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The purpose of this study was to examine the effects of relationship quality and 

calculative commitment on sport consumers’ game attendance, donation intentions, and 
customer referral in the context of intercollegiate athletics. Relationship quality was 
operationalized as a higher-order construct containing trust, satisfaction, and affective 
commitment (De Wulf, Odekerken-Schröder, & Iacobucci, 2001). Calculative commitment, on 
the other hand, was conceptualized as a cost-induced commitment between relationship partners 
(Geyskens, Steenkamp, Scheer, & Kumar, 1996). Based on previous studies, a 29-item 
instrument was developed, and modifications were made to adapt it to intercollegiate athletics. 
Research participants (N = 350) were consumers of a Division I intercollegiate athletic program 
located in the southeast region of the United States. The result of a confirmatory factor analysis 
suggested that the measurement model fit the data well. In addition, the result of a structural 
equation modeling indicated that both relationship quality and calculative commitment are 
predictive of sport consumer behaviors at the intercollegiate level. Finally, the theoretical and 
managerial implications of this study’s findings are discussed.  
 

Introduction  
 

 
ntercollegiate athletic programs such as football and basketball can generate a high level 

of income comparable to that of many professional sports. For instance, the media revenue of the 
National Collegiate Athletic Association (NCAA) men’s basketball tournament was higher than 
that of the Major League Baseball (Kahn, 2007). Despite the fact that intercollegiate sports 
exhibit a seemingly promising future in terms of the financial viability of a few programs (e.g., 
men’s basketball championship), myriad challenges, such as the economic downturn since 2001, 
still remain widespread (Gladden, Mahony, & Apostolopoulou, 2005). Intercollegiate athletic 
programs have been suffering from four major financial challenges: (1) the budget cuts by higher 
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education institutes; (2) the profit deficits of football programs; (3) the restrictions of university 
scholarships; and (4) the expenses of facilities and salaries. Consequently, the majority of 
intercollegiate athletic programs are struggling to maintain their financial viability. In fact, in the 
Football Bowl Subdivision (FBS), only 14 programs successfully sustained profits in 2009, and 
only 22 in 2010 (Fulks, 2010; 2011). Thus, it is important to help intercollegiate athletic 
programs develop strategies capable of driving positive sport consumer behavior. More precisely 
a review of the existing literature demonstrated that three sport consumer behaviors – game 
attendance, customer referral, and donation intentions – should be included as essential 
indicators of an athletic program’s financial performance.  

The combined revenue created by gate receipts and donations accounted for more than 
50% of the total revenue in the FBS in 2010 (Fulks, 2011). In addition, customer referral was 
found to play a positive role in consumers’ decision-making process because personal 
communications among customers were deemed as more trustworthy than firm-initiated 
communications (Hennig-Thurau, Gwinner, & Gremler, 2002; Reynolds & Beatty, 1999; 
Swanson, Gwinner, Larson, & Janda, 2003). In order to help intercollegiate athletic programs 
generate an increasing amount of game attendance, a stronger donation intention, and heightened 
intention to engage in customer referral, two concepts – namely, relationship quality and 
calculative commitment – were identified as key drivers for sport consumer behaviors based on 
extant literature (e.g., Judson, Aurand, & Karlovsky, 2007; Kim, Trail, Woo, & Zhang, 2011).  

Relationship marketing has become a mainstream business strategy; accordingly, the 
focus of marketing campaigns has moved from creating new customers to retaining existing ones 
(Kim & Trail, 2011). The key to implementing successful relationship marketing strategies lies 
in nurturing relationships of a high quality; a quality relationship composed of trust, affective 
commitment, and satisfaction between service providers and customers has been suggested as the 
crucial determinant in converting relationship marketing efforts into desirable business outcomes 
(Palmatier, Dant, Grewal, & Evans, 2006). As a result, relationship quality was incorporated in 
the present study due to its capability to generate many desirable business outputs (e.g., game 
attendance, media consumption, and sales of team-licensed merchandise) in the context of sports 
(Kim, Trail, & Ko, 2011).  

In addition to relationship quality, calculative commitment was also identified due to its 
relevance to many intercollegiate sport organizations in the United States. ‘Calculative 
commitment’ was defined as a cold and logical commitment to exchange relationships due to the 
cost incurred by terminating existing relationships without being affectively committed 
(Geyskens et al., 1996). The geographic locations of many U.S. intercollegiate sport 
organizations enable them to become the single service providers in local areas and subsequently 
to create a high calculative commitment among local customers. Calculative commitment has 
been suggested to have mixed effects on several aspects of business performance, such as 
increasing sales volume but reducing customer referrals (Verhoef, Franses, & Hoekstra, 2002). 
In light of its relevance to many intercollegiate athletic programs, calculative commitment was 
incorporated into the current study to help intercollegiate sports identify the potential positive as 
well as negative impacts on sport consumer behaviors and decision process in the context of 
intercollegiate sports. 	  

The inclusion of relationship quality and calculative commitment in sport consumer 
research could provide valuable theoretical and managerial implications. A desirable relationship 
quality between athletic programs and their consumers could nurture consumer supports (e.g., 
Kim & Trail, 2011; Kim, Trail, & Ko, 2011). Accordingly, relationship quality was expected to 
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create a higher level of game attendance, future donation intention, and customer referral. 
Another potential contribution pertains to the inclusion of calculative commitment. To the best of 
our knowledge, calculative commitment has not been employed to study sport consumer 
behaviors at any level of sport. Based on the existing literature (e.g., Verhoef et al., 2002), 
calculative commitment was expected to increase game attendance but decrease customer 
referral due to the lack of alternative sport options and the subsequent high switching cost caused 
by attending other distant sporting events. The current study seeks to help intercollegiate athletic 
programs develop a more effective operational strategy by nurturing relationship quality and by 
avoiding over-reliance upon calculative commitment.  

In summary, this study aims to examine the effects of relationship quality and calculative 
commitment on three sport consumer behaviors. The remainder of the article is organized as 
follows. The first section provides a brief overview of the current condition of intercollegiate 
sports. Next, a thorough review of the literature on relationship quality and calculative 
commitment is provided. Six hypotheses are then proposed to examine potential effects of 
relationship quality and calculative commitment on game attendance, donation intention, and 
customer referral. In the next section, the study offers empirical evidence supporting the six 
research hypotheses and discusses potential practical and theoretical implications of the findings. 
Finally, this study concludes by describing its limitations and exploring directions for future 
research.  

 
Literature Review 

 
Future Challenges for Intercollegiate Athletics 
 

In the United States, the number of sport fans is expected to exceed 200 million. Among 
these 200 million fans, approximately 90% regularly follow sports-related news on a day-to-day 
basis (King, 2005). Attending sports events has gradually transformed into a popular recreational 
and leisure activity worldwide (Funk, Filo, Beaton, & Pritchard, 2009). At the collegiate level, 
the NCAA is predicted to generate $777 million of revenue in the 2011-12 fiscal years, and the 
total asset of NCAA in 2010 is approximately $570 million (National Collegiate Athletic 
Association, 2012; OneSource, 2012). The appearance of the Bowl Championship Series (BCS) 
has gradually transformed intercollegiate football into a multi-billion dollar business (Caro & 
Benton, 2012). 

