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Abstract: 
Fantasy football has grown into an $800 million industry with 32 million participants 

annually in the US and Canada. Previous research has shown that participants have more 

allegiance to their favorite team than their fantasy team and that participation has also been 

shown to increase television consumption and game attendance. However, no study regarding 

fantasy football has specifically looked at adolescent participants.  

A survey of 116 adolescent fantasy football participants was conducted, and a principal 

component analysis with promax rotation was run to analyze the data. Five distinct factors were 

found: competition, social interaction 1 (communication with family and friends), gambling, 

entertainment/escape, and social interaction 2 (communication with strangers). Results suggest 

that competition is a form of escape for adolescents, and that they are not motivated by the 

gambling aspect or the chance to meet new people. The Post-Hoc test found significant 

differences between recreational participants and competitive or very competitive participants in 

the competition (p=.000), gambling (p=.004), and entertainment/escape factors (p=.007). 

Recreational participants are less likely to be motivated by these factors.  
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Introduction: 

In the field of sport sociology, fantasy football is a relatively new topic. It is considered 

an intellectual sport since it requires more skill (Eitzen & Sage, 2009). Participants typically pay 

a fee to become a team owner in their fantasy league. Team owners take turns choosing players 

to join their virtual team. This process requires knowledge of the actual players and of the 

professional sports league itself. The athletes’ actual statistics are then applied to the fantasy 

teams. Based on the in-game performances, a fantasy participant will then win or lose in their 

league (Eitzen & Sage, 2009). 

Over the past four years, fantasy sports have grown by over 60 percent. In 2011, there 

were over 32 million participants (FSTA, 2011). The growth of fantasy football has made it more 

prevalent in the mass media; there are now larger audiences and more coverage. Its expansion is 

evident, as newspapers publish statistics, magazines make preseason specials, and websites post 

links to fantasy sports (Woodward, 2005). It has also been shown that fantasy participants 

consumed media sources (such as television and the Internet) more than non-participants (Drayer 

et al., 2010). 

Participants often join fantasy leagues with their friends, making it a social experience. In 

the past, face-to-face communication was essential, which made access to fantasy more difficult. 

Recently, the Internet has facilitated the growth of fantasy football, because participants have 

easier admission to leagues and have a better experience (Eitzen & Sage, 2009). In addition, the 

Internet allowed fantasy sports leagues to enjoy immediate statistics and more social features 

(Drayer et al., 2010). Participants log-on to websites that are specialized for fantasy football, and 

control their fantasy teams. Chat rooms and message boards allow fans with similar interests to 

communicate. These participants are more active and focused consumers (Dwyer & Kim, 2011). 
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Fantasy participants have also tended to use their mobile phones more as a result of participating. 

For example, many communicate with their competitors through phone calls and text messaging 

(Drayer et al., 2010). Farquhar & Meeds (2007), however, showed that social interaction was of 

minimal importance to fantasy participants. Instead, participants in the study sought victory and 

the bragging rights that come with it.  

Finding motivations of fantasy participants is important, because motivations affect 

consumer behavior. Through understanding one can predict consumer behavior. Dwyer, Shapiro, 

& Drayer (2010) segmented fantasy baseball participants into various categories. Each group had 

different motivations and levels and consumption behavior, such as advocate and opportunist. 

Results are specific to fantasy baseball, but are similar to the aforementioned general fantasy 

motivations.  

Fantasy football participation was found to be a significant predictor for self-esteem, 

knowledge, and group affiliation. Gambling was a less common motivation (Comeau, 2007). 

Specifically, participants motivated by gambling were less involved: devoting less time to 

fantasy and having fewer teams (Dwyer & Kim, 2011). 

