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Abstract

The rapid growth of mediated sport content consumption has increased the need for valid and reliable instruments to explain individuals’
motivational drivers in different cultural contexts. Therefore, the purpose of this study was to adapt the Motivation Scale for Mediated Sport
Consumption (MSMSC) into Turkish and to examine its psychometric properties. The research group consisted of 507 participants living in
Tiirkiye who actively follow mediated sport content. Following the permission process, the scale was translated using a translation-back
translation method, reviewed by experts, and pilot-tested to ensure linguistic and cultural appropriateness. Construct validity was examined
through exploratory and confirmatory factor analyses conducted on two randomly split subsamples. The analyses supported a five-factor
structure consisting of Programming, Ownership, Secure-Convenient Sociability, Emotional Hedge and Team Identification. Reliability results
indicated acceptable internal consistency, with Cronbach’s alpha coefficients ranging between 0.821 and 0.921 across factors. Overall, the
findings demonstrate that the Turkish version of the MSMSC is a valid and reliable measurement instrument for assessing motivations related
to mediated sport consumption. This scale may contribute to future research by enabling a more comprehensive understanding of sport
consumption behaviors in Tiirkiye and by providing a standardized instrument for cross-cultural comparisons.
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Medya Araciligiyla Spor Tiiketimi Motivasyon Olgegi'nin (MSMSC) Tiirkceye
Uyarlanmasti: Gegerlik ve giivenirlik calismasi
0z

Aracili spor tiiketiminin (medya lizerinden spor icerigi izleme ve takip etme) hizla artmasi, bireylerin bu davranisa yénelme nedenlerini
aciklayabilecek gegerli ve giivenilir 6lcme araglarina duyulan ihtiyact artirmaktadir. Bu nedenle bu arastirmanin amaci, Medya Araciligiyla Spor
Tiiketimi Motivasyon Olgegi'nin (MSMSC) Tiirkceye uyarlanmasi ve psikometrik ézelliklerinin incelenmesidir. Arastirmanin calisma grubunu
Tiirkiye'de yasayan ve aracili spor icerigini aktif olarak takip eden toplam 507 katihmci olusturmustur. Olgek uyarlama siirecinde gerekli izinler
alinmig, ceviri-geri geviri yontemi uygulanmis, uzman gériisii ile dil ve kapsam uygunlugu degerlendirilmis ve pilot uygulama gerceklestirilmistir.
Yapi gecerligini test etmek amaciyla rastgele iki alt 6rnekleme ayrilan veri seti lizerinde acimlayici faktér analizi (AFA) ve dogrulayici faktér
analizi (DFA) uygulanmigstir. Analiz sonuglari élgegin Tiirkce formunun begs faktérlii bir yapiya sahip oldugunu géstermistir. Bu faktérler Yayin
Icerigi, Sahiplik, Giivenli-Rahat Sosyallik, Duygusal Kacinma ve Takim Kimligi boyutlarindan olusmaktadir. Olgegin giivenirligi Cronbach alfa
katsayilari ile incelenmis ve alt boyutlar icin 0.821 ile 0.921 arasinda degisen degerler elde edilmistir. Elde edilen bulgular, MSMSC’nin Tiirkce
formunun aracili spor tiiketimi motivasyonlarini 6lcmede gecerli ve giivenilir bir arac oldugunu géstermektedir. Olgegin Tiirkiye’de spor tiiketim
davraniglarini  agiklamaya yonelik arastirmalarda kullanilabilecegi ve kiiltiirler arast karsilastirmalara katki  saglayabilecegi
degerlendirilmektedir.

Anahtar Kelimeler: Aracili spor tiiketimi, gecerlik ve giivenirlik, kolaylik, motivasyon, élcek uyarlama

INTRODUCTION

Sport consumption in contemporary sport science is conceptualized as a multidimensional and evolving construct that
extends beyond merely watching an event and encompasses behaviors such as attending games, purchasing licensed
merchandise, engaging with sport-related media, and constructing fan identities in digital spaces (Lee et al., 2025). Earlier
scholarship largely approached sport consumption through physical access to venues, most notably stadium attendance, yet fan
behavior has been undergoing a marked shift, particularly in the post-pandemic period. Advances in media technologies and

*Corresponding author
E-mail address: zzkacay@gmail.com (Kagay Z)

https://doi.org/10.70736 /ijoess.2249

Received 19 January 2026; Received in revised form 27 February 2026; Accepted 15 March 2026

Available online 20 March 2026

e-ISSN: 2146-1961/© 2026 Red & River Publications. All rights are reserved, including those for text and data mining, Al training, and similar technologies.