Nevertheless, several factors could still obstruct the future prosperity of spectator sports. 
These factors include competition from other forms of entertainment and consumers’ decreasing 
discretionary income (Funk et al., 2009). In fact, regarding professional and semiprofessional 
sports during the 2008-09 fiscal years, the annual revenue indicated a slight 3% drop caused by 
the global economic recession and a resultant decrease in consumers’ per capita disposable 
income. Additionally, alternative entertainment products, such as concerts and arts, and the 
evolution of modern technologies, including online video streaming and Internet broadcasting, 
were also expected to slow down or even stunt the growth of spectator sports (Nanfelt, 2012; 
Ripley, 2011).  

The obstacles to maintaining financial success are even more apparent at the collegiate 
level. Ample evidence has indicated the existence of significant financial deficits faced by the 
majority of athletic programs. According to Fulks (2010; 2011), the net loss of the NCAA rose 
from $8,089,000 in 2008 to $10,164,000 in 2009. In fact, only 14 programs in the FBS reported 
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having generated a revenue surplus in the 2009 fiscal year, and only 22 in 2010. The condition 
was even worse in the Football Championship Subdivision (FCS). According to Fulks (2011), 
none of the FCS programs reported having generated revenue in 2009 or in 2010. This 
unsatisfactory financial performance at the collegiate level could be attributed to several causes. 
For example, U.S. higher-education budgets have continuously decreased over the course of this 
decade (Ehrenberg, 2006). This financial blight directly struck many athletic departments due to 
athletic programs’ heavy reliance on their universities and educational institutions for financial 
support (Palmero, Li, Lawrence, & Conley, 2011). For instance, with the exception of programs 
in the FBS of the NCAA, other programs in Division I or the FCS received more than 70% of 
revenue from their lineal schools’ financial support (Fulks, 2011). In fact, the budgets of athletic 
departments could sometimes be easily cut by their schools because intercollegiate athletics and 
varsities often were not deemed as core functions of higher education (Palmero et al., 2011).  

When it comes to sport program revenue, football is the most important (Baird, 2004); 
football has the highest expenditures and generates the most revenue. In fact, other 
intercollegiate sport programs are often supported by the “surplus” revenue brought in by 
football programs. Thus, many intercollegiate athletic programs make significant investments in 
football programs and wait to harvest these football-related investments; however, existing data 
indicates that the increase in football-generated revenue cannot meet the expected goals to 
support other intercollegiate sports by earning surplus (Orleans, 2010).  

In addition, in order to maintain a balanced competition among its member institutions, 
the NCAA currently imposes many restrictions regarding scholarship allocations; however, these 
restrictions have also had several negative financial impacts on intercollegiate athletic programs. 
Recruiting high school talent is an essential step for athletic programs to generate more financial 
benefits, such as media contracts and ticket sales (Kahn, 2007); however, the NCAA limits the 
number of scholarships that can be awarded to student-athletes within individual institutions. 
After 1994, FBS schools could offer no more than 85 scholarships to each football team annually 
– 10 fewer than in 1991. Among these 85 scholarships, 25 are designated to first-year student-
athletes (Sutter & Winkler, 2003). The NCAA’s restrictions on scholarships limit intercollegiate 
athletic programs’ ability to recruit high school talent and associated star powers that have been 
found to be positively related to customers’ event and merchandise consumption (Braunstein & 
Zhang, 2005). Therefore, the competition, or so-called “arms race”, that has resulted from the 
recruitment of high school talent not only creates predicaments for on-field performance but also 
off-field performance, such as ticket sales and media rights.  

The last financial challenge relates to expenditures on facilities and human resources. 
Facilities are often perceived as a “home” by sport fans, and modern infrastructures can be 
leveraged to recruit high school talent as well as attract sponsorship investments and alumni 
donations (Palmero et al., 2011). The associated construction and maintenance fees, however, 
also impose significant burdens on intercollegiate athletic departments. On the other hand, the 
“arms race” of intercollegiate athletics often involves coaches as well. The rising salaries of 
coaches present a hefty challenge to athletic programs’ financial viability. In the six conferences 
with automatic BCS bids, the average salary in 2011 increased by 52% since 2006. There were 
42 coaches in the FBS subdivision who earned more than $1 million in 2006, as compared with 
only 5 such coaches in 1999 (Tsitsos & Nixon, 2012). Generally speaking, when athletic 
programs strive to become more competitive by hiring famous winning coaches, they also 
inevitably exacerbate their financial burdens. Due to the reasons mentioned above, most 
intercollegiate athletics are currently confronting the challenge of avoiding financial deficits.  
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A great amount of research has been devoted to overcoming various operational 
challenges and facilitating sports business success. Several approaches, such as consumer-based 
fan motivation and service-based market demands, have been developed to gain insight into fans 
and spectators (e.g., Funk, Ridinger & Moorman, 2003; Zhang, Lam, & Connaughton, 2003); 
however, today's market environment is no longer the traditional market place where a 
transaction or exchange is the sole function between services/goods and money. The highly 
competitive commercial area has prompted the use of the relationship paradigm of marketing not 
only in the general service area (Srinivasan & Moorman, 2005) but also in the context of sports 
(Gladden & Sutton, 2009; Kim & Trail, 2011). 
 
Relationship Marketing 
 

‘Relationship marketing’ is defined as “attracting, maintaining and – in multi-service 
organizations – enhancing customer relationships” (Berry, 2002, p. 61). It incorporates any 
activities aiming to create and maintain an exchange relationship (Morgan & Hunt, 1994). The 
execution of relationship marketing in modern business operations has been deemed as 
orthodoxy by academics as well as practitioners (Harris & Ogbonna, 2008). The use of 
relationship marketing is expected to solve major issues in the recent business world pertaining 
to customer churn and retention (Berry, 1995; Gruen, Summers, & Acito, 2000).  

Customer churn occurs when one customer terminates his/her current relationship with 
the service provider and moves to another, and it could consequently lead to decreased customer 
lifetime value (Glady, Baesens, & Croux, 2009; Neslin, Gupta, Kamakura, Lu & Mason, 2006). 
Customer churn could be especially harmful to spectator sports because a declining attendance 
rate could lead to the loss of many revenue streams, such as naming rights and sponsorship deals, 
media contracts, licensing agreements, and team merchandise sales (Kim & Trail, 2011). 
Another reason prompting the use of relationship marketing relates to the relatively high cost of 
attracting new customers as opposed to retaining existing ones (Fornell & Wernerfelt, 1987). 
Desirable outcomes of relationship marketing include relationship continuity (Crosby, Evans, & 
Cowles, 1990) and consumer referral (Reynolds & Beatty, 1999); however, regardless of its wide 
application, research examining the role of relationship marketing in sport consumer behavior 
still remains scarce (Kim, Trail, & Ko, 2011).  

