles lose strength after repeated use



(Baumeister, Heatherton, & Tice, 1994; Baumeister & Heatherton, 1996; Muraven &
Baumeister, 2000). Despite being a foundational theory in self-control literature, the strength
model has faced substantial criticism in recent years. Some large-scale replications, such as
Hagger et al. (2016), involving 23 labs and 2,141 replications, failed to replicate classic ego
depletion effects. Others, like Carter and McCullough (2014) raised concerns about
publication bias and overestimation of the effect size in earlier studies. In fact, meta-analyses
applying corrections for small-study effects have found that the depletion effect might be
close to zero (Carter & McCullough, 2014). These findings have led to a re-evaluation of ego
depletion and prompted a shift toward more nuanced explanations.

In response to these criticisms, Inzlicht and Schmeichel’s (2012) process model of
ego depletion emerged as a compelling alternative. Rather than relying on the metaphor of a
depleted resource, the process model attributes ego depletion effects to shifts in motivation
and attention. Specifically, after exerting self-control, individuals become less motivated to
pursue demanding “have-to” tasks and more inclined to seek out pleasurable, less effortful
“want-to” tasks (Inzlicht & Schmeichel, 2012). This motivational shift is accompanied by an
attention shift, in which individuals begin to focus less on cues related to self-control and
more on stimuli associated with immediate reward or gratification (Inzlicht, Schmeichel, &
Macrae, 2014). As a result, behaviours that require focus, planning, or social energy are less
likely to be pursued when individuals are in a depleted state. While depletion may not
directly lead to negative affect (Baumeister et al., 1998; Bruyneel et al., 2009), it can
diminish social energy and enthusiasm to engage with others. It has even been shown to make
individuals appear less active, friendly, talkative and overall, more passive (Baumeister et al.,
20006).

Common behavioural intentions related to sport event attendance, such as seeking
information, engaging in word-of-mouth, and purchasing tickets, could be considered as
activities that demand effort. Specifically, information seeking is not something individuals
do passively or unintentionally, it requires deliberate and attentive effort. In the context of
sport event attendance, information search is unlikely to result in short-term, immediate
reward. Similarly, word-of-mouth communication also involves deliberate engagement,
considering that sharing opinions or recommending a product may require individuals to be
socially engaged, and expressive. Finally, purchasing a ticket, particularly for an event that
requires planning or delayed gratification, can be considered a forward-thinking behaviour
aligned with longer-term goals. When individuals are depleted, their intention to perform

these types of behaviours may decrease. Based on this, the following hypothesis is proposed:
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H1: Participants in the depletion condition will report lower sport-related behavioural

intentions compared to those in the non-depletion condition.

From Depletion to Pride

The initial objective of this research was to investigate the psychological factors that
could impact behavioural intentions within the context of sport consumption. I proposed H1
because I believed that self-control, specifically depletion, could be one factor influencing
behavioural intentions. However, findings from my first study, which will be detailed in a
later section of this thesis, revealed no significant effect of depletion on behavioural
intentions. In light of this result, the focus of my research shifted from depletion to another
psychological factor, vicarious pride. This emotion remains relatively underexplored in the
sport consumption literature despite its theoretical relevance. Vicarious pride represents a
factor that may positively influence sport consumption behaviours due to its social
identification properties. The following will provide an overview of both pride in general and

vicarious pride.

Research on Pride

Unlike basic emotions such as happiness and sadness, pride is a self-conscious
emotion that emerges from evaluative processes, both self-directed and socially
contextualized (Tracy & Robins, 2007; Lewis et al., 1989). That is, pride may not only stem
from personal success but also from the success of others, such as teams or groups with
which one identifies (Nandy & Sondhi, 2022). Compared to basic emotions, self-conscious
emotions have received limited attention in consumer behaviour literature and even less
within the domain of sport (Decrop & Derbaix, 2010).

Pride is inherently multifaceted. On one hand, it can represent a healthy, genuine
emotional response to effort and achievement; and on the other, it may be viewed as
arrogance or hubris (Dickens & Robins, 2022). To address these nuances, Tracy and Robins
(2007) proposed a two-dimensional framework of pride consisting of authentic pride (AP)
and hubristic pride (HP). Authentic pride arises when individuals attribute success to internal,
unstable, and controllable factors such as effort and perseverance (e.g., “I succeeded because
I worked hard”; Tracy & Robins, 2007). This form of pride has been consistently associated
with prosocial traits including conscientiousness, extraversion, self-efficacy, and positive

affect, while being negatively associated with anxiety, depression, and loneliness (Dickens &



Robins, 2022). Authentic pride motivates individuals to strive for excellence and fosters
respect from others through merit-based achievements. In contrast, hubristic pride is often
associated with arrogance, narcissism, and self-aggrandizement (Tracy & Robins, 2007). This
form of pride arises when individuals attribute their accomplishments to innate traits or
abilities. Statements such as “I am successful because I am great” exemplify this mindset
(Tracy & Robins, 2007).

Within marketing literature, pride has primarily been examined in contexts such as
luxury branding and ethical consumption, while its application to sport marketing has
remained largely underdeveloped (Decrop & Derbaix, 2010). Additionally, most studies have
focused on pride in relation to tangible goods rather than experiential or service-based
consumption such as sport events (Gordon et al., 2021). Yet, pride is a central psychological
benefit sought by fans and has been validated as a key motivator of sport affiliation (Gladden
& Funk, 2002), with growing recognition of its broader implications across consumer

behaviour and brand strategy (Gordon et al., 2021).

Vicarious Pride in Marketing

In the sports marketing literature, a concept gaining traction is brand pride, defined as
the experienced pleasure of being associated with a brand (Helm et al., 2016). At its core,
brand pride emerges from perceived self-congruence with the brand (Nandy & Sondhi, 2022),
by viewing the brand as part of one’s extended self (Kaur & Verma, 2023), or through shared
affiliation within brand communities (Taute et al., 2017). Not limited to luxury or iconic
brands, brand pride can be triggered by any positively evaluated brand (Kuppelwieser et al.,
2011). A foundational contribution to brand pride in sport comes from Decrop and Derbaix
(2010) who identified four dimensions of brand pride among fans of European football clubs:
introspective, vicarious, conspicuous, and contagious pride. These emotional experiences
shape how fans relate to teams and to each other. Notably, vicarious pride, the feeling of
pride through others’ accomplishments, is particularly relevant to sport, where fans often
celebrate their team’s success as if it were their own. This form of pride is collective in nature
and rooted in broader identities such as culture, geography, or family (Decrop & Derbaix,
2010).

Taute et al. (2017) extended this framework to general brand communities, showing
that consumers can experience pride in their brand affiliations similarly to how they

experience pride in sports teams. Their work demonstrated that affiliation with a brand can



elicit all four dimensions of brand pride proposed by Decrop and Derbaix (2010), and that
these emotional experiences can deepen brand attachment and even lead to brand defence
behaviours. Nandy and Sondhi (2022) further conceptualized brand pride as a
multidimensional emotion rooted in self-congruence, the extent to which a consumer views a
brand as an extension of themselves. Finally, Nandy et al., (2023) categorized the four
dimensions of brand pride into two distinct categories. Individualistic brand pride (I-BP)
encompasses the introspective and conspicuous dimensions, and collectivistic brand pride (C-
BP), encompasses the vicarious and contagious dimensions.

Several studies have highlighted consistent association of brand pride with loyalty
(Lee & Kim, 2021; Decrop & Derbaix, 2010; Nandy & Sondhi, 2022), positive word-of-
mouth (Septianto et al., 2020; Kim & Huang, 2021), and repurchase intention (Soscia, 2007;
Nandy & Sondhi, 2022); the three core predictors of sport fans’ behavioural intentions
(Biscaia et al., 2013). However, these relationships are less established for vicarious pride.
Unlike generalized positive affect, vicarious pride is characterized by a shared emotional
response, even in the absence of any direct personal contribution (De Hooge & Van Osch,
2021). It 1s fundamentally a social emotion, drawing individuals into a collective identity
through the accomplishments of others. Being a collective identity dimension of brand pride,
it is the perfect dimension to study university students, who demonstrate an inherent identity
congruence with their university sports team and other fans through the association with their

school. As such I propose the following hypothesis:

H2: Participants who experience vicarious pride toward their university sports team
will report higher sport-related behavioural intentions compared to those in the neutral

condition.

Team Identification

At the core of vicarious pride lies the broader concept of team identification, a
foundational element in Social Identity Theory. This theory posits that individuals derive part
of their self-concept from the social groups to which they belong, alongside their unique
personal traits and characteristics (Taijfel & Turner, 1986). In sport, team identification is a
particularly powerful form of social identification, referring to the psychological attachment
and emotional bond individuals form with a sports team (Wann & Branscombe, 1991; Wann,

2006). It involves a sense of emotional closeness and perceived oneness with the team and its



community, offering fans a sense of belonging and reinforcing their place within a broader
social structure (Wann & Branscombe, 1991).