https://doi.org/10.70736/ijoess.2249
https://rrpubs.com/index.php/ijoess
http://www.rrpubs.com/index.php/ijoess
https://doi.org/10.70736/ijoess.2249
https://orcid.org/0000-0002-9794-0888
https://orcid.org/0000-0001-7247-035X

Kagay Z and Altin M O International Journal of Eurasia Social Sciences 17(63) 2249

the broader digitalization of everyday life have increasingly moved fans from stadium-centered experiences toward “mediated
sport consumption” through streaming services, social media, and interactive platforms (Kim et al,, 2025). The COVID-19
pandemic further accelerated this transition, transforming the fan-content relationship from the necessity of “being there” into
a more complex and flexible digital experience (Kim & Mao, 2021). This transformation also has substantial economic
implications. For example, Deloitte (2025) reports that the revenues of elite clubs such as Real Madrid, now exceeding the
billion-euro level, are shaped increasingly by broadcasting rights and digital engagement, rather than by stadium attendance
alone. Recent research also highlights the growing economic importance of digital engagement, demonstrating that social media
followership and online visibility are significantly associated with revenue generation among elite European football clubs
(Pérez-Gonzalez et al., 2025). Similarly, in Ttrkiye, the scale of online followership and engagement surrounding clubs such as
Galatasaray, Fenerbahce, and Besiktas suggests that fandom is increasingly enacted through screen-based interaction and social
connection.

The psychological processes that guide this consumption choices are closely tied to individuals’ cognitions and their degree
of team identification. Fans engage with sport content for multiple reasons, including aesthetic appreciation, vicarious
achievement, and escape from daily stressors (Kim et al., 2019). Within Social Identity Theory, team identification remains a
central predictor of fan commitment and consumption intensity (Heere & James, 2007). At the same time, mediated
environments may offer advantages that are less accessible in traditional stadium settings. For instance, mediated consumption
allows viewers greater control over the experience, such as switching content or disengaging when outcomes become
unfavorable, thereby shaping how emotions are regulated during sport consumption (Kim & Mao, 2021).

Mediated sport consumption also contributes to community-building in settings that function as “third places,” including
sports bars, pubs, and online forums, rather than being restricted to watching at home (Weed, 2007). Such environments can
combine practical accessibility (convenience) with opportunities for interaction among like-minded fans (sociability), creating
mediated alternatives to the communal aspects of live attendance (Fairley & Tyler, 2012). As Kim and Mao (2021) note,
contemporary media tools can enrich the perceived value of the game through additional content and features, while also
fostering feelings of ownership among fans. Moreover, by emphasizing immediate interpersonal interaction and enjoyment
derived from shared experiences (sociability), as distinct from broader socialization processes, mediated sport consumption
appears increasingly aligned with modern social needs (Kim et al., 2025). Building on foundational work in sport consumption
motivation (Trail & James, 2001), it can be argued that mediated environments may fulfill key motives such as belonging and
ownership while reducing constraints related to time, place, and physical presence.

Accordingly, mediated sport consumption is described as a multidimensional phenomenon that occurs via technological
platforms, differs from live attendance, and is shaped by factors such as comfort and flexibility, control over psychological
responses, and content richness and personalization (Kim et al,, 2025). In Ttrkiye, where sport consumption is highly salient
yet often concentrated around a limited number of major clubs (e.g., the “Big Three”), mediated channels may enable broader
and more diverse consumption behaviors when live attendance is not feasible. In addition, the Turkish Siiper Lig’s broadcasting
value has been reported as approximately 218,400,000 USD (TFF, 2024), and it has been positioned as the sixth highest league
in Europe in terms of broadcasting revenue (Futbol-Ekonomi, 2024). Despite this sizable market, sport management and sport
psychology research in Tiirkiye has largely focused on stadium spectatorship or has examined fan motivation at a more general
level (Kafkas et al,, 2012; Yenilmez et al.,, 2020). Given the increasingly digital sport ecosystem, there is a clear need for a
measurement tool that captures motivations specific to mediated consumption, including multi-tasking, multi-content access,
economic considerations, and emotional hedging. Therefore, the present study aims to adapt the Motivation Scale for Mediated
Sport Consumption (MSMSC), developed by Kim and colleagues (2025), into Turkish culture.

The original value of this study lies in its shift from traditional stadium-centric spectator models to a nuanced understanding
of ‘mediated consumption’ within the unique socio-cultural fabric of Tiirkiye. While existing Turkish literature has extensively
utilized general fan motivation scales, these instruments often overlook the distinct psychological and behavioral shifts —such
as multi-tasking, social relations in different contexts, digital ownership, and emotional hedging— that characterize screen-
based engagement. By adapting the MSMSC, this research provides a conceptually grounded framework that bridges the gap
between digital media technologies and fan psychology. This conceptual framework is not merely a translation, but an
exploration of how global digitalization trends manifest in a market where sports consumption is a primary social driver yet
remains concentrated around high-stakes rivalries and intense broadcast engagement. Practically, the study offers an essential
diagnostic tool for sport managers and broadcasters in the Turkish market, which ranks sixth in Europe for broadcasting
revenue. In an era where elite clubs’ financial sustainability increasingly depends on digital monetization rather than physical
gate receipts, understanding the specific drivers of mediated fans is crucial. Thus, this study serves as a strategic roadmap for
designing more effective, digitally integrated fan engagement strategies and provides a psychometric foundation for future
research in the evolving sports management landscape of Tiirkiye.