 
Relationship Quality 
 

One of the crucial strategies for implementing effective relationship marketing is to 
nurture a high-quality business-customer relationship. ‘Relationship quality’ refers to the overall 
strength of the relationship between service providers and consumers. As suggested by existing 
literature, to transform investments and efforts devoted to relationship marketing into favorable 
outcomes, corporations should foster a high-quality relationship with their customers (Palmatier 
et al., 2006). Relationship quality generally consists of multiple distinct components, such as 
trust, satisfaction and commitment (Dorsch, Swanson, & Kelley, 1998; Dwyer, Schurr, & Oh 
1987; Fournier, 1998). The following sections review the three components of relationship 
quality.  
 Trust. The first main constituent of relationship quality is trust, which represents one’s 
beliefs in another party to fulfill his/her needs (Anderson & Weitz, 1989). Trust only exists 
“when one party has confidence in an exchange partner’s reliability and integrity” (Morgan & 
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Hunt, 1994, p. 23). Partners in a trustworthy relationship behave according to each other’s best 
interests (Zabkar & Brencic, 2004). Establishing a high level of trust can bring about many 
favorable outcomes, such as buyers’ intent to purchase in the future (Doney & Cannon, 1997). In 
addition, companies can conserve their budgets for negotiation with consumers because trust can 
directly mitigate customers’ fear of sellers’ opportunistic behaviors (Bendapudi & Berry, 1997).  
 Affective commitment. The second key element of relationship quality is affective 
commitment, which is defined as “an enduring desire to maintain a valued relationship” 
(Moorman, Zaltman, & Desphande, 1992, p. 316). ‘Affective commitment’ mainly refers to the 
affective component of attitudinal customer loyalty within relationship marketing research (Pura, 
2005). Affective commitment appears when both partners (e.g., service providers and buyers) 
realize the importance of a relationship and subsequently exert a maximum effort to ensure 
indefinite relationships (Morgan & Hunt, 1994). It serves as a crucial element to distinguish a 
relational partnership from a functional partnership (Levy & Weitz, 2004). According to Morgan 
and Hunt (1994), buyers who possessed relationship commitment exhibit a lesser tendency to 
terminate their existing relationship and a higher degree of acquiescence to special policies 
requested by channel suppliers.  
 Satisfaction. ‘Satisfaction’ is defined as the emotional state caused by a consumer’s 
cumulative appraisal of the seller-buyer relationship. Satisfaction, the third crucial dimension of 
relationship quality (De Wulf et al., 2001), is similar to the noneconomic satisfaction that exists 
between relationship partners as characterized by Geyskens, Steenkamp, and Kumar (1999). 
More precisely, the concept of satisfaction represents a consumer’s satisfaction specifically with 
seller-buyer relationships rather than with discrete purchase transactions or overall satisfaction 
with products/services (De Wulf et al., 2001; Palmatier et al., 2006). In other words, 
‘satisfaction’ refers to the emotional states that emerge in consumers after repetitive interaction 
with the service providers over time (Verhoef, 2003). Similar to the effects of trust and 
commitment, relationship satisfaction essentially plays an important role in a seller’s objective 
performance regarding sales effectiveness and profit (Palmatier et al., 2006).  
 Overall relationship quality. What makes a relationship high-quality? Better 
relationship quality is characterized as being high in trust, satisfaction, and affective commitment 
(De Wulf et al., 2001). Although individual components of relationship quality have been 
suggested to create several desirable business outcomes – such as consumers’ lower tendency to 
terminate their existing relationship, customer referral or word of mouth, and cooperation 
between relationship partners – relationship quality as a whole offers the largest explanatory 
power (Kim, Trail, & Ko, 2011; Morgan & Hunt, 1994; Palmatier et al., 2006). Furthermore, 
consumers are often incapable of differentiating between these highly correlated components. As 
a result, relationship quality is commonly conceptualized as a higher-order construct 
encompassing all three first-order components (Crosby et al., 1990; De Wulf et al., 2001). 
 Relationship quality in sports. Due to the lack of studies using relationship marketing 
to study sport consumer behavior and to ultimately increase consumer spending, Kim and Trail 
(2011) developed a relationship quality framework and identified five distinct components (trust, 
commitment, intimacy, self-connection, and reciprocity) of a quality business-customer 
relationship. This conceptual framework was empirically tested. More specifically, Kim, Trail, 
and Ko (2011) employed the general-specific model to directly examine the effects of not only 
overall relationship quality but also the five constituent parts on spectators’ media consumption, 
consumption of licensed merchandise, and intention to attend future sport events. Consistent with 
previous findings, relationship quality as a whole was found to serve as the strongest predictor of 
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sport consumer behaviors; that is, relationship quality significantly explained 38% of variance in 
respondents’ intentions to attend future sport events, 41% of variance in media consumption, and 
35% of variance in spectators’ intentions to purchase team-licensed merchandise. The 
relationship quality paradigm in sport consumer behavior provided by Kim and Trail (2011) and 
Kim, Trail, and Ko (2011) gave sport organizations the confidence to utilize relationship quality 
to improve many business-related performances, such as ticket and merchandise sales. 
Nevertheless, potential determinants of business performance related to relationship research 
and/or sport products were not accounted for. After considering the uniqueness of intercollegiate 
athletic programs, a new construct – calculative commitment – was identified to improve the 
current understanding of consumer behaviors in the context of intercollegiate sports.     
 
Calculative Commitment 

 
‘Calculative commitment’ is defined as “the extent to which exchange partners perceive 

the need to maintain a relationship given the anticipated termination or switching costs 
associated with leaving” (Verhoef et al., 2002, p. 204). Calculative commitment is deemed as a 
stand-alone construct that is independent of affective commitment; in other words, a relationship 
containing affective commitment can neither mitigate nor aggravate calculative commitment 
(Geyskens et al., 1996; McGee & Ford, 1987). In contrast to the positive nature of affective 
commitment, calculative commitment can be viewed as a cost-induced commitment; that is, 
calculative commitment carries a negative connotation implying that the commitment to 
exchange relationships is the result of a cold and logical assessment of the sunk costs previously 
invested as well as the remaining benefits of existing relationships (Geyskens et al., 1996).  

The formation of calculative commitment could be attributed to the interdependence 
between exchange partners in an ongoing relationship; that is, when the extent to which one 
party (e.g., the sellers) provides valuable resources to another party (e.g., the buyers) with very 
limited alternative resources available (Hibbard , Kumar, & Stern, 2001), the highly dependent 
party would be reluctant to discontinue the existing relationships due to the cost of termination 
and/or switching. The positive effect of dependence on relationship commitment has been 
supported by previous findings. For example, Andaleeb (1996) and Hibbard et al. (2001) found 
that, in a channel market, buyers’/dealers’ dependence on suppliers/sellers could lead to a higher 
level of channel commitment; however, although calculative commitment could prompt 
exchange partners to continue their existing relationship, this relationship could essentially be a 
pseudo-relationship characterized by its lack of affective commitment and relationship quality. In 
other words, rather than voluntarily continuing their relationships in an enjoyable manner, 
relationship partners could be negatively motivated to maintain their relationship as a result of 
interdependence. Nevertheless, a dearth of research has empirically investigated the impact of 
calculative commitment on relationship continuity and the necessity of differentiating calculative 
commitment from affective commitment (Geyskens et al., 1996).  