College students often form strong identification with university sport teams, as these
teams symbolize not only athletic success but also institutional pride and a shared sense of
community (Wann & Branscombe, 1993; Heere & James, 2007). Pride, and more specifically
vicarious pride, play a central role in strengthening team identification, as it is experienced as
part of a collective identity (Decrop & Derbaix, 2010). This is highlighted in Decrop and
Derbaix (2010)’s research where fans of Racing Club de Lens equated being a supporter with
being a native of the city, illustrating how deeply pride can intertwine with identity.

To measure this perceived connection, I employed an adapted version of Wann and
Branscombe’s (1993) Sport Spectator Identification Scale (SSIS), which uses seven items to
assess the degree to which fans’ self-esteem, emotional investment, and social belonging are
tied to their team. Based on the research above, it is plausible to think that students
experiencing vicarious pride through their university sports team will experience an increase
in their perceived identification towards the team. Thus, the following hypothesis is

proposed:

H3: Participants who experience vicarious pride toward their university sports team
will report higher perceived identification with the team compared to those in the

neutral condition.

Research has repeatedly demonstrated that identification is a central driver of fan
behaviour. Specifically, Trail et al. (2000) identified team identification as a key motivator
for sport consumption. Highly identified fans are more inclined to attend games, pay more for
tickets, buy team sponsors’ products, and purchase more team merchandise (Madrigal, 1995;
Wakefield, 1995; Wann & Branscombe, 1993). They also generate positive word-of-mouth
(Tuskej et al., 2013; Swanson et al., 2003). Notably, Rocha and Fink (2015) found that
patriotism for national players significantly predicted stronger identification with the NBA,
which in turn predicted increased purchase intentions for league-related products. This aligns
with Decrop and Derbaix (2010) who observed that vicarious pride can transcend the sporting
context, fostering connections to cultural, geographical, and familial identities.

Importantly, identification has also been shown to enhance fan loyalty even during
times of poor team performance. Fans with high levels of identification maintain their support

because the team becomes an integral part of their personal and social identity (Wann &
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Branscombe, 1993). This is also true in the branding contexts where consumers who identify
with a brand tend to perceive it as reflective of their own values and self-concept (Heere &
James, 2007), and this identification leads to heightened commitment (Tuskej et al., 2013),
loyalty (Wann & Branscombe, 1993), and satisfaction (Madrigal, 1995). Brand pride
reinforces this process by enhancing the consumer’s self-concept and solidifying emotional
and behavioural loyalty (Nandy & Sondhi, 2022). Together, these findings suggest that
identification serves as a critical psychological mechanism through which vicarious pride is
transformed into meaningful behavioural intentions. The following hypothesis is therefore

proposed:

H4: Team identification will mediate the relationship between vicarious pride and

sports-related behavioural intentions.

Studies Overview

The four hypotheses proposed above were tested across two studies. The first study
aims to establish the relationship between depletion and sport-related behavioural intentions,
testing hypothesis 1. Study 2 shifted the focus away from depletion and towards vicarious
pride. Specifically, the second study was designed to examine the relationship between
vicarious pride and behavioural intentions (hypothesis 2), vicarious pride and team
identification (hypothesis 3), and the mediating effect of team identification on vicarious
pride and behavioural intentions (hypothesis 4); please refer to figure 1 for a conceptual
model of this research. Since my thesis focuses on understanding sports-related behavioural
intentions within the Canadian university context, I selected the Concordia Stingers football
team due to my personal connection as a former player. Accordingly, I collected data for both

studies from Concordia University students.



Figure 1.
Conceptual Model

Team

identification

Cognitive state Behavioural

> intentions

Note: The cognitive state manipulated across the studies include cognitive depletion and vicarious
pride. Specifically, study 1 examines the effect of depletion on behavioural intentions (information
search, word-of-mouth and ticket purchase intentions) (H1). Study 2 tests the effect of vicarious pride
on behavioural intentions (information search, ticket purchase intentions, engagement in promotional
content, and social media engagement) (H2). Team identification is measured and tested as a mediator
only in Study 2 (H3 and H4).

Study 1: Examining the Impact of Ego Depletion on Behavioural Intentions

The objective of Study 1 was to examine whether depletion reduces behavioural
intentions compared to a non-depletion condition (H1). In this study, behavioural intentions
were operationalized as the likelihood to look up information about an upcoming university
sporting event, to engage in word-of-mouth about the upcoming university sporting event,
and to purchase tickets for the upcoming university sporting event. I chose to focus on word-
of-mouth communication and ticket purchase intention as they align with prior research
highlighting the need to explore factors that drive fan behaviour in niche sport markets
(Schreyer & Ansari, 2022). Given the low baseline of awareness for smaller market sport
leagues, information search was included as a critical early-stage indicator of interest and

future behavioural intention despite not being a traditional sport engagement metric.

Design and Participants

In this study, we recruited Concordia University students enrolled in COMM 223
(Marketing Management) and MARK 201 (Introduction to Marketing). Students in these
courses are eligible to participate in research studies as part of a participant pool managed by
the Department of Marketing, in exchange for course credit. Other than being registered in
these courses, no additional inclusion or exclusion criteria were applied. Participants who

agreed to take part in the study were randomly assigned to a condition in a one-factor
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(cognitive depletion: depletion vs. non-depletion) between-subjects experimental design. The
study was made available to 100 participants, however, only 81 participants completed it

prior to the deadline.

Procedure

Participants were asked to complete four tasks in this study. In the first task,
participants were told that the researchers were interested in assessing typing ability, and that
they would be asked to re-type a short passage. In reality, the task was used to manipulate
cognitive depletion. Participants in the cognitive depletion condition were asked to re-type
the passage omitting the spacebar and letter e, whereas participants in the non-depletion
condition re-typed the passage as seen. In both cases, the participants had up to two minutes
to work on this task. This type of task has proven to be effective at inducing cognitive
depletion (Maranges et al., 2017; Gregersen et al., 2017; Haynes et al., 2016). Following the
depletion manipulation, participants were asked to evaluate the task in terms of perceived
effort, mental demand, concentration, difficulty in resisting automatic typing tendencies, and
overall task difficulty. These five items, adapted from Walsh (2014), Furley et al., (2023),
and Haynes et al., (2016), were measured using a 7-point Likert scale (1 = “not at all” to 7 =
“very much”). The depletion task can be found in Appendix A.

In the second task, participants were instructed to imagine themselves in a scenario
that would be randomly selected from a set of 30 unique situations such as cleaning their
living space, watering plants, or reading a book. They were told that they would be asked to
indicate how they would react in the given scenario. This cover story was used to obscure the
true purpose of the study, which was to assess participants’ behavioural intentions toward the
Concordia Stingers. All participants were subsequently presented with a scenario where they
were asked to imagine walking by a booth in the MB building which was promoting the
upcoming Concordia Stingers football game. The booth was said to feature a large banner
with a QR code inviting you to scan it for more information about the upcoming event and
details on how to purchase tickets. Following the scenario, participants responded to three
questions which measured their intention to engage in information search (“How likely are
you to look up more information about the upcoming Stingers football game?”’), word-of-
mouth communication (“How likely are you to tell a friend or family member about the
upcoming Stingers football game?”’), and ticket purchase intention (“How likely are you to
purchase tickets for the upcoming Stingers football game?”). All questions were answered

using a 7-point Likert scale ranging from 1 (not at all likely) to 7 (very likely).
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In the third task, participants were instructed to complete a short questionnaire
intended to identify potential covariates relevant to the study. They responded to four items
assessing their past attendance at university sporting events (“Have you attended a Concordia
University sports event in the past, such as football, hockey, or basketball games?”), current
involvement in campus activities (“Are you currently participating in any extracurricular
activities or student organizations on campus?”’), enjoyment of football (“How much do you
enjoy football?”), and the extent to which they identify as a fan of university sports (“Do you
consider yourself a university sports fan?”’). All items were measured using a 7-point Likert
scale ranging from 1 (not at all likely) to 7 (very likely).

Finally, in the last section, participants were first asked to provide demographic
information. Specifically, age was measured by asking participants to write their age, and
gender was measured by asking participants to describe themselves given the following
options: male, female, non-binary/third gender, prefer to self-describe or prefer not to say.
Next, participants were asked if they experienced any technical issues during the study, and if
they did, they were asked to describe the issue(s) in one or two sentences. They were also
asked if they thought the tasks were related, and if so, how. Participants were then given the
opportunity to share any additional comments and given the option to withdraw their data (if

participants chose to withdraw their data, they would still receive their course credits).

