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Abstract

This paper explores the concepts of mood and involvement in experiential research. Sport spectating was chosen to represent leisure services in this investigation into the differences between traditional consumer decision-making constructs and experiential constructs. We propose that in leisure service encounters, both mood and involvement act as dynamic constructs operating on dual levels. The first level is an 'a priori' state, or those brought to the experience by the consumer and the second level is an 'experiential' state, where constructs actually change over the course of the consumption experience.  Further we propose that the servicescape moderates the changes in mood and involvement during the experience. A review of the literature and a series of phenomenological focus groups facilitated the exploration of the propositions in this study. Our findings suggest that mood and involvement are in fact dual constructs, operating on both a priori and experiential levels.  This study is truly exploratory in nature and suggestions for future research include the development of creative methodologies to quantify the operation of the mood and involvement constructs in the experiential consumption of leisure services. 

Mood and involvement as dual constructs in experiential research.

Introduction
Mood and involvement are staple constructs in the traditional decision making literature and have been the focus of much consumer research in both goods and service applications. However, as consumer research seeks new explanations for hedonic consumption, emotive variables such as mood and involvement deserve to be re-evaluated under the experiential framework. The dynamic nature of experiential consumption calls for a re-evaluation of the nature and dimensions of many variables which have long been considered rational and stable constructs under the decision making model. 

In their seminal paper calling for more research into hedonic consumption, Hirschman and Holbrook (1982) point out that the variable nature of services and events poses many challenges for the researcher. They specifically highlight the threat to reliability of research into the leisure services such as concerts, theatre and sport, because they are all subject to variability across time and that the content and/or composition of the service offering also changes (Hirschman and Holbrook, 1982). 

The fact that the service offering changes leads us to believe that the mood, and level of involvement by, consumers is in a continuous state of flux throughout the consumption experience. Retrospective or anticipatory 'a priori' snapshots of mood and involvement are often used to predict satisfaction, emotional response and even persuasion (Schultz 1996) in service literature. Discovery that these constructs are variable during the service encounter could have a potentially dramatic impact on service and event research. 

The purpose if this paper is to investigate the behaviour of the mood and involvement constructs in an hedonic experiential consumption setting. Current exploration of leisure services consumption, suggests that customers are seeking excitement and stimulation (Wakefield & Blodgett 1994) and the very nature of this anticipation supports the proposition that mood and involvement are likely to fluctuate during the consumption experience. Specifically, this research seeks to investigate whether there is evidence to support the premise that mood and involvement are not constant, static constructs in hedonic leisure service encounters.

In order to provide a more detailed rationale for our research questions, this paper begins with an overview of the current mindset and research findings in relation to mood and involvement in both the services marketing and experiential consumption literature. Following this, the study will be detailed and findings will be presented. Theoretical implications and recommendations for ongoing descriptive research conclude the paper.

Literature Review
The services marketing literature is rich with investigations into the role of both mood and involvement in service encounters (Knowles, Grove & Pickett 1993); service quality (Csipak, Chebat & Venkatesan 1995), servicescapes (Ruyter & Bloemer 1999; Wakefield & Blodgett 1994) and service relationships (McColl-Kennedy & Fetter 2001).  Most of this research has focused on customer’s perceptions of service quality and/or service relationships, their resulting satisfaction with the service rendered and the role of either mood and/or involvement in this subsequent evaluative process.  The interaction of involvement and mood have further been shown to be important when considering leisure services such as restaurant experiences, theatres, resorts, amusement parks and sporting events (Wakefield & Blodgett 1994; Bitner 1992).  
In particular, it has been found that the positive servicescape attributes combined with high levels of emotion and involvement on the part of customers increases levels of satisfaction and ongoing interest in the consumption activity in leisure services (Wakefield & Blodgett 1994). In these studies however, mood and involvement are considered stable or enduring constructs and the methodologies used to investigate them only allow for single snapshot measures of positive or negative moods and high or low involvement states.  Our proposition is that in leisure service encounters, both mood and involvement are actually dynamic constructs where an a priori state will change over the course of the consumption experience.
Sport spectating, and more specifically watching televised football, was chosen as an experiential consumption setting for this study as it offers a full scope of emotional response by respondents.  The seeking of emotional arousal is a major motivation for the consumption of certain service and event classes such as plays, and sporting events (Holbrook 1986). As such, a sport consumption setting should provide a rich context for the exploration of mood and involvement.  A brief overview of the current literature in relation to both mood and involvement in sport consumption will provide support for our research proposition.