 The concept of calculative commitment could be particularly relevant to intercollegiate 
athletics. Unlike general consumer products, intercollegiate sports often serve as single service 
providers for local sport consumers wanting to attend live sport events. For example the 
University of Florida (UF) offers local Gainesville residents the only opportunity to attend 
NCAA Division I athletic events. Other available major intercollegiate sport events (e.g., Florida 
State University, University of South Florida, and University of Central Florida) are all located 
in surrounding cities that are more than 100 miles from Gainesville. Consequently, sport 
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consumers’ perceived choice constraints could potentially help the Florida Gators foster strong 
local fan support, such as game attendance; however, calculative commitment has been largely 
overlooked by existing scholarly work on relationship marketing in sport consumer behavior. 
The Florida Gators is not a unique example in the United States. Many schools located in 
collegiate towns (e.g., Mississippi State University, University of Arizona, and Oklahoma State 
University) may also be prone to eliciting a strong perception of calculative commitment among 
their customers. Considering the fact that many intercollegiate athletic organizations could 
induce a high level of dependence and subsequent calculative commitment, calculative 
commitment was identified as a potential determinant of sport consumer behaviors. 
 
Hypotheses- Effects of Relationship Quality and Calculative Commitment 
 

Recently, many sport organizations have shifted their marketing strategies to the 
relationship marketing paradigm due to their financial losses from customer attrition and the 
rising costs of attracting new consumers (Kim & Trail, 2011). This shift has also spurred some 
academic research interest in the context of sports (e.g., Bee & Kahle, 2006; Stavros, Pope, 
Winzar, 2008; Tower, Jago, & Deery, 2006). In a similar vein, the present study examines the 
effects of two constructs – relationship quality and calculative commitment – on three sport 
consumer behaviors, including future donation intentions, game attendance, and customer 
referral. The following sections lay out the rationale behind the decision to incorporate these 
three dependent variables.  

Game Attendance. Revenue generated from gate receipts comprises a significant 
portion of the financial sources for sports organizations, particularly at the intercollegiate level 
(Fulks, 2010; Zhang, Smith, Pease, & Mahar, 1996). For example, in 2010, gate receipts made 
up 29% and 16% of revenue of FBS and FCS programs, respectively (Fulks, 2011). However, 
besides a handful of sport organizations, plenty of sport organizations are currently struggling to 
fill up empty stadium seats. As a result, increasing game attendance remains as a main task of 
many sport marketers and professionals (Swanson et al., 2003). Similar endeavors were also 
made by academics to identify key determinants of heightened game attendance (e.g., Neale & 
Funk, 2006; Wang, Zhang, & Tsuji, 2011). Relationship quality as a whole has been suggested to 
improve consumers’ behavioral loyalty in terms of frequency and expenditure of repeated 
purchasing (De Wulf et al., 2001; Palmatier et al., 2006). The positive effect of relationship 
quality on behavioral loyalty has also been documented in the context of sports (Kim, Trail, & 
Ko, 2011). Therefore, the current study proposed the following: 

 
Hypothesis 1: Relationship quality has a positive effect on game attendance. 
 

Calculative commitment, on the other hand, has also been shown to increase product 
consumption in general business (e.g., Verhoef et al., 2002). Although the role of calculative 
commitment has not been tested in the context of sport, based on existing findings in other fields, 
the current study expects calculative commitment to increase game attendance due to the 
associated high cost of switching and the lack of alternative sporting events. In other words, 
individuals who perceive a high level of calculative commitment would be more likely to 
continuously attend the limited sporting events because such events are the only available ones in 
the local area. Thus, the following hypothesis arises:  
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Hypothesis 2: Calculative commitment has a positive effect on game attendance. 
 
Donation intentions. ‘Donation’ is defined as “gift of money, goods, or other property 

(e.g., land, a painting, a bodily organ) from an individual or a group to a nonprofit group without 
expectation of direct, immediate economic benefit” (Smith, Stebbins, & Dover, 2006, p. 71). 
Alumni donations, it has been suggested, are one of the most essential revenue sources of 
intercollegiate athletics (Winfree & McCluskey, 2008). For instance, contributions and donations 
in 2010 comprised 23% and 28% of revenue in FBS and FCS, respectively (Fulks, 2011). The 
importance of donations has prompted sport management scholars to identify the antecedents 
driving donation behavior in the context of intercollegiate sports (e.g., Mahony, Gladden, & 
Funk, 2003; Verner, Hecht, & Fansler, 1998). Relationship quality has been found to increase 
various sellers’ performance in terms of sales volumes, market shares, and consumers’ 
willingness to maintain their existing relationships (Reynolds & Beatty, 1999; Siguaw, Simpson, 
& Baker, 1998).  

In college settings, a positive long-term relationship could encourage students to make 
donations after graduating; that is, students who had been more satisfied with their relationship 
to their school during their academic career also indicated a higher likelihood to become donors 
as alumni (Pearson, 1999). Although there is a paucity of direct evidence showing a positive 
relationship between relationship quality and intention to donate to intercollegiate athletics, it is 
proposed that relationship quality has a positive effect on donation intention, based on existing 
findings on other types of donation (e.g., Pearson, 1999). Thus, it is expected that sport 
consumers who perceive a desirable relationship quality with their affiliated intercollegiate sport 
teams will exhibit higher intention to make donations in the future. Accordingly, the third 
hypothesis emerges as follows: 

 
Hypothesis 3: Relationship quality has a positive effect on donation intentions. 
 
In terms of the relationship between calculative commitment and donation intentions, 

though, O’Neil and Schenke (2007) used the theory of social exchange to predict the donation 
behavior of athlete-alumni. According to social exchange theory, individuals tend to maximize 
benefits and minimize cost. Thus, people would likely consider whether to maintain their current 
relationships with existing partners by comparing the cost-benefit ratio between existing 
alternative partners (Thibaut & Kelley, 1959). In a similar vein, calculative commitment implies 
that individuals would maintain their existing relationships with their current exchange partners 
as a result of a cold assessment of the termination costs. This rational analysis of costs and 
benefits contradicts the altruistic view of donation behaviors (Smith et al., 2007). Accordingly, it 
was not expected that sport consumers would voluntarily donate to their affiliated intercollegiate 
sport teams simply due to the lack of alternative options. Therefore, the present study predicted 
that individuals perceiving a high level of calculative commitment would not exhibit higher 
donation intentions. Thus, the fourth corresponding hypothesis arises as follows:  

 
Hypothesis 4: Calculative commitment has no effect on donation intentions. 
 