Results

Data Exclusion

Prior to data analyses, some participants were excluded from the study to ensure the
validity of the data. The exclusion criteria was the following: (1) participants who failed to
follow instructions (e.g., did not complete a task or wrote “nonsense” in the typing task), (2)
participants who reported technical issues, (3) participants who correctly guessed the true
purpose of the study, and (4) participants who asked for their data to be removed. Based on
this set of criteria, I removed five participants for failing to follow instructions: three for
writing “nonsense” in the typing task, and two for not completing the writing task. Two other
participants had incomplete writing tasks, but I elected to keep them in the analysis as they
were in the non-depletion condition, and I did not want to reduce the already small sample
size. Re-running the analyses excluding the two participants in the non-depletion condition
with incomplete writing tasks did not alter the pattern or significance of the results. No

participants reported experiencing technical issues, and none guessed the true purpose of the
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study. Finally, data from five other participants who asked to withdraw their data were
excluded. Therefore, the final sample consisted of 71 participants: 28 male and 43 female

participants with an average age of 20.77 (SD = 2.08).

Manipulation Checks for Depletion

I created a variable that assessed the extent to which participants felt depleted while
performing the typing task (i.e., the depletion manipulation). The variable was based on the
five items described in the procedure section (Cronbach’s o = .90). As expected, participants
assigned to the depletion condition reported that working on the typing task was more
depleting (M = 5.35, SD = 1.03) compared to participants in the non-depletion condition (M =
4.18, SD =1.30) F(1, 69) = 17.59, p <.001).

Testing for Potential Covariates

For this study, four covariates were considered across all three dependent variables:
past attendance, current involvement in campus activities, football enjoyment, and being a
fan of university sports. First, past attendance was considered a covariate as it is a strong
predictor of attendance decisions (Karg et al., 2021). Specifically, past experiences can shape
future expectations and actions, as expectations are created based on experience of spectators
(Coates et al., 2014). Second, current involvement in campus activities was considered as it
can foster loyalty to the school, extending to its sport teams. In turn, team loyalty leads to
attendance and revisit intentions (Wakefield & Sloan, 1995; Cho et al., 2019). Furthermore,
emotional connections, socialization, and school pride also motivate attendance (Wakefield,
2016; Wang & Matsuoka, 2014; Rindinger & Funk, 2006), and these factors can be enhanced
through involvement in campus activities. Third, football enjoyment was chosen as a
covariate as research has found that sport interest is a determining factor for motives such as
intention to buy and high levels of commitment (Silveira & Cardoso, 2019; Wang &
Matsuoka, 2014). If someone has no interest in a sport, they are unlikely to engage with it.
Oppositely, if they have great interest, they will be more likely to exhibit such behavioural
intentions. Finally, being a fan of university sports was considered as a potential covariate.
While examining the motivations of sports spectators to specific leagues, Mahony et al.,
(2002) found that factors including team loyalty, sports loyalty and community pride
determined motivation. Furthermore, Correia and Esteves (2007) found that team affiliation

plays a significant role in generating interest. Although the link between league affiliation
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and behavioural intention is less clear, it is reasonable to expect that similar patterns observed
with teams may also apply to leagues.

It was determined prior to data analyses, that if any of the correlations between the
potential covariate and any of the three dependent variables had a significant p-value of less
than .05 and a correlation of greater than .5 (indicating a moderate, or strong relationship),
then the potential covariate would be further investigated. I next performed covariate
analyses on each behavioural intention measure to determine if any covariates are present in
study 1. The behavioural intentions tested were information search, word-of-mouth
communication, and ticket purchase intention.

Information search. To determine whether any covariates should be included in
analyses involving information search, I first examined the relationships between information
search and the four potential covariates: past attendance at a Concordia University sports
event, current involvement in campus activities, identification as a university sports fan, and
enjoyment of football. A series of Pearson correlation analyses were conducted to assess
these relationships. Results indicated that although the correlation between past attendance at
a university sports event and information search was statistically significant (r =-.24, p =
.041), the strength of the relationship was very weak. The results of the second analysis
showed that the relationship between current involvement in campus activities and
information search was not significant (r = .12, p = .326). While the correlation between
identifying as a university sports fan and information search was significant (» = .40, p <
.001), the strength of the relationship was weak. A similar pattern was observed for
enjoyment of football (» = .43, p <.001). Based on this set of analyses, no variable
demonstrated a strong enough relationship with information search. Therefore, no covariates
were included in subsequent analyses involving information search.

Word-of-mouth communication. 1 next conducted a second set of Pearson
correlations using the same set of potential covariates outlined above to determine whether
they should be included in the analyses involving word-of-mouth communication. The results
show that although the correlation between past attendance at a university sports event and
word-of mouth-communication was moderately significant (» =—21, p = .086), the
correlation showed little evidence of an actual relationship between these variables. The
results of the second analysis showed that the correlation between current involvement in
campus activities and word-of mouth communication was not significant (» = .05, p =.710).
While the correlation between identifying as a university sports fan and word-of-mouth

communication was significant (» = .41, p <.001), the strength of the relationship was weak.
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However, there was a moderate, significant relationship between word-of-mouth
communication and enjoyment of football (» = .54, p <.001). Given this, additional analyses
were conducted. The results of a first ANOVA yielded a nonsignificant effect of depletion on
football enjoyment (F(1, 69) = 1.416, p =.238), indicating that there were no differences
among the depletion conditions on football enjoyment, passing the homogeneity of variance
assumption. Since this condition was met, an additional ANOVA was conducted yielding a
significant effect of depletion x football enjoyment on word-of-mouth communication (F(1,
67) =5.293, p = .025), meaning that the assumption of homogeneity was not met, thus, this
variable is not to be included as a covariate. Taken together, this indicates that no covariates
were necessary in subsequent analysis for word-of-mouth communication.

Ticket purchase intention. 1 ran a final set of correlational analyses, this time to
determine whether any covariates should be included in my analyses involving ticket
purchase intention. The results show that although the correlation between past attendance at
a university sports event and ticket purchase intention was statistically significant (» =—.40, p
<.001), the correlation showed little evidence of an actual relationship between these
variables. The result of the second analysis showed that the correlation between current
involvement in campus activities and ticket purchase intention was not significant (» =—.03, p
= .838). Taken together, this indicates that both past attendance and current involvement in
campus activities were not necessary to include in subsequent analysis of ticket purchase
intention.

The results of the third analysis, however, showed a moderate and significant
relationship between identifying as a university sports fan and ticket purchase intention (» =
.57, p <.001). Thus, additional analyses were conducted. The results of a first ANOVA
yielded a non-significant effect of depletion on being a university sports fan, (F(1, 69) =
0.873, p = .353), this means there were no differences among the depletion conditions on
identifying as a university sport fan, passing the homogeneity of variance assumption. Since
this condition was met, an additional ANOVA was conducted yielding a non-significant
effect of depletion x university sports fan interaction on ticket purchase intention, (F(1, 67) =
0.449, p = .505). Given that the assumption of homogeneity was also met, identifying as a
university sports fan was included as a covariate in subsequent analyses involving ticket
purchase intention.

The results of the fourth analysis revealed a moderate and significant relationship
between football enjoyment and ticket purchase intention (» = .67, p <.001). Accordingly,
further analyses were conducted. The results of a first ANOVA yielded a non-significant
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effect of depletion on football enjoyment (F(1, 69) = 1.416, p = .238), indicating no
differences across depletion conditions, thereby satisfying the assumption of homogeneity of
variance. Given that this assumption was met, an additional ANOVA was conducted,
yielding a nonsignificant effect of depletion x football enjoyment interaction on ticket
purchase intention (F(1, 67) = 0.288, p = .594). Since the assumption of homogeneity was
met, football enjoyment was included as a covariate in subsequent analyses involving ticket

purchase intention.

Effect of Depletion on Information Search, Word-of-Mouth Communication and Ticket

Purchase Intention

Information search. 1 conducted a one-way ANOVA to analyse the differences in
participants’ information search intentions as a function of depletion. Depletion was included
as the independent variable (0 = non-depletion and 1 = depletion), and information search
intentions (continuous) was entered as the dependent variable. The results revealed no
significant effect of depletion on information search (F(1, 69) = .68, p =.414). This indicates
that there was no difference in the likelihood of looking up information between participants
in the depletion condition (M =2.71, SD = 1.73) and those in the non-depletion condition (M
=2.39,5D =1.61).

Word-of-mouth communication. A separate one-way ANOVA was then conducted to
analyse the differences in participants’ word-of-mouth communication intentions as a
function of depletion. Depletion was included as the independent variable (0 = non-depletion
and 1 = depletion), and word-of-mouth communication intentions (continuous) was entered
as the dependent variable. The results revealed no significant effect of depletion on the
likelihood to engage in word-of-mouth communication (F(1, 69) =.12, p = .725). This
indicates that there was no difference in the likelihood of engaging in word-of-mouth
communication between participants in the depletion condition (M = 2.57, SD = 1.69) and
those in the non-depletion condition (M =2.72, SD = 1.91).