METHOD

Participants

The study sample consisted of adults residing in Tiirkiye who regularly follow sport events through mediated channels such
as television, digital broadcasting platforms, social media, and sport-related websites.
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The sample was determined using purposive sampling (Biiyiikoztiirk, 2018), which enables the selection of participants who
possess characteristics relevant to the research topic. Accordingly, the inclusion criteria required participants to (a) be 18 years
of age or older, (b) report frequent sport viewership, and (c) have prior experience with mediated sport consumption. Data
were collected from volunteer participants via an online survey platform.

To ensure adequate statistical power for validity and reliability analyses, the study initially targeted a minimum sample size
of 210 participants based on the commonly applied guideline of recruiting at least ten participants per scale item (Kline, 2016).
However, to increase the robustness of the factor analyses and to account for potential data screening procedures (e.g., missing
responses and outliers), the intended sample size was expanded. A total of 610 individuals participated in the survey, and 32
cases were excluded because they did not meet the viewership/fandom criteria or contained substantial missing data that could
compromise the psychometric analyses. The remaining sample consisted of 578 participants. Of the 578 individuals reached,
data from participants whose responses were identified as random patterns through Mahalanobis distance calculations (p <
0.01) were excluded. Thus, the final dataset used for EFA and CFA analyses consisted of 507 participants.

Information regarding the pilot study is provided in the Procedure section. In the main sample, 220 participants were female
(43.4%) and 287 were male (56.6%). The mean age was 24.84 years (SD = 8.60). During the current season, participants
reported following an average of 17.33 matches through media (SD = 24.50) and watching an average of 34.51 sport programs
or match highlights via mediated platforms (SD = 27.14). Frequency distributions for supported clubs, income levels, and
education levels are presented in Table 1.

Table 1. Frequency distributions of participant demographics

Variable Groups N %
Besiktas 93 18.3
Fenerbahge 159 314
Galatasaray 192 37.9

Supported Club Trabzonspor 15 3.0
Bursaspor 14 2.8

Others 34 6.7

Primary 7 1.4
. High School 75 14.8
Education Level Undergraduate 366 72.2
Graduate 59 11.6
Below 20,000 TL 273 53.8
Between 20,000-40,000 TL 92 18.1
Income Level Between 40,000-60,000 TL 53 10.5
Between 60,000-80,000 TL 46 9.1

Over 80,000 TL 43 8.5

Instruments
Personal information form

Data were collected using a researcher-developed socio-demographic questionnaire designed to obtain participants’ age,
gender, income, education level, and sport consumption behaviors. In addition, the form included items assessing sport
consumption behaviors, such as the number of matches watched and the frequency of sport-related social media use.

Motivation Scale for Mediated Sport Consumption (MSMSC)

The Motivation Scale for Mediated Sport Consumption (MSMSC) is a standardized measurement instrument developed by
Kim et al. (2025) to assess individuals’ motivations for consuming sport content through mediated channels (e.g., television,
digital platforms, and social media). The original scale includes 21 items and seven sub-dimensions: Emotional Hedge (2 items),
Team Identification (4 items), Convenience (3 items), Sociability (3 items), Programming (3 items), Ownership (3 items), and
Security (3 items). Responses are provided on a 7-point Likert-type scale ranging from 1 (Strongly Disagree) to 7 (Strongly
Agree).

The development of the MSMSC was informed by the qualitative work of Kim and Mao (2021), which initially identified a
64-item pool reflecting motivations such as economic factors, multi-content tracking, entertainment, multi-tasking,
convenience, sociability, emotional hedging, and team identification. Subsequent quantitative analyses reduced the number of
items, merged overlapping dimensions, and incorporated the Security dimension—particularly relevant in the context of the
pandemic—resulting in the final 21-item version (Kim et al., 2025). To further support the theoretical framework, the original
study examined associations between the seven sub-dimensions and basic psychological needs (autonomy, relatedness, and
competence). The initial validation of the scale was conducted through an online survey with 335 participants residing in the
United States who followed professional sports (Kim et al,, 2025). The scale form could be introduced with a briefing of “I
consume sports events through media because...” statement due to the past tense structure of the items and their semantic
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content expressing cause-and-effect relationships related to choosing media over live attendance. Therefore, the translated
version included this briefing statement to clarify the intended cause-and-effect meaning.