Previous research has also looked at the various ways that engaging in fantasy sports 

affect participants. Karg & McDonald (2010) found that the connection between fantasy sport 

and other forms of sport consumption was not clear. But Drayer et al. (2010) showed that fantasy 

football participation will encourage other consumption. Also, perceptions and attitudes towards 

the NFL and toward a fantasy team are constantly changed by the outcomes of the favorite team 

and the fantasy team. Participants gather information about the league and it altered their 

attitudes towards their fantasy football players and the league. Traditional consumption is not 

lessened by fantasy football participation (Karg & McDonald, 2010). Dwyer & Drayer (2010) 
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showed that the heaviest consumers have more loyalty towards their favorite team. This indicates 

that for heavy users, participating in fantasy sports will not detract from favorite team 

consumption.  

It has been shown that those involved in fantasy football watched more NFL games on 

television (Dwyer & Drayer, 2010; Dwyer, 2010). One is more likely to watch a neutral NFL 

game if there are fantasy implications, indicating that participation in fantasy sport has a direct 

effect on television viewership. Also, a typical participant is most likely to watch an NFL game 

on television if the favorite team is playing, again showing that participation in fantasy sports 

does not take away from traditional sport consumption but may, in fact, add to it (Dwyer, 2010).  

Participation in fantasy football has a positive correlation with game attendance. Fantasy 

football participants are more likely to attend at least one game per season than a non-participant. 

Participants will also attend between 0.22 and 0.57 more games per season. In addition, an avid 

fan who is a fantasy participant is 15.13% more likely to attend a game than an avid fan who 

does not participate (Nesbit & King, 2010).  

The demographics of fantasy football are unique; fantasy participants are larger and ideal 

consumers. They typically have a $94,000 household income, are college educated, and are full-

time employees (Fisher, 2008; FSTA, 2011). These traits make them very appealing to 

marketers. Furthermore, the Fantasy Sports Trade Association (2008) claimed that the average 

age of fantasy football participants is 41 years old. Interestingly, no study involving fantasy 

football has been directed towards the adolescent demographic.  

This age group might be different, due to various differences between adolescents and 

typical fantasy sports participants. Spending capability is a clear distinction between the two 

groups. Since adolescents often do not have their own source of income or a job, they might 
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consume at different levels compared to adults. Adolescents might have less control over how 

they spend money, because they are generally more reliant on others, such as parents or 

guardians, when it comes to finances and purchasing power.   

In general, teenage sport consumption is based on eustress, entertainment, and self-

esteem. For example, owning a jersey provides a sense of self-identification. Motives for escape 

are not as high, possibly because adolescents have fewer responsibilities; therefore, they would 

not feel the need to escape from their lives (Summers, Johnson Morgan, & Kanoyangwa, 2007). 

In addition, adolescent consumption is affected largely by their social environment. In particular, 

Internet usage is influenced by parental attitudes and perceptions (Hill & Beatty, 2010). This 

aspect of adolescent consumption is critical to the study, because participating in fantasy football 

is dependent on the Internet.  
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Research Objectives: 

The aim of this study is to look at the motivations of adolescent fantasy football 

participants, and how the level of competitiveness is related to these motivations. By 

understanding the adolescent demographic in this field, it may be possible to further predict 

consumer behavior in relation to sport consumption. 

Methods: 

A survey was utilized to investigate adolescent fantasy football participants. It was based 

on a prior survey used by Dwyer & Kim (2011) to look at adult participants. Some 

demographical questions, such as income level, were removed because they do not apply to 

adolescents.  

For a given statement, survey respondents were asked to agree or disagree with it by 

giving a number one through seven (with seven being “strongly agree” and one being “strongly 

disagree”). For data analysis, each statement was paired with its respective item and then 

grouped into the various factors. The questions focused on particular aspects of fantasy football 

participation: competition, social interaction, gambling, and entertainment/escape.   