Ticket purchase intention. 1 conducted an ANCOVA to analyse the differences in
participants’ ticket purchase intentions as a function of depletion. Depletion was included as
the independent variable (0 = non-depletion and 1 = depletion), ticket purchase intention
(continuous) was entered as the dependent variable, and football enjoyment and fan of
university sports were both entered as covariates. The results revealed no significant effect of

depletion on ticket purchase intention (F(1, 67) = .60, p = .440), indicating that there was no
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difference in ticket purchase intentions between participants in the depletion condition (M =

2.08, SE = 0.18) and those in the non-depleted condition (M = 2.28, SE = 0.18).

Discussion

Overall, the findings of study 1 do not support hypothesis 1, stating that participants
in the depletion condition will report lower sport-related behavioural intentions compared to
those in the non-depletion condition. Specifically, there was no significant effect of depletion
on the likelihood to look up information, the likelihood to engage in word-of-mouth and the
likelihood to purchase tickets for the upcoming university sports event. Based on these
results, the focus of study 2 shifted from depletion to vicarious pride. Given its social and
identity-based nature, vicarious pride is well-suited for the university context, where students
often use school sports events as opportunities to socialize, connect with peers, and share in

their school’s achievements.

Study 2: Examining the Effect of Vicarious Pride on Behavioural Intentions and the

Mediating Effect of Team Identification

Based on the results from study 1, study 2 shifted focus away from depletion and
towards vicarious pride. Specifically, the study aimed to test the relationship between
vicarious pride and behavioural intentions along with the mediating effect of team
identification on these variables (hypothesis 2, 3 and 4). In study 2, [ added engagement with
promotional content and social media engagement as behavioural intentions along with the
information search and ticket purchase intention measures in study 1. These measures were

included to capture loyalty, an important indicator of repeat engagement.

Design and Participants

Like study 1, participants were recruited from the participant pool managed by the
department of Marketing. Students who consented to participate received course credit in
exchange for their participation in the study. The study employed a one-factor (vicarious
pride: pride versus neutral) between-subjects experimental design, and participants were
randomly assigned to one of the two conditions. Also, like study 1, the target sample size for
this study was 100 participants; however, data collection closed prior to reaching this target.
In total, 81 participants completed this study. Participants who completed study 1 could not
participate in study 2.
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Procedure

Participants were asked to complete five tasks in this study. In the first task,
participants read a short story and were told to imagine the events happening as vividly as
possible. This task was used to manipulate vicarious pride. Specifically, participants in the
neutral condition read a story about a weekend with a small group of friends on a quiet
afternoon, whereas participants in the pride condition read a short story designed to evoke
vicarious pride towards the Stingers football team (see appendix B). Immediately after
reading the story, participants were presented with two attention check questions to ensure
that they were engaged and attentive while reading the short story. Participants in the neutral
condition were asked: (1) “In the story you just read, did the small group of friends walk to a
nearby café?” (2) “In the story you just read, did the small group of friends stay for about an
hour?”. Those in the pride condition, however, were asked to answer these two questions
instead: (1) “In the story you just read, did the Concordia Stingers start the season rough but
then fight back to deliver two back-to-back wins?”’ (2) “In the story you just read, did the
Stingers win in the semi-finals?”” Both sets of questions used a yes/no scale. Following the
two attention check questions, participants were asked to answer two other questions, based
on Septianto et al. (2018)’s pride scale, to ensure that the pride manipulation was successful.
This scale consists of 2 items; “how happy did the story make you feel because of what was
achieved?” and “how proud did the story make you feel because of what was achieved?”.
Furthermore, “how positive did you feel after reading the story?” and “how pleasant did the
story make you feel?” were used to measure the level of positivity of both the neutral and
pride scenario. All 4 items were measured using a 7-point Likert scale ranging from 1, “not at
all” to 7, “extremely”.

In the second task, I told participants that I wanted to understand how much they
identified with the Concordia Stingers football team. Participants’ identification to the
Stingers was measured using an adaptation of the well-established Sport Spectator
Identification Scale (SSIS) (Wann & Branscombe, 1993), consisting of 7 items with
questions such as “How important to you is it that the Stingers football team win?”, and
“How strongly do you consider yourself a fan of the Stingers football team?”. An 8-point
Likert scale was used for all items ranging from 1 (not/never) to 8 (very). A mean
identification score was calculated by averaging responses across the seven items for the

Concordia Stingers (Cronbach’s a = .90); refer to appendix C for the complete set of items.
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The third task was used to measure participants’ behavioural intentions. As such, a
Stinger Football Instagram post was presented to participants. The Instagram post featured a

sky view of the Stingers Stadium and featured the following message “https://stingers.ca/

Click the link to learn more about Stingers Football, enter a contest for free tickets and
merch, and buy tickets for the upcoming game” (see appendix D). Following the Instagram
post, participants responded to four questions intended to measure the behavioural intention
items of information search (“Based on the post you just saw, how likely are you to click on
the link in the post to learn more about the Stingers football team?), engagement with
promotional content (“Based on the post you just saw, how likely are you to click the link on
the post to enter a contest to win free tickets and Stingers merchandise?”), ticket purchase
intention (“Based on the post you just saw, how likely are you to click on the link to purchase
tickets for a Stingers football game?”’), and social media engagement (“Based on the post you
just saw, how likely are you to like the post, comment on the post, share the post”). All items
were rated on a 7-point Likert scale with 1 being “not at all likely” and 7 being “very likely”.

In the fourth task, participants completed the same task used in Study 1 (see Task 3 of
study 1) which was designed to identify potential covariates relevant to the study (i.e., past
attendance, current involvement in campus activities, football enjoyment and fan of
university sport). Task five consisted of the same demographic, technical issues and
debriefing feedback questions as study 1. Consistent with study 1, it also provided

participants with the option to withdraw their data.

Results

Data Exclusion

Prior to data analyses, some participants were excluded from the study to ensure the
validity of the data. The exclusion criteria were as follows: (1) participants who failed to
follow instructions (e.g., did not complete a task), (2) participants in the pride condition who
failed to answer both attention check questions, (3) participants who reported technical
issues which may affect their responses, (4) participants who correctly guessed the true
purpose of the study, and (5) participants who asked for their data to be removed. Based on
these five exclusion criteria, I removed three participants for failing to correctly answer both
control check questions. Note that eight other participants failed one control check question
(four from the pride condition and four from the neutral condition), but I elected to keep them

in the analysis as I did not want to reduce the already small sample size. Re-running the

19


https://stingers.ca/

analyses excluding the eight participants who failed one control check question did not alter
the pattern or significance of the results. No participants reported experiencing technical
issues, and none guessed the real purpose of the study. Finally, twelve participants who asked
to withdraw their data were deleted. Therefore, the final sample consisted of 66 participants:
32 male and 33 female and one non-binary/third gender with an average age of 21.32 (SD =
2.09).

Manipulation Check for Pride

I created a variable that assessed the extent to which participants felt vicarious pride
while reading the short story in task 1 (i.e., vicarious pride manipulation). This variable was
based on the two items described in the procedure section (» = .82, p <.001). As expected,
participants assigned to the vicarious pride condition reported that the scenario elicited more
vicarious pride (M =4.57, SD = .28) compared to participants in the neutral condition (M =
3.08, SD = .26; F(1, 64)=14.71, p <.001).

Effect of Pride on Positivity

I then created a second variable that assessed the extent to which participants felt
positive after reading the short story in task 1 based on the two items described in the
procedure section (» = .84, p <.001). This was done as unlike generalized positive affect,
vicarious pride is characterized by a shared emotional response, even in the absence of any
direct personal contribution (De Hooge & Van Osch, 2021). It is fundamentally a social
emotion, drawing individuals into a collective identity through the accomplishments of
others. Although I expected the two short stories to elicit similar levels of positive emotions,
this was not the case. In fact, mean positivity ratings were significantly higher in the
vicarious pride condition (M = 4.65, SD = .255) compared to the neutral condition (M = 3.97,
SD = .233; F(1, 64) = 3.85, p = .054). Given this unexpected effect, I conducted a series of
Pearson correlations to determine whether positivity needed to be included as a covariate in
any of the main analyses involving information search, engagement with promotional
content, ticket purchase intention, and social media engagement. The results were as follows:
(1) information search (» =.19, p = .123), (2) engagement with promotional content (» =. 16,
p = .188), (3) ticket purchase intention (» = .39, p = .001), (4) social media engagement (r =
42, p <.001). Taken together, this indicates that positivity does not need to be included in

subsequent analysis.
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Testing for Potential Covariates

Information search. To determine whether any covariates should be included in
analyses involving information search, I first examined the relationships between information
search and the four potential covariates: past attendance at a Concordia University sports
event, current involvement in campus activities, being a university sports fan, and enjoyment
of football. A series of Pearson correlation analyses were conducted to assess these
relationships. Results indicated that the correlation between information search and past
attendance was not statistically significant ( = -.14, p = .264). The correlation between
information search and current involvement in campus activities was not statistically
significant (» = -.07, p = .584). The correlation between information search and how much
participants enjoy football was not statistically significant (» = .09, p = .464). Finally, the
correlation between information search and being a university sports fan was significant (» =
.36, p =.003), and the strength of the relationship was weak. Based on this set of analysis, no
variables demonstrated a strong enough relationship with information search, therefore, no
covariates were included in subsequent analyses involving information search.