Administration and scoring

The Turkish version of the Motivation Scale for Mediated Sport Consumption (MSMSC) is designed for use with adult
individuals who actively consume sport content through mediated channels such as television, digital broadcasting platforms,
and social media. The scale can be administered individually or in group settings for research purposes. Responses are rated on
a 7-point Likert-type scale ranging from 1 (Strongly Disagree) to 7 (Strongly Agree). Scale scores can be calculated separately
for each sub-dimension, and higher scores indicate stronger motivation related to the corresponding mediated sport
consumption dimension. The MSMSC is intended to be used in non-clinical contexts, particularly in sport management, sport
psychology, and communication research focusing on sport consumption behaviors.

Procedure

The Turkish adaptation of the Motivation Scale for Mediated Sport Consumption (MSMSC) was conducted through a
systematic, multi-stage procedure designed to ensure linguistic equivalence, cultural appropriateness, and psychometric
validity, in accordance with established cross-cultural adaptation guidelines (Beaton et al., 2000).

Step 1. Permission and ethical approval

As the initial step, formal permission to adapt the MSMSC was obtained via email from the original authors. Following this,
ethical approval for the study was granted by the Canakkale Onsekiz Mart University Health Sciences Ethics Committee (Date:
17.12.2025; Decision No: 06/13). This step ensured that the adaptation process complied with ethical standards and intellectual
property requirements.

Step 2. Forward translation and linguistic evaluation

In the second step, the original English items were independently translated into Turkish by academics in the field of sport
sciences with advanced proficiency in English. The primary aim of this stage was to achieve semantic and conceptual
equivalence rather than word-for-word translation. During this process, particular attention was paid to maintaining the
meaning of sport-specific terminology and motivation-related expressions within the Turkish cultural context.

Step 3. Back-translation and comparison

Following the forward translation, the Turkish version of the scale was back-translated into English by two faculty members
who were native Turkish speakers, fluent in English, and blinded to the original version. The original, translated, and back-
translated forms were then systematically compared. At this stage, discrepancies in wording, meaning, and cultural nuance were
identified and discussed by the research team together with a faculty member specialized in sport sciences. Based on these
discussions, minor wording revisions were made to ensure conceptual consistency and linguistic clarity across versions.

Step 4. Pilot testing and item revision

In the fourth step, a pilot study was conducted to evaluate the clarity, comprehensibility, and face validity of the Turkish
version of the MSMSC. The pilot sample consisted of 52 undergraduate students (41 males, 11 females) from the Faculty of Sport
Sciences who identified as active sport fans and regular consumers of mediated sport content (M_age = 19.86, SD = 1.12).
Participants were asked to report any ambiguities or difficulties in understanding the items. Based on participant feedback, a
brief introductory statement (“I consume sports events through media because...”) was added to clarify the cause-effect
structure of the items, and one item was revised to improve linguistic clarity. No items were removed at this stage.

Step 5. Main data collection and psychometric evaluation

After completing the linguistic and cultural adaptation process, the finalized Turkish version of the MSMSC was administered
to the main study sample. Exploratory Factor Analysis (EFA) and Confirmatory Factor Analysis (CFA) were subsequently
conducted to examine the construct validity of the adapted scale, and internal consistency analyses were performed to assess
reliability.

The structural validity of the scale was tested through a cross-validation procedure involving two distinct populations, the
total sample was randomly split into two (60%-40% weighted) independent subsamples. Initially, an EFA was executed on 206
participants to explore the underlying dimensions. Following this, a CFA was applied to an independent group of 301
participants to test the generalizability and robustness of the established factor model. Detailed results of these psychometric
analyses are presented in the Findings section.
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RESULTS
Exploratory factor analysis (EFA)

Exploratory Factor Analysis (EFA) was conducted to examine the underlying factor structure and item-factor loadings of the
Turkish version of the Motivation Scale for Mediated Sport Consumption (MSMSC), originally consisting of 21 items (Kim et al.,
2025). Factor extraction was performed using Maximum Likelihood (ML) to obtain a parsimonious solution and to evaluate the
item clustering pattern in the Turkish sample, followed by oblique rotation method (Direct Oblimin). ML extraction and Direct
Oblimin rotation were applied in line with the original study (Kim et al,, 2025), as the factors were theoretically expected to
correlate. In order to evaluate the scale structure within the Turkish cultural context, the EFA was performed without
constraining the solution to the original seven-factor model. Factors with eigenvalues greater than 1.00 were retained.
Preliminary analyses indicated that the dataset was suitable for factor analysis. The Kaiser-Meyer-Olkin (KMO) measure of
sampling adequacy was 0.927 and Bartlett’s Test of Sphericity was statistically significant (x? = 7247.161, df = 210, p < 0.01),
supporting the appropriateness of the data for factor extraction.

