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ABSTRACT 
 

People have attitudes and opinions about most activities in society 
but few events stimulate their raw emotions as much as competitive sport. 
Because sport is regularly viewed as a microcosm of society, it provides 
an excellent forum for examining attitudinal and behavioral differences 
between various groups of people. Although attitudes toward the field of 
psychology and one‘s openness to seeking assistance have frequently 
been examined in various contexts, less information is available regarding 
participants‘ openness to seeking psychological assistance in sport 
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settings. Therefore, the aim of this chapter is to examine sport 
participants‘ attitudes toward seeking psychological assistance by 
reviewing research on the attitudes of athletes, coaches, and other  
athletic staff personnel. In addition, the chapter provides a proposed 
multidimensional model for sport psychology service provision, which 
illustrates how key factors such as personal characteristics of the parties 
involved (e.g., sport psychology practitioners, athletes, coaches, athletic 
administrators) and the situation (type of sport, competition level, etc.) 
influence sport participants‘ receptivity to using sport psychology and 

seeking assistance. The model also addresses the potential influences of 
attitudinal variables, such as stigma tolerance, confidence in sport 
psychology, personal openness, and cultural preference, on participants‘ 

satisfaction with services. Finally, the chapter concludes with suggestions 
and implications for sport participants, sport psychology practitioners, 
and future research.  
 
 

INTRODUCTION 
 
Few would argue that sport-related activities exert some influence in most 

societies and command a great deal of attention in many people‘s lives  
(Kane, 1988). Sports are complex, representing different things to different 
people. Various factors such as age, gender, race/ethnicity, and social class can 
influence sport participation and the attitudes and perceptions of those 
involved. The dominant sports in most societies typically emphasize strength, 
power, speed, competition, and competitive outcomes and are based largely on 
the values and experiences of men who view military conquest, political 
control, and economic expansion as important (Coakley, 2009). In some sense, 
competitive sport is but a reflection of life, where individuals viewed as 
physically tough are often believed to be mentally tough as well. Although 
mental toughness is considered by most athletes and coaches to be highly 
important for performance success (e.g., Gould, Medbery, Damarjian, and 
Lauer, 1999; Kimiecik and Gould, 1987; Partington and Orlick, 1987; Scully 
and Hume, 1995; Sullivan and Hodge, 1991; Wrisberg, Loberg, Simpson, 
Withycombe, and Reed, 2010; Zakrajsek, Martin, and Zizzi, 2011; Zakrajsek 
and Zizzi, 2007), reports suggest that some athletes and coaches may be 
hesitant about seeking professional assistance (e.g., Anderson, Hodge, 
Lavallee, and Martin, 2004; Martin, 2005; Martin, Kellmann, Lavallee, and 
Page, 2002; Martin, Lavallee, Kellmann, and Page, 2004; Martin, Wrisberg, 
Beitel, and Lounsbury, 1997; Wrisberg et al., 2010; Wrisberg, Simpson, 
Loberg, Withycombe, and Reed, 2009; Zakrajsek et al., 2011; Zakrajsek and 
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Zizzi, 2007; Zakrajsek and Zizzi, 2008). Recent research suggests that sport 
psychology service usage rates among collegiate level coaches and athletes are 
relatively higher (e.g., between 20% and 30%; Wrisberg et al., 2010; Wrisberg 
et al., 2009; Zakrajsek and Zizzi, 2007) than those at the club or interscholastic 
level (e.g., 3%; Zakrajsek et al., 2011; Zakrajsek and Zizzi, 2008). Under-
standing potential sport participants‘ attitudes toward sport psychology and the 

use of services can help practicing consultants determine which strategies and 
mental skills might be attractive to various groups and identify some ways of 
establishing initial rapport. Therefore, the purpose of this chapter is to examine 
sport participants‘ perceptions of and attitudes toward sport psychology and 
openness to seeking psychological assistance by reviewing recent research 
with athletes, coaches, and sport administrators. In addition, a multi-
dimensional model for sport psychology provision is proposed that highlights 
factors impacting sport participants‘ likelihood of using the services of a 

consultant. These include the personal characteristics (e.g., gender, 
mannerisms) of the parties involved, situational characteristics (e.g., type of 
sport, competition level), and participants‘ attitudes toward and expectations 

of sport psychology, which could influence their receptivity to seeking 
assistance and using services. Furthermore, the possible influences of 
attitudinal variables, such as stigma tolerance, confidence in sport psychology, 
personal openness, and cultural preference, on the satisfaction of those  
using sport psychology services are examined. The chapter concludes with 
suggestions and implications for sport participants, sport psychology 
practitioners, and future research. 