Engagement with promotional content. | next conducted a second set of Pearson
correlations using the following set of potential covariates (i.e., past attendance, being a
university sports fan, and enjoyment of football) to determine whether they should be
included in future analyses involving the likelihood to engage with promotional content. Note
that participation in extracurricular activities was not included in this analysis as I determined
that there is no link between it and the likelihood to engage with promotional content. The
results were as follows. The correlation between the likelihood to engage with promotional
content and past attendance was not significant (» = -.15, p = .241). The correlation between
the likelihood to engage with promotional content and participants enjoyment of football was
moderately significant (» = .29, p = .016), there was a weak relationship. The correlation
between the likelihood to engage with promotional content and being a university sports fan
was moderately significant (» = .26, p = .033), there was a weak relationship. Based on this
set of analysis, no variables demonstrated a strong enough relationship with the likelihood to
engage with promotional content, therefore, no covariates were included in subsequent
analyses involving the likelihood to engage with promotional content.

Ticket purchase intention. A third set of correlation analyses were conducted, this
time to determine whether any covariates should be included in my analysis involving ticket

purchase intention. The correlation between the likelihood to purchase tickets and past
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attendance was moderately significant (» =-.27, p = .029), there was a weak relationship. The
correlation between the likelihood to purchase tickets and current involvement in campus
activities was moderately significant (» = -.24, p = .048), there was no relationship. The
correlation between the likelihood to purchase tickets and football enjoyment was not
significant ( = .24, p = .050). Finally, the correlation between the likelihood to purchase
tickets and being a university sports fan was significant (» = .39, p = .001), there was a weak
relationship. Based on this set of analyses, no variable demonstrated a strong enough
relationship with ticket purchase intention, therefore, no covariates were included in
subsequent analyses involving ticket purchase intention.

Social media engagement. | ran a final set of correlational analyses, this time to
determine whether any covariates should be included in my analyses involving social media
engagement. Social media engagement was created using the mean of the three items; based
on the post you just saw, how likely are you to (1) like the post, (2) comment on the post, and
(3) share the post (Cronbach’s a =.783). The correlation between social media engagement
and past attendance was moderately significant (» = -.26, p = .036), there was a weak
relationship. The correlation between social media engagement and current participation in
campus activities was moderately significant (r =-.31, p =.011), there was a weak
relationship. The correlation between social media engagement and football enjoyment was
not significant (» = .21, p = .088). Finally, the correlation between social media engagement
and being a university sports fan was significant (r = .48, p <.001), there was a weak
relationship. Based on this set of analyses, no variable demonstrated a strong enough
relationship with social media engagement, therefore, no covariates were included in

subsequent analyses involving social media engagement.

Effect of Pride on Information Search, Engagement with Promotional Content, Ticket

Purchase Intention and Social Media Engagement

To examine differences in participants’ behavioural intentions related to information
search, engagement with promotional content, ticket purchase intention, and social media
engagement as a function of pride, a MANOVA was conducted. The vicarious pride
condition (0 = neutral and 1 = vicarious pride) was entered as the independent variable, and
each of the four behavioural intention items (all continuous) were entered as dependent
variables. To anticipate, there were no significant effects of pride on any of the measures, and

thus, the results did not support my second hypothesis. The results are presented below.
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The results of the MANOVA indicated that pride did not have a statistically
significant effect on any of the measured behavioural intentions. Specifically, there was no
significant difference in information search intentions between the vicarious pride condition
(M =3.07, SD = 1.741) and the neutral condition (M =2.61, SD = 1.777; F(1,64)=1.10,p =
.299). Similarly, vicarious pride had no significant impact on participants’ likelihood to
engage with promotional content (F(1, 64) = .88, p =.352), indicating that there was no
difference between the vicarious pride condition (M = 3.47, SD = 1.737) and neutral
condition (M = 3.06, SD = 1.804). The results also revealed that vicarious pride did not have
a significant effect on ticket purchase intention (F (1, 64) = .34, p =.559), indicating that
there was no statistical difference between participants in the vicarious pride condition (M =
2.43, SD = 1.524) and neutral condition (M = 2.22, SD = 1.396). Finally, vicarious pride did
not have a significant effect on social media engagement (F(1, 64) =.002, p = .965),
indicating that there was no statistical difference between participants in the vicarious pride

condition (M = 2.48, SD = 1.346) and neutral condition (M = 2.46, SD = 1.351).

Effect of Pride on Team Identification

An ANOVA was then conducted to analyse differences in team identification as a
function of vicarious pride. The conditions (0 = neutral and 1= vicarious pride) that
participants were exposed to was entered as the fixed factor, and team identification was
entered as the dependent variable. The results revealed no significant effect of vicarious pride
on team identification (F(1, 64) =.71, p = .403), indicating that there was no statistically
significant difference in identification between participants in the neutral condition (M =
2.16, SD = .24) relative to those in the vicarious pride condition (M = 2.30, SD = .26). This
result does not support hypothesis 3.

Effects of Identification on Behavioural Intentions

A series of linear regressions were conducted to analyse each behavioural intention
measure as a function of team identification. The mean identification score was entered as the
fixed factor, and each behavioural intention item (information search, engagement in
promotional content, ticket purchase intention, and social media engagement) were entered as
dependent variables. Firstly, the results revealed that team identification had a significant and
positive relationship with information search (b =.664, t =5.111, p <.001). Secondly, results
revealed that team identification had a significant and positive relationship with the

likelihood to engage in promotional content (b = .544, t =3.902, p <.001). Thirdly, results
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revealed that team identification had a significant and positive relationship with ticket
purchase intentions (b =.725, t = 8.183, p <.001). Finally, results revealed that team
identification had a significant and positive relationship with social media engagement (b =
.670,1=8.091, p <.001). In summary, the results revealed a positive and significant

relationship between team identification and all behavioural intention measures.

Testing for Mediation (Team Identification)

Given that vicarious pride did not significantly influence team identification, I no
longer expected that team identification would mediate the relationship between vicarious
pride and any of the four behavioural intentions. Despite this, I conducted mediation analyses
using each behavioural intention item as dependent variables. To anticipate, and as expected,
there was no evidence of an indirect effect of vicarious pride, through team identification, on
any of the behavioural intention items, therefore H4 was not supported.

Below, I report the results of the mediational analyses using ticket purchase intention.
I chose to illustrate this dependent variable as it is a metric of strong interest for managers. A
summary of the results for the other three dependent measures can be found in table 1 (and
the complete statistics can be found in appendix E).

To test whether team identification is a mediator between the vicarious pride
manipulation and ticket purchase intentions, an analysis was conducted with PROCESS using
Model 4 proposed by Hayes (2022). The condition that participants were assigned to (0 =
neutral and 1 = vicarious pride) was entered as the independent variable, team identification
(continuous) was entered as a mediator, and ticket purchase intention was entered as the
dependent variable. The results of this analysis indicate that being in the vicarious pride
condition did not significantly impact team identification (b = .13, #64) = .37, p=.711), even
though team identification had a significant effect on purchase intention (b = .72, #(63) =
8.10, p <.001). The results also show that vicarious pride did not significantly impact ticket
purchase intentions (b = .21, #(64) =.59, p = .560), and when team identification was
accounted for, this relationship remained non-significant (b = .12, (63) = .45, p = .652).
Further, there was no evidence of an indirect effect of vicarious pride on ticket purchase
intention through team identification (point estimate: .0958, 95% CI =—-.3904 to .6205).
Refer to figure 2 for an illustration of the mediation effect of team identification on ticket

purchase intention.
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Table 1
Identification as a Mediator (Study 2)

95% CI: a b c c’
Identification
(Indirect Effect)

Information search [-.3645, .5893] 13 .66* 46 .37
Engagement in [-.2740, .5132] A3 S54%* 41 .34
promotional content
Social media [-.3824, .5973] 13 67* .01 -.07
engagement

Notes: (a) independent variable — mediator, (b) mediator — dependent variable, (c) independent
variable — dependent variable, (c’) independent variable — dependent variable when mediator is
included in model. *p <.001

Figure 2
Mediation Effect of Team Identification (Ticket Purchase Intention)

Team
identification
13 T %k
Vicarious pride Ticket purchase
> intention
21(.12)

Notes: Direct effects represent the standardized regression coefficient. The value inside the
parenthesis represents the standardized regression coefficient when the proposed mediator, team
identification, is included in the model.