Mood is a concept closely aligned with emotion. In most definitions of mood, it is agreed that it is a state of emotional or affective arousal that is varying and transient (Peterson & Sauber 1983). Despite this affective commonality that mood and emotion share, researchers have seen cause to treat them as separate variables.
Chalip, Csikszentmihalyi, Kleiber and Larson’s (1984) study on variations of experience in sport, was one of the first to consider mood as a dimension of experiential sport consumption where they noted that optimal experience is in part defined by mood. More specifically, they state that conditions conducive to optimal experience, or ‘flow’, are accompanied by states of high, positive moods. Mood states have also been shown to impact not only behaviour, but also evaluation and recall in consumption experiences and are known to be significant in the progression of the experience itself (Gardiner 1985).  From these results we see that consumers may indeed regulate many factors of an experience, such as expectations, satisfaction and verbalizations, depending on their mood before and even during the experience. Given the unpredictable nature of the sport experience, which is dependent on uncontrollable elements of competition, it is likely that mood will be a particularly dynamic factor over the course of the sport consumption experience.  

When considering involvement, traditional consumer research has focused on involvement as a measure of product relevance where the level of involvement is thought to reflect the inherent need fulfilment, value expression, or interest the consumer has in the product (Mittal & Lee 1989; Zaichkowsky 1985).  Further, involvement has also been shown to influence consumers’ propensity to search externally for information to aid in their decision making processes (McColl-Kennedy & Fetter 2001). Involvement has also been shown to be important in experiential research, although its conceptualization focuses more on the consequences of heightened relevance rather than the relevance of a product or service itself.

Experiential consumption researchers have long advocated s shift in focus from the ‘degree of involvement’ (low versus high), to the ‘type of involvement’ (Holbrook & Hirschman 1982) which will allow researchers to consider involvement in terms of the degree of activation or arousal during the experience. This approach would suggest that there is potential for involvement to change during an experience to moderate the effect of other factors.  A phenomena alluded to by Moneta and Csikszentmihalyi (1996), who hinted at this moderating and possibly even dynamic role of involvement with experience emotion and mood.
Thus, a gap exists in the literature on the nature of the role of both mood and involvement in experiential consumption, which this research aims to examine.  Consumer behaviour and service literature have shown mood and involvement to be important predictive variables. However, if we consider the inherently variable nature of services and events, traditional measures of mood and involvement appear inadequate. If mood and involvement are indeed variable during the time of the consumption experience, marketers would have unique opportunities to influence this fluctuation or react to variations in the construction of the encounter. 

We propose that consumers bring an existing mood state and level of involvement into any consumption experience, which we term, 'a priori mood' and 'a priori involvement'. We further propose that this mood state and level of involvement is likely to then vary constantly during the consumption experience, which we term to be 'experiential mood' and 'experiential involvement'. Therefore we propose that in experiential leisure service settings, mood and involvement will be dynamic constructs operating both on a priori and on experiential levels.  Our research question then is, ‘Is there evidence to support the dual and fluctuating nature of mood and involvement in an experiential sport consumption setting?'

Method
In order to discover more about the operation of the mood and involvement constructs, three existential-phenomenology focus groups were conducted. Participants were encouraged to describe their experiences with sport consumption.  There was an emphasis on letting the participants naturally describe only those factors of prior experiences that they considered relevant, avoiding the use of “why?” questions at all times (Dale 1996). 

Two of the phenomenological focus groups were carried out before and during the televised broadcast of a live National Football League (NFL) game. Conducting the focus groups during an actual experience of the type being investigated was required to conform to the phenomenological method of first degree information collection. 