Customer referral. Customer referral, or word-of-mouth, has become an effective 

approach to disseminating product information. ‘Customer referral’ is defined as “the extent to 
which customers advise other customers (e.g., friends, family, colleagues) to do business with 
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the focal supplier” (Verhoef et al., 2002, p. 203). Compared with business-initiated 
communication, customer referral is usually perceived as more trustworthy and, in turn, more 
influential on buyers’ decision making through informal and inter-personal communications, 
(Hennig-Thurau et al., 2002; Reynolds & Beatty, 1999). Empirical evidence also suggests that 
customer referral is one of the most significant outcomes of better relationship quality according 
to a recent meta-analysis between 1987 and 2004 (Palmatier et al., 2006). Given the literature 
above, it is expected that consumers who perceive a desirable relationship quality with their 
current sports organizations would exhibit a higher intention to engage in customer referral. As a 
result, the current study hypothesized the following: 

 
Hypothesis 5: Relationship quality has a positive effect on customer referral. 
 

Calculative commitment, in contrast, was expected to influence consumers’ intention to engage 
in word-of-mouth communications in a negative way. As mentioned earlier, consumers who 
perceived a high level of calculative commitment could be forced to maintain their relationships 
with their service providers (Geyskens et al., 1996). Although this forced relationship could 
increase actual consumption, based on previous findings, calculative commitment was expected 
to reduce customer referral and even cause consumers to disseminate negative referrals (Kumar, 
Hibbard, & Stern, 1994; Verhoef et al., 2002). With regard to sports, consumers might continue 
to attend sporting events due to the lack of alternatives and the high level of calculative 
commitment; however, these consumers might feel reluctant to recommend the same sport 
products to others because these sports products could also create a high level of calculative 
commitment among new customers. This led to the last hypothesis. 

 
Hypothesis 6: Calculative commitment has a negative effect on customer referral. 
 
In conclusion, the purpose of this study was to examine the effects of relationship quality 

and calculative commitment on sport consumer behaviors at the intercollegiate level. After 
thoroughly reviewing the literature related to relationship marketing, six research hypotheses 
were developed and tested to understand how relationship quality and calculative commitment 
could influence intercollegiate sport consumers’ game attendance, customer referral, and 
intentions to donate. 

 
Method 

 
Participants 
 
 Data were collected in two modes. A face-to-face survey was distributed to spectators of 
Division I FBS intercollegiate football events. Target participants were individuals affiliated with 
a southeastern university at the NCAA Division I level. Potential participants were encountered 
and informed of the purpose of the study in classrooms and other on-campus locations (e.g., 
hallways and student recreation centers). In the in-class occasions, participants were rewarded 
extra course points. During the face-to-face period, a total of 202 responses were collected. A 
second online survey was posted on an online survey service provider. The emails of potential 
participants were acquired from multiple instructors of many undergraduate courses offered at 
the university where the data were collected. Survey links were emailed to 452 individuals. A 
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total of 172 participants responded to the online survey, which equals a response rate of 38%. 
Upon completion, the 172 participants were rewarded extra course credits for their participation. 
Of the 172 returned surveys, 24 were incomplete and discarded accordingly. Combining the two 
data collection steps resulted in a total of 350 usable surveys. Among them, 55.1% were male (n 
= 193) and 44.9% female (n = 157). The majority of participants were between 18 and 24 years 
old (80.0%), single (89.4%), and Caucasian (74.0%). Nearly 90% of participants originated from 
the state in which the data were collected. Table 1 summarizes the demographic information of 
research participants.  
 
Table 1 - Demographic Background of Participants (N = 350)	  

Variable Categories N Percentage (%) 
Gender Male  193 55.1 
	   Female 157 44.9 
Marital status Single 313 89.4 
	   Married 35 10.0 
	   Divorced 2 0.6 
Education level In high school now 2 0.6 
	   High school graduate 13 3.7 
	   In college now 236 67.4 
	   College graduate 56 16.0 
	   In graduate school now 40 11.4 
	   Others 3 0.9 
Age Under 18 4 1.1 
	   18-24 280 80.0 
	   25-34 30 8.6 
	   35-44 5 1.4 
	   45-60 21 6.0 
	   Over 60 10 2.9 
Ethnicity Caucasian 259 74.0 
	   Hispanic 36 10.3 
	   Black 30 8.6 
	   Asian 20 5.7 
	   Others 5 1.4 
Hometown* Florida 311 88.9 
	   States in the U.S. 25 7.1 
	   Other countries outside the U.S. 14 4.0 
Note. *Individual states were not listed because they did not account for more than 1% of total 
participants.  

Instrument 
 

A two-part questionnaire was designed and distributed to research participants. The first 
part of the questionnaire contained materials measuring the seven research constructs. Items 
regarding calculative commitment (four items), trust (four items), satisfaction (six items), 
affective commitment (four items), and customer referral (five items) were adapted from a 
previous study (Verhoef et al., 2002). Furthermore, to measure sport consumers’ future donation 
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intentions, three items were generated and reviewed by a panel of experts. These items were 
phrased into a 5-point Likert typed scale (1 = strongly disagree to 5 = strongly agree). 
Participants were asked to indicate the number of games attended previously and the expected 
number of games that they will attend in a 3-year span on a 5-point scale (1 = less than 1 game, 2 
= 2 to 5 games, 3 = 6 to 10 games, 4 = 11 to 20 games, and 5 = more than 20 games). The second 
half of the questionnaire collected information regarding participants’ socio-demographic 
background. The time required to complete the questionnaire was approximately 10 minutes.  
 
Data Analysis 
 Data analysis was conducted by Analysis of Moment Structure (Amos) 8.0 and the 
Statistical Package for Social Science (SPSS) 17.0 for Windows. Item reliability was first 
examined based on the Cronbach’s alpha. After internal consistency was ensured, a confirmatory 
factor analysis (CFA) was conducted to examine the model fit of the proposed measurement 
model. A structural equation modeling (SEM) with Amos 8.0 was subsequently conducted to test 
the proposed structural model as well as the six research hypotheses. Multiple criteria, including 
the construct reliability (CR) with a cutoff value of .7, average variance extracted (AVE) with a 
cutoff value of .5, absolute fit indices (chi-square, root mean square error of approximation, and 
standardized root mean residual), and incremental fit index (CFI), were used to examine the 
psychometric properties of the scale (Bagozzi & Yi, 1988; Fornell & Larcker, 1981; Hair, Black, 
Babin, & Anderson, 2010). 
 

Results 
 

 The internal consistency of survey items measuring the seven constructs was first 
investigated according to the .7 cut-off value of Cronbach’s alpha (Fornell & Larcker, 1981; 
Nunnally & Bernstein, 1994). The results found support for internal consistency. More 
specifically, trust (α = .75), satisfaction (α = .88), affective commitment (α = .87), calculative 
commitment (α = .74), customer referral (α = .84), future donation intention (α = .77), and game 
attendance (α = .88) all exceeded the .7 threshold. Descriptive statistics for the research 
constructs are presented in Table 2. 
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Table 2 - Descriptive Statistics (Mean and Standard Deviation) 