The survey was approved by the Institutional Review Board at Briarcliff High School, 

Briarcliff Manor, Westchester, NY on February 8, 2012. The board determined that written 

parental permission to complete the survey was unnecessary for this study, because a participant 

would not be negatively impacted by taking the survey. Instead, survey participants checked a 

box to indicate that their responses were voluntary. At the end, participants had the option to give 

their email address to enter a raffle for an Amazon.com gift card. Later that week, the survey was 

released to the public.   
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Subjects were recruited by a variety of methods. Flyers with links to the survey were 

posted on the walls of various schools in Westchester. In addition, snowball sampling via social 

networks was used. For example, the link to the survey was posted on sites such as 

Facebook.com or Twitter.com. Then, some respondents “shared” or “re-tweeted” the link to 

extend the reach of the survey. Data collection started on February 3, 2012 and was completed 

on July 30, 2012. 

Results: 

There were 116 participants in the study between the ages of 12 and 18 with a mean age 

of 15.7. The participants were mostly male (93.1%) and Caucasian/white (87.1%). Respondents 

were also asked to identify their level of competitiveness: recreational, competitive, or very 

competitive. Table 1 shows the demographics of the fantasy football participants in the sample. 

Table 1: Demographics 

 

N 116 (100%)
Sex: Age:
Male 108 (93.1%) Average 15.7
Female 8 (6.9%) Median 16

Standard Deviation 1.65
Ethnicity: Range 12 - 18 y.o.
Asian/Pacific Islander 4 (3.4%)
Black 4 (3.4%) Number of Years Played:
Caucasian/White 101 (87.1%) Average 2.91
Hispanic 2 (1.7%) Median 3
Latino 1 (0.9%) Standard Deviation 1.33
Multiracial 1 (0.9%) Range 1 - 5+
Other 1 (0.9%)
Would rather not say 2 (1.7%) Teams Managed:

Average 2.11
Played last year: Median 2
Yes 104 (89.7%) Standard Deviation 1.55
No 12 (10.3%) Range 0 - 8+

Will play next year: Level of Competitiveness:
Yes 101 (87.1%) Very Competitive 36 (31.0%)
No 7 (6.0%) Competitive 51 (44.0%)
Maybe 8 (6.9%) Recreational 29 (25.0%)
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A principal component analysis with promax rotation was used to look at the data as well 

as a MANOVA on factor scores. Five distinct factors were found: competition (5 items; 

eigenvalue 4.813), social interaction 1 (4 items; eigenvalue 2.151), gambling (3 items; 

eigenvalue 1.952), entertainment/escape (4 items; eigenvalue 1.369), and social interaction 2 (2 

items, eigenvalue 1.270).  

Table 2: Pattern Matrixa 

 

These groups represent the five motivations that this study analyzed. The resulting model 

explained 64.195% of the variation in the survey. The items on the pattern matrix (Table 2) 

ranged from .411 to .884. Table 3 shows the components of each factor and describes each item 

included in the aforementioned factors. 

  

1 2 3 4 5
COM2 0.752
COM5 0.738
COM3 0.711
COM4 0.706
ENT3 0.544
SOC1 0.876
SOC6 0.747
SOC7 0.694
SOC2 0.654
GAM1 0.884
GAM2 0.764
GAM6 0.743
ENT5 0.816
ENT6 0.807
ENT4 0.594
ENT2 0.411
SOC5 0.822
SOC3 0.732

 
Component

Extraction Method: Principal Component Analysis. 
 Rotation Method: Promax with Kaiser Normalization.
a. Rotation converged in 8 iterations.
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Table 3: Description of Items 

 

A MANOVA was run to look at the differences in each factor among level of 

competitiveness. Pillai’s Trace reported an F value of 3.650 with .000 significance, which 

indicates that when based on competitiveness, respondents scored differently on at least one of 

the five factors.   

In particular, those factors were competition (F 18.081; Sig. .000), gambling (F 5.897; 

Sig. .004), and entertainment/escape (F 5.196; Sig. .007). There was no significance found with 

either of the social interaction factors (.125 for social interaction 1 and .114 for social interaction 

2). This data can be found on Table 4.  