Phenomenological focus groups are considered a particularly appropriate choice for those wishing to explore consumer experience (Calder 1977) as they provide a systematic description in terms of first-degree constructs of the consumption-relevant intersubjectivity of the target segment. Phenomenological focus groups require the participants and the researcher to share participatively (Calder 1977). This means that the researcher should immerse themselves in the experience, with the subjects, in order to collect data from the respondents about the experience. Another important reason for conducting the focus groups during an actual sport consumption experience was to document which characteristics of the game elicit responses, changes in mood, discussion among participants, emotion displayed and son on
Phenomenological focus groups require homogeneous participants in a natural setting (Calder 1977). For this reason, participants were recruited using the snowball sampling technique. The groups were made up of friends and associates who normally watch football together with the majority of participants being under thirty years of age and as expected there were a significantly higher number of males included in the groups as this demographic fits the description of football fan most closely. The age and gender of participants in each focus group were as follows:

· Phenomenological Group 1 – 6 males and 1 female, 24-32yrs.
· Phenomenological Group Two – 6 males, 22-29yrs.
· Phenomenological Group Three – 6 males and 2 females, 20-28yrs.
Findings

This research provided evidence that sport spectators consider ‘involvement’ and ‘mood’ both a motivation to, and consequence of, watching football. We will begin the discussion of the findings with an investigation of mood.

Mood. Our research proposition was that in addition to an a priori mood state, mood may vary during the consumption experience.  The a priori mood refers to the state of being of the individual as they begin the experience. For example, is the consumer in a good mood or a bad mood when they watch the football game? This mood may or may not be related to the experience or experiential phenomenon. The experiential mood however, refers to the state of being of the individual during the consumption experience. The difference between the two mood types is that the a priori mood seems to moderate the relationship between the events in the actual game and enjoyment of the game (possibly including variables such as emotion, satisfaction and involvement), whereas experiential mood is dependent upon the actual game and other elements of the experience.

The researchers observed several important characteristics of the consumption experiences during the phenomenological focus groups. One of the focus groups was a very happy, social occasion where the a priori mood of the individuals seemed to be more positive than those in the other groups. The researchers noted that the individuals seemed to take the game seriously but the negative aspects of the game did not upset them as much or for as long as those in other groups. This observation could be a function of many other factors but the moderating role of a priori mood appeared to be strong. In addition to the researcher’s observations, the respondents actually described situations where a priori mood impacted upon the football consumption experience. The following excerpt is typical of the comments regarding social interaction, a priori mood and the experience:

Respondent: “Sometimes it is just as much fun to get together as it is to watch the game. It makes it much better too. The game was dismal last Monday but all the guys came round and we had a few beers and a BBQ. Everyone was in such a good mood the actual game didn’t seem to matter much.”

Respondents spoke of times when positive football experiences put them in good moods and negative experiences that caused prolonged bad moods. There is evidence of this phenomenon in these separate excerpts.
Respondent:
“I get like ill, like a headache and I feel so mad. Like if I come 

home from a game and it hasn’t gone like I want it to then people know not to talk to me.”

Respondent:  “Didn’t they do a study or something about that once, like when the Saints lose the production in the plants goes down in New Orleans that week. Anyway whether that’s true or not I know it gets me down. When you see a great game and your team wins it can put you on the biggest high, but if they lose I can find myself thinking about it for days and I am always dragging my feet that day at least.”

Mood states were also found to be dynamic, changing as a result of game characteristics. Respondents’ testimonial evidence does give cause to acknowledge the potential dependent nature of experiential mood. Take the following statement for example:

Respondent: “I don’t really consider myself to be very sporty. I’m not like a fanatic or anything. But it is weird how much football can affect you. When I go into the lunchroom on Monday or even Tuesday after the Monday night games, you can tell which teams won just by the mood. Even me, it puts me in a good mood if LSU or the Saints win. I mean that’s probably true for everyone at the time of the game but I mean for days sometimes.”

Respondent: “God damn it! I was in a really good mood today. Look’s like that is set to change. I hate it when they just give the game away. Puts me in a bad mood all night.”

Thus, from these preliminary findings it would appear that there is evidence to support the dual nature of the mood construct in experiential leisure service encounters, such as sport consumption, and further, that the experiential aspect of mood does appear to be moderated by the existence of others, the consumption setting (servicescape) and by the game performance (service delivery).  We will now examine the results as they apply to the involvement construct.

Involvement. The very concept of having a favourite team or being not just a football fan but a Saints fan or a Dolphins fan, is testimony to the traditional concept of ‘involvement’ used in consumer research. The findings showed many examples of fans being highly involved with a particular team or game and how this moderated the relationship between the game characteristics and the outcome for the individual such as emotion, and satisfaction. Respondents also gave testimony to their loyalty to a particular team and how they were more involved in some games than others.  It also shows how the level of involvement can change behaviour and moderate emotion and satisfaction from the experience.  For example: 
Respondent: “You might follow all the teams in the league but you have a favourite. Or maybe two or three teams that you just get more involved in.”