Rk p <.001

Discussion

Overall, study 2 results do not support H2, H3 or H4. Specifically, there was no
significant relationship between vicarious pride and all four of the behavioural intention
measures (information search, engagement with promotional content, ticket purchase

intention and social media engagement), hypothesis 2 was not supported. Furthermore, there

25



was no significant effect of vicarious pride on team identification, hypothesis 3 was not
supported. Finally, despite revealing a positive significant effect between team identification
and all behavioural intention measures, results revealed that team identification did not
significantly mediate the relationship between vicarious pride and behavioural intentions,

hypothesis 4 was not supported.

General Discussion

Summary of Results

This research aimed to explore students’ behavioural intentions in relation to
university sport events in Canada. Specifically, study 1 found no significant relationship
between depletion and behavioural intentions (information search, word of mouth
communication and ticket purchase intention), H1 was not supported. Study 2 found no
significant effect of vicarious pride on behavioural intentions (information search,
engagement with promotional content, ticket purchase intention and social media
engagement), H2 was not supported. Furthermore, there was no significant effect of team
identification on behavioural intention, H3 was not supported. Finally, despite a significant
and positive relationship between vicarious pride and team identification, team identification
did not mediate the relationship between vicarious pride and behavioural intentions, H4 was

not supported.

Theoretical Contributions

Issues like limited scholarship opportunities, smaller athletic budgets, and fewer
televised games (Danylchuk & MacLean, 2001) create a landscape where student attendance
for Canadian university sport events cannot be understood through the same lens as larger
markets. While behavioural intentions have been studied extensively in sport settings, they
have not yet been explored, to the best of my knowledge, through the lens of Canadian
university sport. I contribute to the sport literature by examining several behavioural intention
measures across two studies to capture a better picture of engagement in the under-researched
context of Canadian university sport in two ways. First, by examining the role of ego
depletion on behavioural intentions (information search, word-of-mouth communication,
ticket purchase intention, engagement in promotional content, and social media engagement),

the first study shows that in contexts where baseline consumer engagement is already low,
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depletion may not further diminish intentions. This finding highlights the importance of
considering existing engagement levels as a boundary condition when applying psychological
depletion theories to sport consumption behaviours.

In study 2, although the vicarious pride manipulation was successful, and team
identification had a significant effect on all behavioural intentions, team identification did not
mediate the relationship between vicarious pride and behavioural intentions. This suggests
that vicarious pride, being inherently social in nature, may require a more robust sense of
“we-ness” or shared community identity to be effective. As such, the findings point to a
potential boundary condition for the effectiveness of pride-based strategies in low-attendance
sport environments and underscores the importance of considering baseline engagement

levels when examining the impact of brand pride.

Managerial implications

From a managerial perspective, the findings suggest that cognitive states such as ego
depletion and vicarious pride may have limited influence on consumer engagement in
contexts where baseline interest is low, such as Concordia Stingers football games. In these
settings, managers may benefit from emphasizing more tangible, experiential elements.
Aspects like the servicescape, game-day atmosphere, pre- and post-game entertainment,
halftime shows, free food, and affordable ticket pricing are likely perceived as value-added
and may have a stronger impact on consumer behaviour. Notably, Study 2 confirmed a
positive and significant relationship between team identification and behavioural intentions,
consistent with findings from larger markets. This highlights the importance of fostering a

strong sense of team identity as a key driver of engagement for sport managers.

Limitations and Future Research

This study was the first attempt at examining vicarious pride, team identification, ego
depletion and behavioural intentions of Canadian university sports on a student population.
While the theoretical foundation of this study remains sound, the conditions under which the
research was conducted were not ideal, which may have impacted the findings. As such,
several limitations are acknowledged, and avenues for future research are proposed.

First, vicarious pride was elicited using a written scenario. This method has been
shown to be effective in previous research and was intended to control for potential biases or

confounding variables that may occur from vicarious pride elicited at live events. However,
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the inherent lack of realism in this approach may have affected participants’ responses. It is
possible that students would react differently if experiencing a major achievement, such as a
win or a big play, at a live sporting event. Future research should consider sampling
participants in real-time at live events to better capture authentic experiences of vicarious
pride.

Second, a small non-diverse sample size was used with only 71 participants data
analysed in study 1 and 66 in study 2, all of whom were recruited from two first-year classes
at a single campus of Concordia University. This limited scope may not accurately reflect the
broader Canadian university student population. Furthermore, first-year students may not yet
have developed a strong sense of pride or identity with their school or its sports teams. This
could have led to the low baseline interest, which may have made it difficult to detect
significant effects, particularly those related to vicarious pride. Additionally, Canadian
university sports span a wide range of contexts, with differing levels of student engagement
across schools. Smaller university towns often have higher levels of school pride and student
identification, as games are seen as central social events where students gather in large
numbers to socialize and celebrate. In contrast, larger urban schools tend to compete with
many other entertainment options, traditionally seeing lower attendance and engagement. By
studying a low-engagement school like Concordia, this study may not have accurately
captured the university student population in Canada. Future research should include students
from multiple classes and academic years at both small-town and large-city universities
across Canada to better reflect the diversity of Canadian university sport engagement.

Lastly, this research suggests that in low-engagement environments within niche sport
markets, vicarious pride may not be the most relevant dimension of brand pride. As a socially
driven construct, vicarious pride relies on a strong sense of “we-ness” within a community,
something that may be lacking in low-engagement environments. Instead, introspective brand
pride, being individualistic in nature, may be better suited for Canadian university sports as it
allows individuals to enhance their self-identity through the achievements of external entities

(Nandy & Sondhi, 2022) without requiring the social aspect.

Conclusion

Generally underexplored, this thesis is the first attempt at examining ego depletion,
vicarious pride and team identification in niche sports markets. Specifically, I examine

student attendance in Canadian university sports and examine how these psychological
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factors affect attendance. The findings revealed that there was no significant impact of ego
depletion or vicarious pride on students’ behavioural intentions. Furthermore, there was a
significant positive effect of team identification on behavioural intentions, however, team
identification does not mediate the relationship between vicarious pride and behavioural
intentions. These findings suggest that niche sport markets need to be examined
independently from major leagues, and suggests that future research should examine
individualistic dimensions of brand pride along with tangible factors affecting behavioural

intentions in niche sport markets
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Appendix A
Depletion Manipulation (Study 1)

Cognitive Depletion Condition

Task 1: Typing Ability
In the following task, you will be asked to retype a short passage.

As you are re-typing the passage, it is important that you do not use the spacebar or the
letter 'e'. For example, if a sentence reads: "everyday, I eat the same meal", it should be
retyped as: "vryday,latthsammal".

Please remember that the point of the task is to assess typing ability, not to see if you can
retype the entire passage in the time provided. However, it is also important that you work on
this as fast as you can.

You will work on this typing task for two minutes. After 2 minutes, the page will
automatically advance to the next task.

Once you are ready to start, click the button at the bottom right.

Please retype the passage in the box below it and do not use the spacebar or the letter 'e'.
(Remember, after 2 minutes, the page will automatically advance to the next task.

If you are like most people, you probably want to have a healthy-looking lawn.
Besides being a great place to spend time, lawns do many things: they buffer
temperatures, absorb water, and prevent soil from washing away. The best
conditions for growing a lawn include even ground with a gentle slope and no
low spots, a regular supply of water, a minimum of 6 hours of sunshine each day
and moderate foot traffic. You will probably not have these ideal conditions at
all times, so you should be realistic about your goals for your lawn. Lawns in
Canada consist mostly of cool season turfgrass, which have their main growth
periods in the spring and fall. Kentucky bluegrass needs more sun (especially in
the morning) than many other grasses. Once your lawn is started, it is
important to continue to maintain your lawn. That way, you'll be able to enjoy a
healthy lawn for years to come.
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Non-Depleted Condition

Task 1: Typing Ability
In the following task, you will be asked to retype a short passage.

As you are re-typing the passage, it is important that you type out the passage exactly as
shown. For example, if a sentence reads: "everyday, I eat the same meal", it should be
retyped as: "everyday, I eat the same meal". Please remember that the point of the task is to
assess typing ability, not to see if you can retype the entire passage in the time provided.
However, it is also important that you work on this as fast as you can.

You will work on this typing task for two minutes. After 2 minutes, the page will
automatically advance to the next task.

Once you are ready to start, click the button at the bottom right.

Please retype the passage in the box below it exactly as it is shown. (Remember, after 2
minutes, the page will automatically advance to the next task.

If you are like most people, you probably want to have a healthy-looking lawn.
Besides being a great place to spend time, lawns do many things: they buffer
temperatures, absorb water, and prevent soil from washing away. The best
conditions for growing a lawn include even ground with a gentle slope and no
low spots, a regular supply of water, a minimum of € hours of sunshine each day
and moderate foot traffic. You will probably not have these ideal conditions at
all times, so you should be realistic about your goals for your lawn. Lawns in
Canada consist mostly of cool season turfgrass, which have their main growth
periods in the spring and fall. Kentucky bluegrass needs more sun (especially in
the morning) than many other grasses. Once your lawn is started, it is
important to continue to maintain your lawn. That way, you'll be able to enjoy a
healthy lawn for years to come.

