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ABSTRACT
The way that people used to follow sports only through gossip, newspapers, etc., has been changed to a myriad of channels. Thus, understanding the edge technology impact toward sports will be the focus of current study. Accordingly, the purpose of the present study was to investigate the relationship between the use of edge technology and the total amount of time spent on acquiring sports information. The results shown that no significant difference was found in the total amount of time spent on receiving sports information between edge technology users and non-edge technology users. Thus, if sports broadcasters attempt to explore the reasons why their audiences choose their program, it is possible for them to exclude the luxury effect. 
INTRODUCTION
“Welcome to the new generation of radio.” The slogan exhibited on XM radio.com points out the growth of sophisticated technology has extended the options of sports media significantly. Nowadays, when people use 3G mobile phones to watch a sports channel, it would be enjoyable to have the combination of splendid content, spectacular sound, and vivid actions. Moreover, it would be more pleasant to listen to the satellite radio which is audible everywhere in America when people desire to follow a specific channel. It also has been reported that the amount of sport radio audiences have an increasing tendency. Obviously, developed technologies of our time have changed the way people consume sports information. However, limited studies have been conducted to investigate the relationship between the increasing of edge technology users and the raising of sports channel listeners. Thus, understanding the edge technology impact toward sports will be the focus of current study. Accordingly, the purpose of the present study was to investigate the relationship between the use of edge technology and the total amount of time spent on acquiring sports information.
METHOD
The target population of this study is a public western United States university’s students who are on campus during the summer, including both graduate and undergraduate students. There are 102 subjects in this study. The primary variables in the present study are the numbers of hours per week subjects acquire sports information by utilizing the media of interest. Additionally, the variable regarding fan identity was included. Lastly, the demographic variables were also collected. In addition, the questionnaire used in this study includes three major parts: media behavior (the number of hours per week on average subjects spent on the media of interest), fan identity, and demographics. 
RESULTS
Description of Sample

The subjects ranged in age from 18 to 51 (M=23.41, SD=5.16). Among all subjects, 57.8% were male, 13.7% were student athletes, and 60.8% have annual household income less than 25,000. For subjects’ education, 2.0% were freshmen, 4.9% were sophomores, 27.5% were juniors, 44.1% were seniors, and 21.6% were graduate-level students, 13.7% of subjects were student athletes, subjects whose annual household income less than 25,000 were 60.8%. In terms of the choice of multimedia that is used to receive sports information, television was checked by 89.2% of subjects. Print media was checked by 61.76% of subjects, 3G was checked by 14.71% of subjects, and Sirius satellite radio was checked by 8.82% of subjects. 
Reliability and Validity
The internal consistency reliability for the sports fan identity scale was very good (Cronbach’s Alpha = 0.94). The results of Factor Analysis were also good. Five items regarding fan identity turned out to be single one factor. Furthermore, this factor was able to explain 81.75% of variance.

Data Analysis for Research Questions
No significant difference was found in the total amount of time spent on receiving sports information between edge technology users and non-edge technology users (t(100)=0.96, p=0.34). Moreover, no significant differences were found in the total amount of time spent on receiving sports information based on demographic variables. However, there was a significant positive relationship (r=0.26, p<0.05) between the total amount of time spent on receiving sports information and fan identity.
CONCLUSION AND DISCUSSION
The finding of this study shown that no significant differences were found in the total amount of time spent on receiving sports information between edge technology users and non-edge technology users. Therefore, if sports broadcasters attempt to understand the reasons why their audiences choose their program, it is possible for them to exclude the luxury effect. That is, the possession of edge technology does not have a relationship with the total amount of time spent on receiving sports information. More specifically, besides luxury effect, they could take the content of their program, or their hosts’ eloquent colloquialism as the factors of interest that could attract the audiences to select their channel. However, due to the inherent limitations by using a small convenience sample, if researchers wished to use these data to make generalizations, they should pay more attention. There are several limitations of this study. First, this current study was conducted during summer term. Thus, some students have no chance to be selected to be the sample, meaning that the representativeness could be an issue. Second, the target population of the current study is the public western college students. Therefore, it could result in the generalization issue if a profit-seeking company attempts to generalize to all university/college students. 
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