Factor  M SD 

Trust 3.82 .67 

Satisfaction 3.76 .67 

Affective Commitment 3.99 .83 

Calculative Commitment 2.37 .82 

Customer Referral 4.00 .76 

Donation Intentions 3.38 .93 

Game Attendance 2.70 .96 

 
Confirmatory Factor Analysis 
  
 Prior to assessing the model fit and dimensionality of the measurement model, skewness 
and kurtosis of the items were examined. No items indicated extreme values exceeding the 3.0 
suggested threshold value (Chou & Bentler, 1995). CFA was then performed to examine the 
psychometric properties of the measurement model. According to the conventional view (e.g., 
Crosby et al., 1990; De Wulf et al., 2001), relationship quality was treated as a second-order 
latent variable reflected by three first-order latent constructs – trust, satisfaction, and affective 
commitment. All other constructs were treated as first-order latent constructs.  
 Based on the maximum likelihood estimation, the results of CFA indicated that the 
measurement model fit the data well (χ2 = 813.01, df = 364, p < .001, χ2/df = 2.23). The value of 
root mean square error of approximation and standardized root mean residual (RMSEA = .06, 
90% CI = .054 – .065, SRMR = .055) indicated acceptable fit (Hu & Bentler, 1999). In addition, 
CFI (= .92) met the suggested .90 benchmark (Bentler, 1990); however, several items did not 
load well on their corresponding constructs. After a closer examination of the meanings of low-
loading items, four items were found to be inconsistent with their corresponding constructs and 
were subsequently dropped from the CFA model. These four items were: (a) XYZ Athletics puts 
its fans and customers first (trust 1, λ = .68); (b) I remain a customer of XYZ Athletics because 
my peers may not accept me otherwise (calculative commitment 1, λ = .53); (c) I encourage 
friends and relatives to wear XYZ Athletics’ apparel (customer referral 5, λ = .62); and (d) I 
intend to be a season ticket holder in the future (donation intention 2, λ = .61). After the 
deletions, the result of CFA suggested that the measurement model fit the data well (χ2 = 624.67, 
df = 262, p < .001, χ2/df = 2.39; CFI = .93, RMSEA = .063, 90% CI = .057 – .070, SRMR = 
.062). Although three items still contained factor loadings lower than the suggested .707 cut-off 
(Hair et al., 2010), they were retained because the accuracy of the survey would not be 
influenced by a small number of slightly low factor loadings once the total sample size reached 
300 (Guadagnoli & Velicer, 1988). This resulted in a 25-item hierarchical measurement model. 
In addition, the three first-order components (trust, satisfaction, and affective commitment) all 
loaded on the second-order relationship quality well (see Figure 1). 
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Figure 1. Second-order model of relationship quality. *p < .001. 

Model reliability was examined based on construct reliability (CR) and Cronbach’s alpha. 
The values of Cronbach’s alpha ranged from .72 to .88. With regard to CR, all constructs passed 
the suggested .7 threshold (Fornell & Larcker, 1981; Nunnally & Bernstein, 1994). Discriminant 
validity was ensured because all of the inter-factor correlations (see Table 3) were found to fall 
below the .85 threshold suggested by Kline (2005). In addition, convergent validity was ensured 
by examining the average variance explained (AVE) of individual constructs. The AVE values of 
all constructs except calculative commitment (AVE = .47) reached the suggested .50 threshold 
(Bagozzi & Yi, 1988). Nevertheless, because calculative commitment met all other criteria, it 
was retained regardless of the slightly lower AVE. Table 4 illustrates the Cronbach’s alpha, CR, 
AVE, and factor loadings of scale items.  
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Table 3 - Inter-Factor Correlations of Relationship Quality, Calculative Commitment, and 
Three Sport Consumer Behaviors 

	   RQ CC CR DI GA 

Relationship Quality (RQ) - 	   	   	   	  

Calculative Commitment (CC) .03 - 	   	   	  

Customer Referral (CR) .82* -.12 - 	   	  

Donation Intentions (DI) .68* .10 .59* - 	  

Game Attendance (GA) .45* -.25* .48* .49* - 

Note. *p < .001 

 

Table 4 - Measurement Properties of Research Constructs 

Items Factor 
loading 

C.R. AVE α 

Affective Commitment 	   .87 .63 .87 

I am a loyal customer of XYZ Athletics .76 	   	   	  

Because I feel a strong attachment to XYZ Athletics, I remain 
a loyal customer 

.79 	   	   	  

Because I feel a strong sense of belonging with the XYZ, I 
want to remain a loyal customer of XYZ Athletics 

.82 	   	   	  

Because supporting XYZ Athletics makes me happy, I remain 
a loyal customer 

.80 	   	   	  

Trust 	   .76 .52 .76 

I can rely on XYZ Athletics to provide a good service .67 	   	   	  

I can rely on XYZ Athletics to keep its promises .75 	   	   	  

I trust what XYZ Athletics tells me .74 	   	   	  

Satisfaction  	   .88 .55 .88 
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I am satisfied with my relationship with XYZ Athletics .68 	   	   	  

I am satisfied with XYZ Athletics’ response to my questions 
and concerns 

.72 	   	   	  

I am satisfied with XYZ Athletics' willingness to explain 
procedures 

.75 	   	   	  

I am satisfied with the service quality of XYZ Athletics .78 	   	   	  

I am satisfied with the expertise/helpfulness of XYZ Athletics 
staff members 

.76 	   	   	  

I am satisfied with the personal attention of XYZ Athletics .74 	   	   	  

Calculative Commitment 	   .73 .47 .72 

I remain a customer of XYZ Athletics because it is too 
difficult and requires too much time to attend sporting events 
of other organizations 

.63 	   	   	  

I remain a customer of XYZ Athletics because they are the 
only sporting events in the local city 

.70 	   	   	  

Because it is difficult to cancel tickets, I remain a customer of 
XYZ Athletics 

.73 	   	   	  

Customer Referral 	   .84 .57 .84 

I encourage friends and relatives to attend XYZ Athletics 
events 

.75 	   	   	  

If somebody is interested in sports, I recommend they follow 
XYZ Athletics 

.77 	   	   	  

I encourage friends and relatives to watch XYZ Athletics 
events on television 

.75 	   	   	  

I say positive things about XYZ Athletics to persons in my 
environment 

.74 	   	   	  

Donation Intentions 	   .78 .63 .78 

I intend to donate to the XYZ Alumni Association .76 	   	   	  

I intend to donate to XYZ Athletics Boosters .83 	   	   	  
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Game Attendance 	   .88 .72 .88 

How many XYZ Athletics events did you attend last year? .86 	   	   	  

How many XYZ Athletics events have you attended this 
year? 

.88 	   	   	  

How many XYZ Athletics events do you plan to attend next 
year? 

.80 	   	   	  

Note. XYZ refers to respondents’ affiliated intercollegiate athletic programs. 

Structural Equation Modeling 
  
 A SEM with maximum likelihood estimation was further conducted to simultaneously 
test the six research hypotheses. The result of SEM exhibited acceptable model fit (χ2 = 716.89, 
df = 266, p < .001, χ2/df = 2.70; CFI = .91, RMSEA = .070, 90% CI = .064 – .076, SRMR = .06). 
Examination of the path coefficients indicated that relationship quality had a significant and 
positive effect on donation intentions (β = .75, p < .001), game attendance (β = .55, p < .001), 
and customer referral (β = .93, p < .001). As a result, hypotheses 1, 3, and 5 were supported. 
Furthermore, contrary to hypothesis 2, calculative commitment was found to have a negative 
effect on game attendance (β = -.26, p < .001). Consequently, there was no evidence supporting 
hypothesis 2. Consistent with hypothesis 4, calculative commitment was found to have no effect 
on donation intention (β = .10, p = .09). Lastly, hypothesis 6 was supported by a significant and 
negative path from calculative commitment to customer referral (β = -.19, p < .001). The 
proposed structural model explained 89%, 56%, and 37% of variance in customer referral, 
donation intention, and game attendance, respectively. For an illustration of the proposed 
structural model, please see Figure 2. 
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Figure 2. Proposed structural model. *p < .001. 

