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Abstract : Sports apps in a smartphone provide up-to-date information and fast and convenient access to live games. The
market of sports apps has emerged as the second fastest growing app category worldwide. Further, many sports fans use their
smartphones to know the schedule of sporting events, players’ position and bios, videos and highlights. In recent years, a
growing number  of  scholars  and practitioners  alike  have  emphasized  the  importance  of  interactivity  with  sports  apps,
hypothesizing that interactivity plays a significant role in enticing sports apps users and that it  is  a key component in
measuring  the  success  of  sports  apps.  Interactivity  in  sports  apps  focuses  primarily  on  two  functions:  (1)  two-way
communication and (2)  active user  control,  neither  of  which have been applicable  through traditional  mass media and
communication technologies. Therefore, the purpose of this study is to examine whether the interactivity function on sports
apps leads to positive outcomes such as intent to revisit. More specifically, this study investigates how three major functions of
interactivity (i.e., two-way communication, active user control, and real-time information) influence the attitude of sports apps
users and their intent to revisit the sports apps. The following hypothesis is proposed; interactivity functions will be positively
associated with both attitudes toward sports apps and intent to revisit sports apps. The survey questionnaire includes four
parts: (1) an interactivity scale, (2) an attitude scale, (3) a behavioral intention scale, and (4) demographic questions. Data are
to be collected from ESPN apps users. To examine the relationships among the observed and latent variables and determine
the reliability and validity of constructs, confirmatory factor analysis (CFA) is conducted. Structural equation modeling (SEM)
is utilized to test hypothesized relationships among constructs. Additionally, this study compares the proposed interactivity
model with a rival model to identify the role of attitude as a mediating factor. The findings of the current sports apps study
provide several theoretical and practical contributions and implications by extending the research and literature associated
with the important role of interactivity functions in sports apps and sports media consumption behavior. Specifically, this study
may improve the theoretical understandings of whether the interactivity functions influence user attitudes and intent to revisit
sports apps. Additionally, this study identifies which dimensions of interactivity are most important to sports apps users. From
practitioners’ perspectives, this findings of this study provide significant implications. More entrepreneurs and investors in the
sport industry need to recognize that high-resolution photos, live streams, and up-to-date stats are in the sports app, right at
sports fans fingertips. The result will imply that sport practitioners may need to develop sports mobile apps that offer greater
interactivity functions to attract sport fans.
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