  

Factors and Items
Factor 
Loading*

Competition (5 items) Sample mean = 4.78; Std. deviation = 0.36
COM2 I like to play fantasy football to prove to my fellow competitors that I am the best. 0.752
COM5 To me, my fantasy team's successes are my successes and their failures are my failures. 0.738
COM3 It is important to me to win my fantasy football league(s). 0.711
COM4 When playing fantasy football, it is important to me to compare my skills with my competitors. 0.706
ENT3 I play fantasy football because it provides an entertaining escape from my day-to-day activities. 0.544

Social Interaction 1 (4 items) Sample mean = 4.96; Std. deviation = 0.45
SOC1 An important reason for playing fantasy foobtall is the opportunity it provides to interact with my friends, family, and/or significant other. 0.876
SOC6 Playing fantasy football provides an excellent opportunity to stay in contact with my family and friends. 0.747
SOC7 Playing fantasy football provides an excellent opportunity to get together with my family and friends. 0.694
SOC2 An important reason for playing fantasy football is the ability it gives me to compete against my friends, family, and/or significant other. 0.654

Gambling (3 items) Sample mean = 3.47; Std. deviation = 1.26
GAM1 I play fantasy football to win money. 0.884
GAM2 Given the opportunity, I would prefer to wager money on fantasy football than play at no cost. 0.764
GAM6 The amount of money wagered determines how much I follow my fantasy football team. 0.743

Entertainment/Escape (4 items) Sample mean = 5.59; Std. deviation = 0.46
ENT5 Playing fantasy football has provided and excellent opportunity to follow NFL players that are not on my favorite NFL team(s). 0.816
ENT6 I play fantasy football because it makes watching NFL football more enjoyable. 0.807
ENT4 Fantasy football has made following my favorite team(s) more enjoyable. 0.594
ENT2 I play fantasy football because it is a fun way to spend my time. 0.411

Social Interaction 2 (2 items) Sample mean = 3.48; Std. deviation = 0.31
SOC5 Playing fantasy football provides an excellent opportunity to meet new people. 0.822
SOC3 An important reason for playing fantasy football is the opportunity it provides to interact with others, not including friends and family. 0.732
* Primary factor loading from Pattern Matrix
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Table 4: Tests of Between-Subjects Effects 

 

For the competition, gambling, and entertainment/escape factors, it was found that the 

recreational level was distinct from the other two levels (competitive and very competitive). But 

for both social interaction factors, there was no difference found, meaning that level of 

competitiveness does not significantly affect levels of social interaction with friends/family or 

with unknown people.  

Discussion: 

The results are relatively similar to prior research by Dwyer & Kim (2011), although 

there are differences that showed up in the principle component analysis. This research focused 

on just adolescents from 12 to 18 years old, while the aforementioned study looked at adult 

participants 18 years and older.  

One major difference is that there are two social interaction factors in this analysis. The 

items in social interaction 1 are specifically about interaction with family and friends. However, 

social interaction 2 has its own factor to describe interaction with strangers and new people. The 

factor mean of 3.478448 (standard deviation 0.310883) for social interaction 2 show that 

participants in this study are not motivated by the chance to interact with new people in fantasy 

football. Meanwhile, the factor mean of 4.956897 (standard deviation 0.451963) for social 

interaction 1 indicates that interacting with family and friends is a motivation for adolescent 

Dependent 
Variable

Type III 
Sum of 

Squares
df

Mean 
Square

F Sig.
Partial Eta 
Squared

COMPETITION 812.422 2 406.211 18.081 0 0.242

SOCIAL 91.373 2 45.687 2.117 0.125 0.036

GAMBLING 246.086 2 123.043 5.897 0.004 0.095

ENTERTAINMENT 174.713 2 87.357 5.196 0.007 0.084

SOCIAL2 41.553 2 20.776 2.216 0.114 0.038
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participants. These results contrast an earlier study, where participants barely mentioned the 

impact of communicating with family and friends. In that study, social interaction was not of 

much importance to fantasy football participants and results suggested that online communities 

were specifically for growing or sustaining relationships (Farquhar & Meeds, 2007). 

Nevertheless, in this study, the low factor mean for the social interaction 2 factor show that 

building online communities with strangers are not a strong motivation. 