In the initial EFA, item loadings ranged from 0.427 (Item 3) to 0.828 (Item 11), exceeding commonly accepted minimum
thresholds of 0.30 to 0.40 (Tabachnick & Fidell, 2015). Using Direct Oblimin rotation with Kaiser normalization, the 21-item
solution yielded a five-factor structure that explained 74.903% of the total variance. Inspection of the rotated factor pattern
matrix revealed that there was no overlapping item and factor loadings of items were found to be at a satisfactory level. The
factor structure was determined using the Kaiser criterion and Scree Plot analysis. Although the original instrument consists of
seven factors, only five factors in the current study had eigenvalues greater than 1.0 (Table 2). These five factors accounted for
74.90% of the total variance. Given that the subsequent factors (factors 6 and 7) yielded eigenvalues below the 1.0 threshold
(0.74 and 0.66, respectively) and the Scree Plot showed a distinct leveling off after the fifth point, a five-factor solution was
deemed the most appropriate fit for the data.

Table 2. Variance explained by the five-factor model

Initial Eigenvalues

Component Total % Variance % Cumulative
1 9.266 44126 44126
2 2.485 11.832 55.957
3 1.652 7.868 63.825
4 1.225 5.835 69.661
5 1.101 5.243 74.903
6 0.741 3.527 78.430
7 0.664 3.163 81.594

Method: Maximum Likelihood, Eigenvalue >1.00 accepted

The rotated pattern matrix obtained via Direct Oblimin rotation is presented in Table 3. The results indicated that all retained
items loaded meaningfully on their respective factors (loadings > 0.40) (Tabachnick & Fidell, 2015). These findings suggest that
the 21-item structure met the expected psychometric assumptions with 5 factors for construct validity.

After EFA with rotations, the final 21-item structure clustered under five distinct factors. Specifically, Items 18, 17 and 19
loaded on Factor 1; Items 10, 11 and 12 loaded on Factor 2; Items 1, 2, 3,4, 5, 6, 7, 8 and 9 loaded on Factor 4; Items 20 and 21
loaded on Factor 3; Items 13, 14, 15 and 16 loaded on Factor 5 (Table 3).

Compared with the original seven-factor structure (Kim et al., 2025), the results indicated that Factor 4 was a merged factor
leading by Sociability, Security and Convenience. The remaining factors (Ownership, Team ID, Programming and Emotional
Hedge) retained item groupings consistent with the original scale.

The measurement model’s reliability and validity were assessed through Composite Reliability (CR) and Average Variance
Extracted (AVE). All CR values exceeded the recommended threshold of 0.70, indicating high internal consistency. Furthermore,
all AVE values were above the 0.50 cutoff, providing evidence for convergent validity. The analysis revealed that the square root
of the Average Variance Extracted (AVE) for each construct was higher than its correlations with all other constructs. According
to the Fornell-Larcker criterion, this finding provides evidence for the discriminant validity of the scale.

Confirmatory factor analysis (CFA)

Following the exploratory analyses, Confirmatory Factor Analysis (CFA) was performed to test the fit of the 21-item, five-
factor structure with randomly selected 301 participants scale scores. In the CFA, the five factors were specified as latent
variables based on the EFA results, and covariances were allowed among the latent constructs.

The initial CFA yielded x* = 704.611 with df = 178. The CMIN/DF ratio was 3.958 (p < 0.001), which exceeded commonly
suggested excellent fit thresholds but stayed in acceptable fit range (CMIN/DF < 5 indicating acceptable fit and <3 indicating
excellent fit) (Schermelleh-Engel et al., 2003). Some of the goodness-of-fit indices also indicated that the initial model fit was
below acceptable levels or nearly in limits: CFI = 0.911, NFI = 0.885, RMSEA = 0.085, TLI = 0.895 and IFI = 0.911. Although
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several indices were close to or slightly above conventional cutoff values (e.g.,> 0.90 for incremental fit indices and < 0.08 for
RMSEA) (Hu & Bentler, 1999), the overall pattern suggested the need for model improvement.

Therefore, model modification procedures were implemented to enhance fit. In accordance with the theoretical structure of
the scale, three error covariance paths were added between item residuals within the same latent factor. These correlated error
terms were specified only between items within the same latent factor and were theoretically justified due to similar wording
and content overlap; no cross-factor residual correlations were introduced. For modifications error covariances between Error-
Item 1, Error-Item 2 and Error Item-3 from same factor (Factor 4) were drawn. Following these theoretically justified
modifications, the final CFA model demonstrated an acceptable fit to the data, with x? = 542.868 and df = 176. The CMIN/DF
ratio decreased to 3.084 (p < 0.001), indicating improved and acceptable model fit (Schermelleh-Engel et al., 2003). The final fit
indices reached acceptable levels: CFI = 0.938, NFI = 0.911, RMSEA = 0.071, TLI = 0.926, and IFI = 0.938. Standardized factor
loadings and squared multiple correlations for the final model are presented in Table 4.