 
 

PAST RESEARCH 
 
Counselors and, more recently, sport psychology practitioners have been 

interested in a variety of factors that influence sport participants‘ attitudes and 
use of services. These factors include the: (a) characteristics of the person 
seeking assistance, (b) nature of the request, (c) personal and professional 
characteristics of the consultant (e.g., expertise, attractiveness, and 
trustworthiness), (d) techniques used, and (e) quality of the consulting 
relationship (see Martin et al., 2001; Sexton and Whiston, 1994). Initially, 
much of the information on sport psychology attitudes and expectations 
stemmed from the counseling psychology literature (e.g., Fischer and Turner, 
1970; Strong, 1968) or the perceptions of consultants working with elite 
athletes (e.g., Gordon, 1990; Halliwell, 1990; Ravizza, 1988). Early research 
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on people‘s attitudes toward sport psychology employed fictitious accounts of 

athletes receiving mental skills training (Linder, Brewer, Van Raalte, and 
DeLange, 1991; Linder, Pillow, Reno, 1989; Van Raalte, Brewer, Brewer, and 
Linder, 1992; Van Raalte, Brewer, Linder, and DeLange, 1990) or examined 
the perceptions of athletes who had been exposed to a supervised mental skills 
training program (Fenker and Lambiotte, 1987; Gould, Murphy, Tammen, and 
May, 1991; Gould, Petlichkoff, Hodge, and Simons, 1990; Gould, Tammen, 
Murphy, and May, 1989; Grove and Hanrahan, 1988; Hellstedt, 1987; Orlick 
and Partington, 1987; Partington and Orlick, 1987; Van Raalte et al., 1992). 
Subsequent studies explored possible gender and cultural differences 
associated with seeking sport psychology assistance (Martin and Boone, 1996; 
Martin et al., 1997; Wrisberg and Martin, 1994; Yambor and Connelly, 1991). 
More recent research has also addressed the attitudes and openness to sport 
psychology of coaches and other athletic staff personal (e.g., Wilson, Gilbert, 
Gilbert, and Sailor, 2009; Zakrajsek et al., 2011; Zakrajsek and Zizzi, 2007). 
The following sections contain a more detailed discussion of these three 
primary lines of research (i.e., with athletes, coaches, and athletic adminis-
trators and staff).  

 
 

Athletes 
 
During the past 30 years, various methodological approaches have been 

used to examine athletes‘ attitudes toward and expectations about sport 
psychology. One commonly used survey instrument is the Sport Psychology 
Attitudes – Revised form (SPA-R; Martin et al., 2002), which represents a 
modification and extension of several other questionnaires (i.e., Fischer and 
Turner, 1970; Martin et al., 1997; Wrisberg and Martin, 1994). The SPA-R, 
which has been shown to be a robust and stable measure across many ethnic, 
racial, and nationality groups, consists of four factors associated with athletes‘ 

attitudes toward sport psychology: stigma tolerance (i.e., the belief that 
athletes are negatively labeled if they seek assistance from a consultant), 
confidence in sport psychology consultation (i.e., the belief that consultation 
and mental training is useful), personal openness (i.e., the willingness to  
try consultation and mental training), and cultural preference (i.e., the 
identification with one‘s own cultural background and preference for working 
with a consultant with a similar background). Findings from studies employing 
the SPA-R indicate that a number of personal (e.g., gender, cultural 
background, previous experience with sport psychology consulting) and sport 
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specific (e.g., type of sport, competitive level) characteristics can influence 
athletes‘ attitudes, expectations, and receptivity toward sport psychology. Two 

of the most consistent findings are that female athletes and athletes with 
previous mental skills training experience are more receptive to services than 
are male athletes and athletes with no previous experience. More specifically, 
females have been found to be more willing to work with a sport psychology 
consultant, less likely to stigmatize services, and are more confident in the 
usefulness of consulting compared to males (Anderson, Hodge et al., 2004; 
Hamberger and Iso-Ahola, 2006; Martin, 2005; Martin et al., 1997, 2002, 
2004). Other recent studies employing different methods have produced 
similar results (Maniar, Curry, Sommers-Flannagan, and Walsh, 2001; 
Wrisberg et al., 2009). Gender differences have also been found in research on 
athletes‘ expectations, with females showing a greater commitment (e.g., 
higher levels of self-responsibility, openness, and motivation) to the sport 
psychology consulting process than males (Martin et al., 2001). 

As might be expected, athletes with previous exposure to sport 
psychology services tend to be more willing to work with a consultant, more 
confident in the usefulness of mental skills training, and less likely to 
stigmatize services compared to athletes with no prior consulting experience 
(Anderson, Hodge et al., 2004; Lubker, Visek, Geer, and Watson, 2008; 
Martin, 2005; Wrisberg et al., 2009). However, the quality of previous 
consulting experience also appears to be a critical factor influencing athletes‘ 

ongoing interest in sport psychology activities (Wrisberg et al., 2009). That is, 
athletes who have had positive previous experiences are significantly more 
likely to continue using the services than athletes who have had negative ones. 