Another distinction is that an entertainment item landed in the competition factor. The 

primary factor loading for “ENT3” was .544, which was, in fact, lower than the other four values 

for competition (which ranged from .706 to .752). This finding suggests that competition is a 

form of escape for adolescents.  

This idea is also related to the Post Hoc test to find differences between the levels of 

competitiveness. In the category of entertainment/escape, recreational participants were 

significantly different from competitive and very competitive participants. This shows that the 

more competitive fantasy football participants are more motivated by the entertainment and 

escape aspects of getting involved.  

There were also significant differences found in the factors of competition and gambling. 

As expected, respondents who said they were less competitive were less likely to be motivated 

by the competitive characteristic of fantasy football. More competitive respondents were also 

more motivated by gambling, although as a total, adolescents were not motivated by gambling 

aspects as shown by the low factor mean of 3.465517 (standard deviation 1.125949). This 

supports the findings of Comeau (2007) which claimed that gambling was a rarer motivation. 

However, those motivated by gambling don’t appear to manage fewer teams as was the case in a 

prior study (Dwyer & Kim, 2011). 
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Previous studies have shown that fantasy football participation activate new attitudes 

towards the NFL (Drayer et al., 2010). Participants follow the league in a whole new way, due to 

their interest in other players besides players on their favorite team. Results from this survey 

indicate that respondents believe that fantasy football participation gave them the opportunity to 

follow other players. This data also shows that playing fantasy football complements traditional 

sport consumption, since participants are motivated to follow other players, in addition to those 

on a favorite NFL team. This supports the findings of Karg & McDonald (2010), which claimed 

that fantasy sports players are higher consumers of sport.  

Conclusions and Future Research: 

 This unique study focused on the tendencies of adolescent fantasy football participants, 

rather than other studies, which limit their sample size to those 18 and older. The adolescent 

demographic is imperative to the field, because this group represents the future of fantasy 

football.  

Overall, adolescents appeared to be motivated the most by competition (factor mean = 

4.78), social interaction with friends and family (factor mean = 4.96), and entertainment (factor 

mean = 5.89). The survey data shows that entertainment, in particular, appeals to adolescents. 

Respondents indicated that participating in fantasy football makes it more enjoyable to watch 

NFL football, follow their favorite team, and spend free time. Above all, adolescents believe that 

playing fantasy football gives them a great opportunity to follow NFL players that are not on 

their favorite team. With this belief intact, the NFL increases its brand as fantasy football 

participants gain greater knowledge of the league and its players, in addition to their traditional 

following of a favorite team.  
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With low factor means of 3.47 and 3.48, respectively, gambling and interacting with 

unknown people are not strong motivations for adolescents. Although the Post Hoc test reveals 

that the more competitive players are more motivated by the gambling aspect of fantasy football, 

adolescents are generally not motivated to participate in fantasy football for this reason. 

Nevertheless, the average respondent prefers to wager money on fantasy football rather than play 

at no cost. Yet to reaffirm the finding, adolescents noted that they do not “play fantasy football to 

win money.”  

The Post Hoc test confirmed that there was no relation between competition level and 

motivations to interact with new people (sig. = .114). Regardless of their level of 

competitiveness, adolescents are not motivated by the opportunity to meet new people. Survey 

participants showed that interacting with others, besides family and friends, was not an impetus 

to play fantasy football.  

 A limitation of the study is the sampling method. In a society where children’s names and 

contact information is protected, a convenience sample with voluntary response was used for this 

study. The voluntary sample could be limiting, because participants with a greater interest may 

be more inclined to take the survey. Another notable aspect of the sample is the background of 

the survey participants. Due to the nature of the questions, the survey didn’t ask about income 

level or education level. These demographic aspects, however, should not affect the results of the 

sample.  

 Future research should look further into adolescent consumer behavior. Since adolescents 

may not have as much financial control as adults, their methods of sport consumption may vary. 

In addition, a qualitative study on adolescent fantasy football participants could be performed to 

identify specific motivations and effects.  
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