Manipulation Check Questions

How effortful did you find the typing task?

How mentally demanding did you find the typing task?

How much concentration did the typing task require?

How much did the typing task require you to resist your automatic typing tendencies?
How difficult did you find the typing task?

ok W=
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Appendix B
Vicarious Pride Manipulation (Study 2)

Vicarious Pride Condition

The Stingers, A Team To Be Proud

In 2023, the Concordia Stingers football team had a season to be proud of, with
accomplishments that showcased their strength and determination.

Then came 2024. The season started rough—two tough losses to Sherbrooke and McGill.
But the Stingers didn't back down. They fought back, delivering back-to-back victories over
Laval and Montréal—two of the top teams in the league.

Then came the semifinal: a double-overtime battle, again against powerhouse Laval, that
tested every ounce of grit they had. And they delivered something that hadn't happened in 20
years!

That victory wasn’t just a win—it was a moment that reminded them of the journey they had
taken and the legacy they were building, inspiring pride not only within the team but across
the university and beyond.

Neutral Scenario

A Weekend With Friends

On a quiet weekday afternoon, a small group of friends met up after finishing their regular
routines—classes, work, errands. They walked to a nearby café, found a table, and ordered
drinks and snacks. The conversation covered everyday topics like school, recent events, and

weekend plans.

They stayed for about an hour before deciding to head out. After a few casual goodbyes, they
went their separate ways and continued with the rest of their day.

Nothing out of the ordinary happened—it was a simple, routine get-together.
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Appendix C
Adapted Sport Spectator Identification Scale (SSIS)

. How important to you is it that the Stingers football team win?

Not Important (1) 2 3 4 5 6 7 Very Important (8)

. How strongly do you consider yourself a fan of the Stingers football team?

Not a fan at all (1) 2 3 4 5 6 7 Very much a fan (8)

. How strongly do your friends see you as a fan of the Stingers football team?

Not a fan at all (1) 2 3 4 5 6 7 Very much a fan (8)

. During the football season, how closely do you follow the Stingers?

Never (1) 2 3 4 5 6 7 Almost every day (8)

. How important is being a fan of the Stingers football team to you?

Not Important (1) 2 3 4 5 6 7 Very Important (8)

. How much do you dislike the Stingers’ greatest rival?

Do not dislike (1) 2 3 4 5 6 7 Dislike very much (8)

. How often do you display the Stingers name or insignia at school, on your clothing?

Never (1) 2 3 4 5 6 7 Always (8)
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Appendix D
Instagram Post (Study 2)

CONCORDIA_FB
< Posts

concordia_fb
Montreal, Quebec

ses

© Qs V¥V W

4 DD Liked by concordia and others

concordia_fb https:/stingers.ca/ Click the link to learn
more about Stingers football, enter a contest for free tickets
and merch, and buy tickets for the upcoming game

A QA ® B @
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Appendix E

Mediation Analysis (Team Identification)

Information Search

*khkkkkkkkkkkkkkkkk PROCESS Procedure for SPSS Vers'on 4.2 *hkkkkkkkkkkkkhkkkkk

Written by Andrew F. Hayes, Ph.D.  www.afhayes.com
Documentation available in Hayes (2022). www.guilford.com/p/hayes3

*kkkkkk*k *kkkkkk*k *hkkkhkhkkkhkkkk
Model : 4
Y : Information Search
X : Pride

M : Team identification

Sample
Size: 66

khkkhkkkhkhkhkkhkkhkkhkkhkhkkhkhkhkkhkhkhkkhkkhkhkkhkhkkhhkhkkhkhkhkkhkhkhkhkhhkkhkkhkhkkhkhkhkkhkhkhkkhkhkhkhkhkhkkhkhkhkkhhkhkhhkhkkhkhkhkkhhkhkkhhkikk

OUTCOME VARIABLE:
Team identification

Model Summary
R R-sq MSE F df df2 p
.0465 .0022 2.0689 .1389 1.0000 64.0000 .7106

Model

coeff se t p LLCI ULCI
Constant 2.0302 .5467 3.7137 .0004 .9381 3.1223
Pride 1325 .3556 .3727 .7106 -.5778 .8429

Khkkhkhkkhhkhkkhkhkhkhkhhkkhkhhkhkhhkkhkkhhkhkhkhkhhkhkhhkhkhhkhkhkhkhhhkhkhkxk *khkkkkkkkkkk

OUTCOME VARIABLE:
Information Search

Model Summary
R R-sq MSE F df df2 p
.5485 .3008 2.2398 13.5528 2.0000 63.0000 .0000

Model

coeff se t p LLCI ULCI
Constant .8199 .6271 1.3074 .1958 -.4333 2.0730
Pride .3684 .3704 .9946 .3238 -.3718 1.1085
Team identification

.6579 .1301 5.0586 .0000 .3980 .9178

khkkhkkkhkkhkkhkkhkhkkkhhkkhkkhkhkkkhhkkkhkhkk TOTAL EFFECT MODEL kkhkkhkkkhkhkhkkhkkhkhkkhkkhkkhkhkhkkhkkhkhkkkhhkhkhkkikx

OUTCOME VARIABLE:
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Information Search

Model Summary
R R-sq MSE F df1 df2 p
1297 .0168 3.1003 1.0953 1.0000 64.0000 .2992

Model

coeff se t p LLCI ULCI
Constant 2.1556 .6692 3.2211 .0020 .8187 3.4924
Pride .4556 .4353 1.0466 .2992 -.4140 1.3251

sxwmksknkis« TOTAL, DIRECT, AND INDIRECT EFFECTS OF X ON Y # st sonsos

Total effectof XonY
Effect se t p LLCI ULCI
4556 .4353 1.0466 .2992 -.4140 1.3251

Direct effectof Xon Y
Effect se t p LLCI ULCI
.3684 .3704 .9946 .3238 -.3718 1.1085

Indirect effect(s) of Xon Y:
Effect BootSE BootLLC|I BootULCI
Team identification
.0872 .2404 -.3645 .5893
hhkhkkhkkhhkkhkkhhkhkkhhkhkkhhkkkhhkkkhkkk ANALYSIS NOTES AND ERRORS hhkkhkhkhkkhkkhkhkkhkkhhkhkkhhkkhkkhhkkkhhkhkkkx

Level of confidence for all confidence intervals in output:
95.0000

Number of bootstrap samples for percentile bootstrap confidence intervals:
5000
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Engagement with Promotional Content

kkhkkkkkhkkkkhkkhkkhkkkkhkk PROCESS Procedure for SPSS VerSIon 4.2 kkhkkhkkkhkkkkhkkkkhkhkkkikk

Written by Andrew F. Hayes, Ph.D.  www.afhayes.com
Documentation available in Hayes (2022). www.guilford.com/p/hayes3

KA AR AR A AR AR A AR A AR AR AR R A AR AR A AR AR A AR AR A A KRR AR AR AR A A A A Ak A Ak hhkhhkhkhkhkhkhkhkhhhkhkkx

Model : 4
Y : Engagement in promotional content
X : Pride
M : Team identification

Sample
Size: 66

khkkhkkkhkhkhkkhkkhkkhkkhkhkkhkhkhkkhkhkhkkhkkhkhkkhkhkhkkhhkhkkhkhkhkkhkhkhkhkhhkkhkkhkhkkhkhkhkkhkhkhkkhkhkhkkhkhkhkkhkhkhkhhkhkhhkhkkhkhkhkkhhkhkhhkhkk

OUTCOME VARIABLE:
Team identification

Model Summary
R R-sqg MSE F df1 df2 p
.0465 .0022 2.0689 .1389 1.0000 64.0000 .7106

Model

coeff se t p LLCI ULCI
Constant 2.0302 .5467 3.7137 .0004 .9381 3.1223
Pride 1325 .3556 .3727 .7106 -.5778 .8429

Khkhkhkkkhkhkkhkhkhkhkhhkkhkhhkhkhhkhkkhhkhkhkhkhkhhkhkhhkhkhhkhkhkhkhhhkhkhkxk *khkkkkkkkhkkkk

OUTCOME VARIABLE:
Engagement in promotional content

Model Summary
R R-sq MSE F df df2 p
4488 .2014 2.5875 7.9442 2.0000 63.0000 .0008

Model

coeff se t p LLCI ULCI
Constant 1.5519 .6740 2.3026 .0246 .2050 2.8988
Pride .3398 .3981 .8536 .3966 -.4557 1.1353
Team identification

.5381 .1398 3.8496 .0003 .2588 .8175

*hkkkkhkkkhkkhkkhkhkkhkkkhkkhkkkkhkhkkx TOTAL EFFECT MODEL *hkkkkhkkkhkkhkhkkhkhkkkhkkhkkhkhkkkhkkkx