Respondent: “Sometimes football isn’t a big deal at all. It just depends whose playing. If it’s a team I’m really into then the game is a big deal…if not I might just catch the scores or something.”

Respondent: “Like if the Saints are playing and they don’t win it will bother me. If it’s the Saints and the 49ers I want the Saints to win and I really care if they win but it it’s the 49ers and the Dolphins or something I mean…I’d watch it but when the game ends I don’t care what happens.”

Again, this comment suggests that a priori involvement appears to moderate a relationship between the events in the actual game (game characteristics) and the emotions experienced and/or the overall satisfaction with the game. The following comment also suggests that the degree to which a priori involvement exists, or can be created by the individual, impacts upon the consumption experience:

Respondent: “Every team affects the team you care about. I really believe that. I really do. I can watch a game and it is like the worst game, the worst teams in the nation and somehow I can rationalize that if this happens or that happens it will affect my team you know…”

Being a sport fan is in itself considered to be a form of involvement with a specific team, event or person (McPherson 1972). Further, the importance of sport to a particular person can be aligned to involvement as in Zaichkowsky’s (1985) traditional product involvement construct. The following comments show evidence of this importance with both the game and with the experience.
Respondent: “I guess it is more important to me than I realized. We have been going to LSU football games for as long as I can remember. My kids have been going since they were born. We dress in our purple and gold and it is a big deal to us. The tickets aren’t cheap either. It costs us over $500 a year just for our tickets but it really is the biggest thing we do together.”

Respondent: “I always enjoy watching my team more than just any game. I’ll watch anything but I always enjoy it better when its LSU or the Saints. When its more important to you it makes the win even better. Or in the case of the Saints it makes the loss even worse!”
The second type of involvement proposed by this research is unique to experiential consumption. Experiential involvement is believed to be a dynamic construct that is dependent upon the servicescape (the presence of others and the consumption setting) and on service delivery (the game outcome). The concept is one best described by the respondents themselves when engaged in a conversation about previous games. 

Respondent: “I was so pumped about that game. I had been thinking about it all week. I got rid of the kids, got a few beers, got all set up and then…oh my God! It was the most pathetic beating I’ve seen. I honestly never watched the second half. It wasn’t worth it. Sue couldn’t believe it when she got home with the kids and the grass was cut. It just wasn’t worth sitting and watching that. At least I achieved something cutting the grass.”

Respondent: “I will watch the whole game if my team is playing. Well I say that and then this week I didn’t even bother watching the whole thing. I was all psyched up to see them kill Tampa Bay and they totally blew it. By the end of the second quarter it wasn’t even worth watching.”

The respondent was initially “psyched up” or highly involved in the game (a priori involvement). However, as a result of the game characteristics his experiential involvement decreased. His a priori involvement moderated the relationship between the game and his expectations and satisfaction where as his experiential involvement was dependent upon the service delivery (the game outcome and characteristics).

The same phenomenon is evident as a result of extreme positive margins in the game itself. These responses explain how experiential involvement might work:

Respondent: “Depends on the game …you know if I was watching something that was just over at half time then I would get really pissed. Doesn’t matter how much I like the team or how much I was into that game, I am going to get pissed at having to sit through a bunch of second stringers in the second half. That would make me mad you know.”

Respondent 1:
“This game sucks.”

Interviewer: “I thought you really like this team. You were excited about the game before weren’t you?”

Respondent 1: “Yeah, but it’s over before half time. It’s good they win but     there is such a thing as winning too early.”

Interviewer: “Winning too early?”

Respondent 1: “Yeah…its like sex.”

(much laughter from the group)

Respondent 2: “Everything is like sex to you.” (female)

Respondent 3: “You know what they say about people who talk about it all the 

time..” (male)

Respondent 1: “No, I’m serious. Watching football is like sex. You want to win 

but if you win to early its boring!”

Respondent 2: “For her maybe…”(laughter)

Respondent 1:
“That’s what it’s like. They’ve won now, there’s not much point 

faking interest in the rest.”