Discussion 

 The purpose of this study was to examine the effects of relationship quality and 
calculative commitment on three sport consumer behaviors. The difficulty in maintaining the 
profitability of intercollegiate athletic programs is evident. At the collegiate level, only 14 
members of the FBS division reported profits in 2009; an amount that increased only slightly to 
22 in 2010. Furthermore, the median revenue generated in the FCS Division showed a 3.1% 
decrease from 2008 to 2009 (Fulks, 2010). Clearly, it is imperative for athletic directors to 
develop efficient marketing strategies; improving relationship quality and maintaining a 
preferable long-term relationship with consumers are the keys to business success (Kim & Trail, 
2011). The findings of the present study were expected to assist sports organizations in making 
better use of relationship marketing. Two important variables – relationship quality and 
calculative commitment – were identified and empirically tested to help intercollegiate athletic 
programs maintain financial viability by generating game attendance, donation intentions, and 
customer referrals.  
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Impacts on Sport Consumer Behaviors 
 

Game attendance. The present study found that relationship quality and calculative 
commitment have strong effects on several sport consumer behaviors. Game attendance has been 
deemed one of the most important revenue sources for sport organizations (see, e.g., Zhang et al., 
1996). Testing hypothesis 1 demonstrated that relationship quality could significantly increase 
the level of game attendance in a three year-span. This result was consistent with previous 
findings suggesting that relationship quality could serve as an important antecedent of 
consumers’ actual consumption and future purchase intentions (e.g., De Wulf et al., 2001; Kim, 
Trail, & Ko, 2011; Palmatier et al., 2006).  

Contrary to the prediction of hypothesis 2, calculative commitment was found to 
negatively influence game attendance. Calculative commitment has been viewed as a negative 
motivation discouraging consumers from discontinuing their relationships with their current 
service providers (Verhoef et al., 2002); that is, the associated termination and/or switching cost 
could prompt consumers to remain behaviorally loyal (Dick & Basu 1994; Klemperer 1995). 
Nevertheless, owing to the development of modern technology, the switching and termination 
costs could be relatively low; consumers who perceived a high level of calculative commitment 
could easily watch or follow other sport events through TV broadcasting or online video 
streaming. As a result, calculative commitment could actually be harmful to game attendance.  
  Donation intention. Furthermore, relationship quality was also found to have a positive 
relationship with donation intentions. A significant portion of intercollegiate athletic programs’ 
revenue came from donations (Fulks, 2010; 2011). Consequently, donation behavior has received 
more scholarly attention due to its efficacy in generating revenue. Based on the current study’s 
results, relationship quality was found to be a strong predictor of sport consumers’ future 
intention to donate to their affiliated intercollegiate athletic programs. In addition, consistent 
with hypothesis 4, there was no evidence suggesting that calculative commitment could be 
leveraged to generate sport consumers’ donation behavior. 

Customer referral. Lastly, relationship quality was found to positively affect customer 
referrals. Customer referral has recently been viewed as a form of effective communication that 
can be used to disseminate product information. Unlike company-initiated communication, 
customer referral is done in a private and personal approach between individual consumers. As a 
result, product information is often believed to be more trustworthy when received through 
customer referrals (Hennig-Thurau et al., 2002; Reynolds & Beatty, 1999). The present study 
provided an initial empirical support for the positive effect of relationship quality on customer 
referral. More importantly, a negative relationship between calculative commitment and 
customer referral was also found. According to the result of hypothesis 6, as expected, 
calculative commitment significantly reduced sport consumers’ tendency to engage in customer 
referrals. In other words, sport consumers would be reluctant to recommend their affiliated teams 
to others in order to avoid imposing the same level of calculative commitment on others.  

In conclusion, relationship quality and calculative commitment together were found to 
explain large portions of the three sport consumer behaviors – game attendance, donation 
intentions, and customer referral. The remaining sections provide theoretical and managerial 
implications of the present study’s findings. 
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Theoretical Implications 
  
 Three valuable theoretical implications emerged from the current study. The first 
theoretical contribution made pertains to the replication of the relationship paradigm in the 
context of sports by showing three positive effects of relationship quality on game attendance, 
donation intention, and customer referral. As suggested by Kim, Trail, and Ko (2011), it would 
be beneficial to study and understand sport consumer behaviors from the viewpoint of 
relationship quality. Nevertheless, there has been a shortage of empirical work directly 
examining the role of relationship quality in the context of sports. Aiming to improve upon the 
current understanding of relationship quality, this study provided additional empirical evidence 
to support the claim that relationship quality can have a positive effect on sport consumer 
behaviors in the context of intercollegiate athletics. 

Second, the present study incorporated donation intentions as the focal-dependent 
variable. Donation has been suggested as being an important source of revenue for non-profit 
organizations and hybrid institutions such as universities (Brady, Nobel, Utter, & Smith, 2002); 
in fact, donation is one of the most essential revenue resources of intercollegiate athletic 
programs (Winfree & McCluskey, 2008). By using donation intention as the focal-dependent 
variable, the present study successfully captured long-lasting sport consumer behavior. In other 
words, future research using the relationship quality paradigm to study sport consumer behaviors 
at the intercollegiate and/or other levels should employ dependent variables capable of reflecting 
the relational view of consumer behaviors.  

Lastly and most importantly, the role of calculative commitment in relationship 
marketing of intercollegiate sports was clarified. To date, studies on sport consumer behaviors 
have only paid sparse attention to the role of calculative commitment. According to previous 
research, commitment is a multi-faceted construct (Allen & Meyer, 1990), and each dimension 
of commitment (e.g., affective commitment and calculative commitment) can be theoretically 
distinct from each other (Geyskens et al., 1996; McGee & Ford, 1987). Failure to consider the 
difference between affective commitment and calculative commitment can lead to the incorrect 
identification of a spuriously loyal customer who continues to remain a spectator without being 
emotionally committed as a truly loyal one (Backman & Crompton, 1991). In other words, 
scholars who study sport consumer behaviors need to distinguish cost-based loyalty that is due to 
calculative commitment from attitudinal loyalty that is characterized by affective commitment.  
 