Table 3. Rotated pattern matrix (Direct Oblimin)

Factor
No Item 1 2 3 1 5
18 Ican experience and listen to the whole story of the sport games and players 0.980
17 Icanlearn more about the games with commentaries 0.540
19 Ican enjoy the customized viewing 0.523
11 Recording and keeping sport games is important to me 0.924
12 Collecting and recording games is valuable 0.888
10 Icanrecord the games if | want to 0.515
20 If my team islosing, then I can stop watching it 0.967
21 Ifthe game is boring, I can turn it off 0.736
8 Itallows me to enjoy hanging out with others 0.868
7 lhave quality time with my friends or family 0.842
6 Ifeel more secure 0.824
5 I can protect myself from risks or dangers 0.756
9 Ican chat with people about sports 0.754
4  Ican experience lower anxiety 0.655
2 Idonotneed to struggle with getting a seat in the stadiums 0.498
3 I can watch it without any interruption 0.492
1 Iam notobligated to stay in my seat 0.484
15 Itdemonstrates my support for my favorite team -0.899
16 Itdemonstrates my support for sport teams in general -0.832
13 Ibelieve it is important to support my favorite team -0.666
14 1am a huge fan of my favorite team -0.645
Eigenvalues 9.266 2.485 1.652 1.225 1.101
AVE 0.763 0.724 0.703 0.603 0.776
CR 0.906 0.883 0.823 0.896 0.902

Extraction Method: Maximum Likelihood.

Rotation Method: Oblimin with Kaiser Normalization. Rotation converged in 8 iterations.

Note. Negative loadings in Factor 5 are a result of factor reflection during the extraction process. Scores below 0.40 are not
included.

AVE: Average Variance Extracted, CR: Composite Reliability

Note. Direct Oblimin rotation was preferred because the latent factors of mediated sport consumption were theoretically assumed
to be inter-correlated.

Based on the CFA results, the covariances and correlations among the latent factors of the five-factor structure are presented
in Table 5. These results provide additional evidence regarding the relationships among the constructs and support the
theoretical coherence of the identified dimensions in the Turkish sample.

Overall, the EFA and CFA results confirmed that the Turkish version of the MSMSC demonstrates a psychometrically
acceptable structure consisting of 21 items and five factors. In this structure, Factor 4 became a “merged” factor via Sociability,
Security and Convenience factors. Programming (Factor 1), Ownership (Factor 2), Emotional Hedge (Factor 3) and Team
Identification (Factor 5) retained item configurations consistent with the original scale. All of the factors found to be positively
and significantly correlated with each other (p < 0.01) (Table 5).

Internal consistency was evaluated using Cronbach’s alpha coefficients with 507 samples. The reliability results indicated
high internal consistency for the total scale (a = 0.931) and acceptable to high reliability for the subscales: Factor 1-
Programming (a = 0.889), Factor 2-Ownership (a = 0.864), Factor 3-Emotional Hedge (o= 0.821), Factor 4-Sociability, Security-
Convenience merged factor (a = 0.908) and Factor 5-Team Identification (a = 0.921). These values exceed the minimum
acceptable threshold of 0.60 and good internal consistency levels > 0.70 and > 0.80 suggested for early-stage scale research
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(Cronbach & Meehl, 1955), supporting the internal consistency of the Turkish adaptation. In the light of results of EFA, CFA and
consistency analyses, the Turkish version of MSMSC has been determined to possess robust construct validity and serves as a
reliable measurement instrument. The naming of newly created factor (Factor 3) and conceptual characteristics of factors are
detailed in the Discussion section.

Table 4. Standardized regression weights and squared multiple correlations

Item Factor Std. Regression Weights Squared Multiple Correlations
Item 18 Factor 1 0918 0.842
[tem 19 Factor 1 0.882 0.777
Item 17 Factor 1 0.820 0.673
Item 12 Factor 2 0.919 0.844
Item 11 Factor 2 0.969 0.939
Item 10 Factor 2 0.645 0.416

Item 9 Factor 4 0.858 0.737
Item 8 Factor 4 0.896 0.804
Item 7 Factor 4 0.895 0.800
Item 6 Factor 4 0.830 0.690
Item 5 Factor 4 0.693 0.480
Item 4 Factor 4 0.578 0.335
Item 3 Factor 4 0.488 0.258
Item 2 Factor 4 0.519 0.294
Item 1 Factor 4 0.527 0.286
Item 21 Factor 3 0.717 0.506
[tem 20 Factor 3 0.944 0.957
Item 13 Factor 5 0.838 0.702
Item 14 Factor 5 0.807 0.651
Item 15 Factor 5 0.938 0.880
Item 16 Factor 5 0.936 0.876

