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Summary
	Literature Review: This article focuses on the relationship between professional sports teams and fans. Since there is a long lasting and growing bond between a fanbase and an organization this article digs deep in explaining how fan motives and sports consumption go hand in hand. The increasing amount of interest and numbers that correspond to professional sports calls for a better understanding of why and how this happens. The authors examine a model that explains the outcomes of relationship quality between the organization and fanbases. The study demonstrates how well relationship quality mediates the association between emotional motives and behavior intentions. Additionally, relationship quality should be examined like in this study because it is used in preserving connections between service providers and consumers. The motives of the consumers are important because they offer insights as to why sports spectators attend games and purchase team gear and other merchandise. This study specifically reads the growing volleyball market in Korea and China considering it had grown by a factor of five since the year 2005.
 Sports motives can be broken up many categories that included emotional motives, cognitive motives, behavioral motives, relationship quality, trust, commitment, intimacy, and self-connection, and reciprocity. These sports consumer behaviors link to relationship quality within an organization of professional sports. Also, these constructs have been linked to represent that main drive for game attendance. 
Method: This study collected data from Korean pro volleyball fans who were sent a sampling survey. Fans that were given the survey were people who attended the games and watched sporting events on media channels one to five times in a single year. The survey was given on social media platforms such as Facebook and Twitter. In measuring the three types of sports motives, the authors used a sports fan motivation scale. While also assessing relationship quality, the authors used the sport consumer-team relationship scale. Additionally, the survey also included five demographics questions that included name, age, length of being a fan, the frequency of a game attendance, and the frequency of game viewing through media. 
Discussion: In conclusion, the major findings of this research are how sport organizations sustain their bond with fans from a sport consumer viewpoint. This study can be used to not only predict relationship quality but also the intention of fans to consume sports products. The goal of this study, which was met, was to provide information for professional sports markets so that they can help grow their own franchise that might be struggling with sales or attendance. Management can then use this survey to understand the motives of their fans which would allow for a better relationship between the professional team and its fanbase. The main takeaway of this study was the confirmation that relationship quality partly brought together the link between emotional motives and behavioral intention which then enables sports consumption intention. Furthermore, an additional finding of this research showed how sports organization sustain their bond with fans by implementing strategies that promote emotional stimuli and motivation. Also, sports that offer recreational options help sports markets become widely available and create opportunities for fans to become more involved with the sport which in return will benefit them in the long run.  

Evaluation
	I chose this article because this is something that I would like to become involved with in my future. I find it fascinating of not only how much goes into becoming a successful franchise but how much goes into keeping it that way. My major takeaway was the need for social media. It makes marketing a lot easier when promoting team merchandise and tickets. Social media has allowed sports marketers to reach a wide variety of people that live in the United States and around the world. It also makes it easier to connect to fans on a deeper level with likening tweets and reposting fans on media posing with their team gear. This will then show that the team is all about the wellbeing and happiness of their fans. Lastly, this research is important not just important to me but also important to media and sports in general. It gives a guideline to what goes into the success of an organization that is both new and old. Consumer consumption is important to the organization because it should make or break the relationship and intentions of consumers. 