Managerial Implications 
 

Several managerial implications were derived from the results of the present study. The 
three sport consumer behaviors tested in this current study – game attendance, donation 
intentions, and customer referral – are directly related to sports organizations’ financial 
soundness. Therefore, sport managers should keep watch for potential antecedents that could be 
employed to help them generate positive sport consumer behaviors while preventing negative 
ones. First, based on the results of hypotheses 1, 3, and 5, relationship quality could affect all of 
the essential sport consumer behaviors in a positive way. Accordingly, more managerial attention 
should be paid to fostering high-quality relationships with intercollegiate sport consumers. It is 
warranted that intercollegiate athletics allocate resources and develop marketing strategies to 
target exclusively at long-term season-tickets holders in order to encourage existing customers to 
continue their relationship with their affiliated sport teams. For example, firms could also offer 
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more economic benefits or privileges that are only available to long-term customers (Vesel & 
Zabkar, 2010). Thus, intercollegiate athletics could offer benefit programs, such as priority 
parking, discounts on merchandise, and priority offers to buy additional or playoff tickets, all of 
which would be exclusive to customers who have a long-term relationship with their affiliated 
sport teams. Besides benefits purely related to products’ economic values, according to Vesel 
and Zabkar (2010), firms could also directly target relationship development by offering other 
soft benefits, such as special invitations for and customized communications with long-term 
customers. In addition, organizations should emphasize the development of a desirable firm-
customer interaction to foster a high-quality relationship between organizations and customers 
(Lin & Wu, 2011). Accordingly, athletic directors at the intercollegiate level could provide 
special events for existing customers, such as open practices, autograph sessions, and VIP 
receptions in players’ locker room. Through these special events, customers can enjoy more 
face-to-face interactions with their favorite players and coaches and become long-term ticket 
holders by developing a more desirable relationship with their affiliate sport organizations and 
persona.  
 Calculative commitment is another important factor that should be noted by 
intercollegiate sport organizations. The effect of calculative commitment is actually harmful to 
two important sport consumer behaviors – customer referral and game attendance.  
Unfortunately, most intercollegiate athletic departments are unable to reduce the level of 
calculative commitment by simply relocating themselves; however, they still can mitigate the 
deleterious effects of calculative commitment in other ways. First of all, Venkata (2010) 
suggested that firms should focus on increasing customers’ satisfaction by reducing customers’ 
resentment. Sport organizations should pay more attention to effectively managing customers’ 
complaints and subsequently developing a higher level of consumer satisfaction. Moreover, as 
suggested by Liu, Su, Li, & Liu (2010), in order to decrease the opportunistic behaviors resulting 
from customers’ feeling of calculative commitment, firms should shift their focus from economic 
considerations toward consumers’ emotional responses to the organizations when building 
customer relationships. Thus, rather than simply considering the organizations’ revenue, sport 
teams should offset potential deleterious influences resulting from calculative commitment by, 
for example, reinforcing team traditions and offering community involvement activities. Finally, 
to decrease the negative impacts of calculative commitment, firms should clearly explain their 
current and future organizational objectives and ultimate goals, thereby enabling their customers 
to have the same targets moving forward (Bloemer, 2010). Thus, intercollegiate athletic 
programs could create a vision of “shared goals” with their customers and persuade them to keep 
pursuing these shared goals together. 
 
Limitations 
 

Although the measurement model indicated an acceptable model fit based on the result of 
the CFA, one limitation emerged from the low AVE value (.47) of calculative commitment. 
Items measuring calculative commitment were developed by Verhoef and colleagues (2002) in 
regard to an insurance product. In their study, these items exhibited acceptable validity and 
reliability after going through a series of exploratory factor analysis and CFA tests. In addition, 
due to the acceptable value of other fit-indices, the present study proceeded to test the structural 
model regardless of the low AVE value. Nevertheless, the validity of calculative commitment 
may be questionable. Secondly, the present study measured participants’ intentions to donate to 
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the athletic programs and become season ticket holders. In consumer research, it is conventional 
to use behavioral intentions as the proxy of actual behaviors (Fishbein & Ajzen, 1975); however, 
behavioral intentions do not always translate into actual behaviors (Morwitz, Steckel, & Gupta, 
2007). The third limitation related to the research sample. Based on the socio-demographic 
backgrounds of the respondents, the majority seemed to be undergraduate or graduate students. 
Students comprised a significant portion of the total consumers of intercollegiate athletic 
programs, but the generalizability of this present study could still be limited. Therefore, samples 
that are more representative of the customer population of collegiate sports could validate the 
focal findings and improve the generalizability.  
 
Future Directions 
 

A fruitful direction for future research could be to test the potential moderating effect of 
calculative commitment. According to Palmatier et al. (2006), the effect of relationship quality 
on business performance and consumer behaviors could be moderated by several market-related 
(B2B vs. B2C) or product-related (services vs. products) factors. Nevertheless, to the best of our 
knowledge, there has been no sport-related research examining whether calculative commitment 
could alter the positive impacts of relationship quality on sport consumer behaviors. A post-hoc 
multi-group analysis was conducted to provide preliminary evidence supporting this potential 
research direction. Participants were classified into three groups based on their scores on 
calculative commitment. A multi-group structural model allowing the three direct effects of 
relationship quality on customer referral, game attendance, and donation intention to freely vary 
was first fitted with the three groups. Then, a second multi-group structural model constraining 
the three effects to be equal across the three groups to examine the potential moderating role of 
calculative commitment was fitted. The chi-square difference test (∆χ2 = 25.35, ∆df = 6, p < 
.001) was significant, suggesting that calculative commitment could potentially moderate the 
three effects of relationship quality on sport consumer behaviors. Based on the result of this post-
hoc analysis, further examination on the moderating role of calculative commitment in 
relationship-related research is warranted.  

Another potential direction for future research could pertain to the effects of relationship 
quality and calculative commitment on different types of donation behaviors. Although the 
current results supported the claim that relationship quality could increase individuals’ future 
donation, donations made to the intercollegiate athletic programs could be motivated by factors 
other than pure altruism. For example, many commercial-related benefits, such as future ticket 
and parking availability, were identified as initial main drivers for athletic gifting at the 
intercollegiate level (Stinson & Howard, 2008; 2010b). On the other hand, the formation of 
calculative commitment through a cold assessment of the cost incurred by terminating the 
existing relationship is inconsistent with altruistic donations. Nevertheless, it is possible that 
calculative commitment could be utilized to lure different donor segments. For example, 
according to previous studies, repayers usually donate because they have received benefits 
during previous service encounters (Prince & File, 1994; Stinson & Howard, 2010a). Therefore, 
sport consumers who continue their existing relationship with their athletic programs as a result 
of high calculative commitment may potentially become repayers due to previously received 
services provided by their athletic programs. Accordingly, it is important for future research to 
take into consideration various different forms of donation behaviors.  
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Moreover, relationship quality focuses on customer retention and on relationship 
continuity. Research using the relationship paradigm should also shift its emphasis from one-shot 
measure toward the transformation of consumer behaviors over the long term. As a result, 
longitudinal studies could provide better insight into the effect of relationship quality on sport 
consumer behaviors. Lastly, relationship quality was treated as an independent variable in the 
present study; however, relationship quality has also been suggested to fully mediate the effects 
of relationship marketing efforts, such as a company’s relationship investments and expertise, on 
business success. As a result, a marketing input → relationship quality → marketing output 
sequential model could be formulated to directly test the mediating role of relationship quality.  
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