Table 5. Covariance Estimates and Correlation Coefficients among latent factors and errors

Factors C.E. S.E. C.R. r P
Factor 1 <--> Factor 2 1.632 0.175 9.336 0.534 <0.001
Factor 1 <--> Factor 3 1.013 0.158 6.402 0.428 <0.001
Factor 1 <--> Factor 5 2.194 0.191 11.504 0.784 <0.001
Factor 1 <--> Factor 4 1.573 0.151 10.443 0.660 <0.001
Factor 2 <--> Factor 3 0.807 0.157 5.154 0.303 <0.001
Factor 2 <--> Factor 5 1.889 0.189 9.983 0.599 <0.001
Factor 2 <--> Factor 4 0.880 0.142 6.183 0.328 <0.001
Factor 3 <--> Factor 5 0.499 0.135 3.710 0.204 <0.001
Factor 4 <--> Factor 3 0.777 0.132 5.870 0.374 <0.001
Factor 4 <--> Factor 5 1.536 0.156 9.868 0.624 <0.001

Error Covariances

[tem 1 <--> Item 2 0.707 0.092 7.691 0.381 <0.001
[tem 2 <--> [tem 3 0.595 0.091 6.528 0.306 <0.001
[tem 3 <--> Item 1 0.818 0.100 8.180 0.447 <0.001

Note. C.E.: Covariance Estimate; S.E.: Standard Error; C.R.: Critical Ratio; r: Correlation Coefficient; p: significance value.

DISCUSSION AND CONCLUSION

The present study aimed to examine the validity and reliability of the Turkish version of the Motivation Scale for Mediated
Sport Consumption (MSMSC), originally developed by Kim et al. (2025), and to evaluate how motivational sources of mediated
sport consumption are represented within the Turkish context. Following a structured translation process and pilot testing, the
scale was administered to active mediated sport consumers. The results indicated that although parts of the original factor
structure were observed, several dimensions converged in the Turkish sample, resulting in a five-factor solution. CFA findings
supported that the five-factor model demonstrated acceptable fit after theoretically justifiable error covariances were specified
(Schermelleh-Engel et al., 2003). In addition, the goodness-of-fit indices met commonly accepted cutoff values (CFI, TLI, NFI >
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0.90 and RMSEA < 0.08) (Hu & Bentler, 1999), and internal consistency coefficients indicated acceptable to high reliability
(Cronbach’s alpha > 0.80) (Cronbach & Meehl, 1955). Taken together, these findings suggest that the Turkish version of the
MSMSC can be regarded as a valid and reliable instrument for research use.

The Exploratory Factor Analysis (EFA) results revealed that the Sociability, Security, and Convenience dimensions—
originally distinct in the initial scale—merged into a single factor (Factor 4) within the Turkish sample. Conversely, the
dimensions of Programming (Factor 1), Ownership (Factor 2), Emotional Hedge (Factor 3), and Team Identification (Factor 5)
maintained their original theoretical frameworks. Confirmatory Factor Analysis (CFA) further suggested that certain items
required error covariance pairings due to shared conceptual variance within the Turkish context. The relationship between
“Security” items, which constituted the primary factor in the original study (Kim et al., 2025), takes on a different meaning in
Tiirkiye. The error covariances obtained here imply that the “Convenience” sub-dimension (Item 1, 2 and 3) does not emerge
as an independent construct; rather, items with similar semantic features cluster together, reflecting a localized interpretation
of mediated consumption that prioritizes integrated experiences over isolated technical attributes.

The dominance of the first factor, Programming, which explained 44.126% of the total variance, serves as a critical indicator
for Turkish sport consumers. This finding suggests that Turkish fans primarily evaluate mediated sport consumption through
the lens of broadcast content, narratives, commentary, and presentation quality. This is particularly salient in Tiirkiye, where
the Tirkiye Siiper Lig’s broadcasting value—approximately 218.4 million USD (TFF, 2024) —ranks as the sixth highest in
Europe, underscoring a market that is deeply invested in the quality of the mediated product. The culture of mediated sport
consumption in Tiirkiye has evolved around traditional “Sport Programs” and “Analysis Shows” rather than purely through
streaming infrastructure or technical convenience. Consequently, the emergence of Programming as the most powerful
dimension aligns with the notion that contemporary media tools enrich the perceived value of the game through content
richness and personalization (Kim & Mao, 2021), fulfilling the modern fan’s need for aesthetic appreciation and vicarious
achievement.