OUTCOME VARIABLE:
Engagement in promotional content

Model Summary
R R-sq MSE F df df2 p
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1164 .0135 3.1462 .8791 1.0000 64.0000 .3520

Model

coeff se t p LLCI ULCI
Constant 2.6444 .6741 3.9228 .0002 1.2977 3.9912
Pride 4111 .4385 .9376 .3520 -.4649 1.2871

sxsmksinkis« TOTAL, DIRECT, AND INDIRECT EFFECTS OF X ON Y # st sonscs

Total effectof XonY
Effect se t p LLCI ULCI
4111 .4385 9376 .3520 -.4649 1.2871

Direct effectof Xon Y
Effect se t p LLCI ULCI
.3398 .3981 .8536 .3966 -.4557 1.1353

Indirect effect(s) of Xon Y:
Effect BootSE BootLLCl BootULCI
Team identification
.0713 .1985 -.2740 .5132
*hkhkkhkkhkhkkhkkhkhkhkkhhkhkkhkhkkhkkhkhkkkhkkk ANALYSIS NOTES AND ERRORS hhkkhkhkhkkhkkhkhkkhkkhhkhkkhkhkkhkkhkhkhkhkhkkhkhkk

Level of confidence for all confidence intervals in output:
95.0000

Number of bootstrap samples for percentile bootstrap confidence intervals:
5000
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Ticket Purchase Intention

kkhkkkkkhkkkkhkkhkkhkkkkhkk PROCESS Procedure for SPSS VerSIon 4.2 kkhkkhkkkhkkkkhkkkkhkhkkkikk

Written by Andrew F. Hayes, Ph.D.  www.afhayes.com
Documentation available in Hayes (2022). www.guilford.com/p/hayes3

KA AR AR A AR AR A AR A AR AR AR R A AR AR A AR AR A AR AR A A KRR AR AR AR A A A A Ak A Ak hhkhhkhkhkhkhkhkhkhhhkhkkx

Model : 4
Y :Ticket purchase intention
X : Pride
M : Team Identification

Sample
Size: 66

khkkhkkkhkhkhkkhkkhkkhkkhkhkkhkhkhkkhkhkhkkhkkhkhkkhkhkhkkhhkhkkhkhkhkkhkhkhkhkhhkkhkkhkhkkhkhkhkkhkhkhkkhkhkhkkhkhkhkkhkhkhkhhkhkhhkhkkhkhkhkkhhkhkhhkhkk

OUTCOME VARIABLE:
Team ldentification

Model Summary
R R-sq MSE F df1 df2 p
.0465 .0022 2.0689 .1389 1.0000 64.0000 .7106

Model

coeff se t p LLCI ULCI
Constant 2.0302 .5467 3.7137 .0004 .9381 3.1223
Pride 1325 .3556 .3727 .7106 -.5778 .8429

Khkhkhkkkhkhkkhkhkhkhkhhkkhkhhkhkhhkhkkhhkhkhkhkhkhhkhkhhkhkhhkhkhkhkhhhkhkhkxk *khkkkkkkkhkkkk

OUTCOME VARIABLE:
Ticket purchase intention

Model Summary
R R-sq MSE F df df2 p
.7162 .5129 1.0539 33.1721 2.0000 63.0000 .0000

Model

coeff se t p LLCI ULCI
Constant .5436 .4302 1.2636 .2110 -.3161 1.4032
Pride 1153 .2541 .4538 .6515 -.3924 .6230
Team Identification

.7229 .0892 8.1026 .0000 .5446 .9012

*hkkkkhkkkhkkhkkhkhkkhkkkhkkhkkkkhkhkkx TOTAL EFFECT MODEL *hkkkkhkkkhkkhkhkkhkhkkkhkkhkkhkhkkkhkkkx

OUTCOME VARIABLE:
Ticket purchase intention

Model Summary

R Rsq MSE F dft df2 p
.0731 .0053 2.1186 .3442 1.0000 64.0000 .5595
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Model

coeff se t p LLCI ULCI
constant 2.0111 .5532 3.6355 .0006 .9060 3.1162
Pride 2111 .3598 .5867 .5595 -.5077 .9299

sxsmksinkis« TOTAL, DIRECT, AND INDIRECT EFFECTS OF X ON Y # st sonscs

Total effectof XonY
Effect se t p LLCI ULCI
2111  .3598 .5867 .5595 -.5077 .9299

Direct effectof Xon Y
Effect se t p LLCI ULCI
1153 .2541 .4538 .6515 -.3924 .6230

Indirect effect(s) of Xon Y:
Effect BootSE BootLLCl BootULCI
Team Identification
.0958 .2566 -.3904 .6205
*hkhkkhkkhkhkkhkkhkhkhkkhhkhkkhkhkkhkkhkhkkkhkkk ANALYSIS NOTES AND ERRORS hhkkhkhkhkkhkkhkhkkhkkhhkhkkhkhkkhkkhkhkhkhkhkhkhkk

Level of confidence for all confidence intervals in output:
95.0000

Number of bootstrap samples for percentile bootstrap confidence intervals:
5000
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Social Media Engagement

Run MATRIX procedure:
kkhkkhkkkhkkkkhkkhkkkhkkhkhkkhkkk PROCESS Procedure for SPSS Version 4.2 *khkkhkkkhkkkkhkkkkhkhkkkhkkk

Written by Andrew F. Hayes, Ph.D.  www.afhayes.com
Documentation available in Hayes (2022). www.guilford.com/p/hayes3

khkkhkhkkhkhkhkkhkhkhkkhkkhkhkkhhkhkkhkhkhkkhkkhkhkhkhkhkkhhkhkhkhkhkhkhkhkhkhhkhkkhkhkkhkhkhkkhkhkhkkhkhkhkhkhkhkhhkhkhhkhkihkhkkhkhkhkkhhkhkihkhkk

Model : 4
Y : Social media engagement
X : Pride
M : Team identification

Sample
Size: 66
*kkkkkk*k *kkkkkk*k *hkkkhkhkkkhkkkkk
OUTCOME VARIABLE:
Meanlden

Model Summary
R R-sq MSE F df df2 p
.0465 .0022 2.0689 .1389 1.0000 64.0000 .7106

Model

coeff se t p LLCI ULCI
Constant 2.0302 .5467 3.7137 .0004 .9381 3.1223
Pride .1325 .3556 .3727 .7106 -.5778 .8429

kkhkkhkkkhkhkhkkhkhkhkkhkkhkhkkhkhkhkkhkhkhkkkhkhkkhkhkhkkhhkhkkhkhkhkkhkhkhkhkkhhkkhkkhkhkkkhkhkkkhkhkhkkhkhkkhkkhkhkhkkhkhkhkkhhkhkkhhkhkkhkhkhkkhkhkhkkhkhkikk

OUTCOME VARIABLE:
Social media engagement

Model Summary
R R-sq MSE F df df2 p
7116  .5064 .9227 32.3220 2.0000 63.0000 .0000

Model
coeff se t p LLCI ULCI
Constant 1.0856 .4025 2.6973 .0090 .2813 1.8899
Pride -.0741 .2377 -.3119 .7562 -.5492 .4009
Team identification .6711 .0835 8.0399 .0000 .5043 .8379

*hkkkkhkkkhkkhkkhkhkkhkhkkhkkhkkkkkkk TOTAL EFFECT MODEL *hkkkkhkkkhkkhkhkkkhkhkkkhkkhkkhkhkkkhkkkk

OUTCOME VARIABLE:
Social media engagement

Model Summary
R R-sq MSE F df df2 p
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.0055 .0000 1.8401 .0020 1.0000 64.0000 .9649

Model

coeff se t p LLCI ULCI
Constant 2.4481 .5156 4.7486 .0000 1.4182 3.4781
Pride .0148 .3353 .0442 .9649 -.6551 .6847

Fxkxkxxkxkxkxx* TOTAL, DIRECT, AND INDIRECT EFFECTS OF X ON Y ***xkkakskokskxkkx
Total effectof XonY

Effect se t p LLCI ULCI

.0148 .3353 .0442 .9649 -.6551 .6847
Direct effectof Xon Y

Effect se t p LLCI ULCI

-.0741 .2377 -.3119 .7562 -.5492 .4009
Indirect effect(s) of Xon Y:

Effect BootSE BootLLCl BootULCI

Team identification .0890 .2461 -.3824 .5973
*hkhkkhkkhkhkkhkkhkhkhkkhhkhkkhkhkkhkkhkhkkkhkkk ANALYSIS NOTES AND ERRORS hhkkhkhkhkkhkkhkhkkhkkhhkhkkhkhkkhkkhkhkhkhkhkkhkhkk

Level of confidence for all confidence intervals in output:
95.0000

Number of bootstrap samples for percentile bootstrap confidence intervals:
5000

50