The first respondent was initially very involved in the football game. He had an interest in the team and expressed positive anticipation and excitement about watching the game. However, when the game became boring his level of involvement changed. He didn’t think any less of his team, just the experience itself. His a priori involvement (highly involved with that particular team) remained the same but his experiential involvement decreased. His sexual analogy is not dissimilar to the theory Hirschman and Holbrook (1982) used to explain the variation in emotions and fantasies over the course of consumption experience. They proposed that there is a preferred or most desirable pattern of emotional arousal for products experienced over a specific time frame. 
Our findings therefore provide sufficient evidence to support our research proposition that in experiential leisure service encounters such as sport consumption, involvement will act as a dual construct consisting of both an a priori involvement level and an experiential involvement level.  

Implications and Conclusions
In conjunction with sport sociologist’s beliefs that televised sport spectators try to increase their involvement (Eastman & Riggs 1994) and want to experience heightened emotions (McPherson 1975; Eastman & Riggs 1994), the findings of this research are very important. The exploratory research described in this paper has found evidence to support previous findings (Gardner 1985; George & Jones 1996; Wakefield & Blodgett 1994) that both mood and involvement are important constructs in understanding experiential leisure consumption and further that they are both dynamic constructs in these types of service encounters.  

In relation to mood, we noted that a priori mood, or the mood that the consumer enters or begins the experience with, is important in moderating satisfaction with the experience (George & Jones 1996). We also found anecdotal evidence that this a priori state changes constantly during the consumption experience.  

Marketers whose products are ritually linked to the sport consumption experience or who are trying to use sport consumption to position their products, must understand the experience itself and the operation of the affective and behavioural variables in the experience. Perhaps marketers should find more predictable ways of helping consumers increase their own emotional output, and thus their mood, during sport consumption experiences. 

This research established links between the characteristics of the game and the level of emotion of respondents. It is possible that marketers should spend more time examining the elements of the game that increase the level of excitement and therefore emotion for respondents. Isolating and replicating the elements of the experience that increase emotion, mood and experiential involvement may be more important than trying to increase the consumer’s level of a priori involvement with the experience as would be normal in traditional decision-based marketing. 

Involvement has been widely considered in traditional consumer research (Zaichkowsky 1985; Mittal & Lee 1989). It has also been one of the foundation constructs examined by early experiential consumption researchers (Moneta & Csikszentmihalyi 1996). While the focus of involvement has usually been as an a priori condition acting as an independent or moderating variable, Moneta and Csikszentmihalyi (1996) did allude to the experiential phenomena of involvement as a dynamic construct and our research findings support this premise.  The concept of a priori involvement in experiential consumption is closely aligned to the traditional continuum of involvement used in consumer research. Involvement is thought to reflect the inherent need fulfilment, value expression or interest the consumer has in the product (Mittal & Lee 1989; Zaichkowsky 1985). In experiential research the conceptualization focuses more on the consequences of heightened relevance for the individual in reaction to the experience. 

Specifically, we found that events in a game could increase or decrease an individual’s involvement with the experience, while the level of involvement with the team for example can stay the same. The dynamic nature of involvement was proposed by Hirschman and Holbrook (1982) to be a factor of the longitudinal nature of experiences such as football games which are experienced over time, and during which preferred patterns of arousal may be violated. Thus, sponsoring or aligning oneself with a team, an event or a specific game as a marketer is an even riskier proposition if the consumer’s emotion and satisfaction are dependent upon the variable and unpredictable characteristics of the game.

This research provides one step toward improving the level of understanding as to the nature of the person-experience interaction that most scholars agree influence marketing and other variables and that too few scholars explore thoroughly. In contrast to traditional product marketing, experiential leisure service consumption, such as sport spectating, force marketers to examine the consumption experience from a different perspective than that offered by the traditional consumer decision-making approach (Hirschman & Holbrook 1982). As Kates (1998) points out there has been little research to assist marketers in understanding the dynamics of experiential consumption. 

This study found evidence to support the proposition that mood and involvement are not static constructs in experiential leisure services such as sport consumption. Whilst these results are truly exploratory in nature, this form of data collection, combined with some of the methods used by ethnographic researchers, would appear to be the logical choice for more robust and more generalisable results.  There is now scope for future research to attempt to quantify these findings both in the sport consumption context and in the broader leisure service environment.  The great challenge for future studies will be to develop methodologies that accommodate the dynamic and holistic nature of experiential consumption. The duality of the mood and involvement constructs suggests that future methodologies should include multiple measures of constructs during actual experience. 
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