A standout finding of this study is the structural transformation where the first three factors of the original scale merged
into a unified construct. Although it ranks fourth in factor order, this merger indicates that the priorities of Turkish fans diverge
from Western literature. Looking at the coefficient rankings, Sociability items rank first, followed by Security, with Convenience
items appearing last. This hierarchy suggests that sociability sits at the “core” of this construct, supporting the idea that fandom
is increasingly enacted through screen-based social connection. This factor, which we have termed “Secure-Convenient
Sociability” suggests that mediated sport consumption in Tirkiye is driven by the motivation to maintain core social
relationships—a concept central to Social Identity Theory, where team identification predicts consumption intensity through
shared community (Heere & James, 2007). For these fans, convenience is not an end in itself but rather a facilitator for a safe
social setting. By avoiding the crowded and potentially stressful environments of stadiums, fans integrate their sense of safety
with social interaction, often within “third places” such as sports bars or home-based viewing contexts (Weed, 2007; Fairley &
Tyler, 2012). This allows viewers greater control over their psychological responses and emotional regulation, enabling them
to disengage when outcomes become unfavorable (Kim & Mao, 2021).

The consistency of the Team Identification, Emotional Hedge, and Ownership dimensions confirms that the global trend
toward emotionally safe environment, customizable, supporting the development of “self” through fandom and screen-based
sport consumption is also prevalent in Tiirkiye (Kim et al., 2019; Kim et al., 2025). These findings mirror the economic shifts
seen in elite global clubs, where digital engagement and broadcasting rights —as seen with Real Madrid exceeding billion-euro
revenues (Deloitte, 2025)— are becoming more vital than traditional stadium attendance.

Conclusion

Consequently, the Turkish adaptation of the MSMSC provides psychometric evidence comparable to the original study while
revealing unique causal links—specifically the sociability-security-convenience nexus—specific to Turkish fandom culture.
Although EFA and CFA were conducted on two independent subsamples within the same dataset, future research should
validate the model using entirely independent samples. Future research should cross-validate this five-factor structure with
independent samples probably with much more diverse fan groups. Testing this paradigm among fans of different branches or
specific digital broadcast subscribers would further refine the validity of the “Secure-Convenient Sociability” construct,
addressing the clear need for measurement tools that capture the complex motivations of the increasingly digital sport
ecosystem in Tiirkiye.

Recommendations

For future research, the five-factor structure (respectively 1-Programming, 2-Ownership, 3-Emotional Hedge, 4-Secure-
Convenient Sociability, and 5-Team Identification) may be considered appropriate for Turkish populations. The impact of this
work extends both theoretically and practically. Theoretically, it challenges the universality of existing motivation models by
highlighting the convergence of sociability, security, and convenience—a nexus that suggests a localized paradigm of new
merged factor named as ‘Secure-Convenient Sociability.’

However, in future studies researchers should also consider the hierarchical structure noted by Kim et al. (2025) and
examine whether alternative factor solutions (e.g., the original 21-item, seven-factor model) can be supported across different
samples, sport branches, and demographic groups. Since the present study is limited to a specific participant profile, replication
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studies are recommended to strengthen generalizability. In applied terms, identifying motivational patterns related to mediated
sport consumption may help sport organizations design targeted communication strategies, media content, and digital
engagement practices for their fan communities.

Limitations and strengths
Limitations

Despite the contributions of the present study, several limitations should be acknowledged. First, both Exploratory Factor
Analysis (EFA) and Confirmatory Factor Analysis (CFA) were conducted on the randomized sample-split of same study, which
may limit the robustness of the factor structure. Future studies are encouraged to validate the five-factor structure of the
Turkish version of the MSMSC using independent samples. Second, the sample consisted of active mediated sport consumers
within a specific cultural and demographic context, which may restrict the generalizability of the findings to different
populations, sport branches, or media consumption patterns. In addition, data were collected through self-report measures,
which may be subject to response biases.

Strengths

Despite these limitations, the study has several notable strengths. The primary strength lies in the systematic and theory-
driven adaptation of the MSMSC into Turkish, following established cross-cultural adaptation guidelines. The study not only
provides strong psychometric evidence for the validity and reliability of the Turkish version of the scale but also offers a
culturally grounded interpretation of the factor structure by identifying a novel merged dimension, namely “Secure-Convenient
Sociability”. This finding contributes to the literature by demonstrating how mediated sport consumption motivations may vary
across cultural contexts. Furthermore, the inclusion of detailed procedural steps and usage guidelines enhances the practical
applicability of the scale for future research in sport management, sport psychology, and media studies. Overall, the Turkish
version of the MSMSC represents a robust and user-friendly measurement tool for examining mediated sport consumption
motivations within Tirkiye.
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