Type of sport may also be an influential factor in athletes‘ receptivity to 

sport psychology. For example, Martin (2005) found that athletes competing in 
physical contact sports, particularly American football and wrestling, 
stigmatized sport psychology services more than did athletes competing in 
physical non-contact sports (e.g., golf, tennis). However, a possible mediating 
variable in this research is the relative degree of masculinity socialization of 
athletes in the two types of sports. For example, the ‗macho‘ dimension of 
sport participation, especially in the sport of American football where 
combative and aggressive behavior is valued, may reinforce athletes‘ 

acceptance of pain and the perception that self-disclosure is a sign of weakness 
(Good and Wood, 1995; Martin et al., 1997; Yambor and Connelly, 1991). 
Support for this notion has come from a recent study with college football 
players, which revealed that athletes experiencing greater gender role conflict 
and identifying more strongly with their athletic role possess a greater stigma 
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toward seeking help (Steinfeldt, Steinfeldt, England, and Speight, 2009). Thus, 
it is likely that masculinity socialization, participation in physical contact 
sports (e.g., American football), and a strong athletic identity may make some 
male athletes reticent toward using sport psychology services (Maniar et al., 
2001; Martin, 2005; Steinfeldt et al., 2009; Watson, 2005).  

Age and/or athletic maturity, competitive level, ethnicity, and nationality 
also appear to be potential factors influencing athletes‘ attitudes toward sport 
psychology services. Adolescent athletes (e.g., interscholastic level) report a 
greater stigma toward sport psychology consulting compared to adult athletes 
(e.g., collegiate level; Martin, 2005), which is one reason their usage rates may 
be lower than those of intercollegiate athletes. Racial/ethnic minority groups 
(e.g., Black and Hispanic) also appear to be less receptive to sport psychology 
services than White athletes. Past studies with collegiate athletes revealed that 
White athletes were more open to sport psychology consultation than Black 
athletes (Martin and Boone, 1996; Martin et al., 1997; Wrisberg and Martin, 
1994). One possible reason suggested for this difference was that Black 
athletes might view a White sport psychology consultant with a similar level 
of mistrust as they would a White coach (Anshel, 1990; Martin et al., 1997). 
However, some societal changes have likely occurred since that research was 
conducted (as demonstrated by the results of the 2008 presidential election in 
the United States), perhaps lowering the skepticism of people toward 
individuals of another race and/or cultural background. Some support for this 
possibility was suggested in a recent study in which no differences were found 
between the receptivity of White and racial minority collegiate athletes toward 
sport psychology services (Wrisberg et al., 2009). Other factors having the 
potential to influence athletes‘ attitudes toward sport psychology services are 
nationality and cultural mores. For example, New Zealand athletes appear to 
have more favorable attitudes toward sport psychology consulting compared to 
athletes from the United States, United Kingdom, Ireland, and Germany 
(Anderson, Hodge et al., 2004; Lavallee, Jennings, Anderson, and Martin, 
2005). Among the latter groups of athletes, those from Ireland reported the 
most negative attitudes (Lavallee et al., 2005). Research also suggests that 
athletes from the United States are more likely to stigmatize services, less 
willing to seek consultation, and less confident in consulting compared to 
athletes from the United Kingdom, Germany, and New Zealand (Anderson, 
Hodge, et al., 2004; Martin et al., 2004). Furthermore, compared to athletes 
from the United States, United Kingdom, and Germany, athletes from New 
Zealand identified most with their nationality and race/ethnicity and showed a 
greater preference for consultants possessing a similar cultural background 
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(Anderson, Hodge et al., 2004). The point here is that most athletes‘ attitudes 

and perceptions are at least partially a result of their general societal and 
cultural beliefs. 

 
 

Coaches 
 
Although athletes‘ attitudes toward sport psychology have been examined 

most frequently in the existing research, it could be argued that coaches‘ 

attitudes are even more important because of the influence coaches have on the 
decisions of athletes. In addition, coaches‘ attitudes and expectations could 

influence their willingness to regularly integrate sport psychology services and 
mental skills into their athletes‘ training. Research clearly shows that coaches 
hold a central position in the athletic environment and that the coach-athlete 
relationship is extremely powerful (Jowett, 2003; Jowett and Cockerill, 2003). 
Thus, it is reasonable to assume that coaches influence athletes‘ attitudes, 

expectations, and openness to using sport psychology consultants and services 
(Dieffenbach, Gould, and Moffett, 2002; Martin et al., 2001; Orlick and 
Partington, 1987).  

The existing research examining coaches‘ attitudes and expectations 
toward sport psychology consultation has employed methodological 
approaches similar to those used in studies with athletes. For example, the 
Sport Psychology Attitudes Revised Coaches – 2 (SPARC-2; see Zakrajsek et 
al., 2011; Zakrajsek and Zizzi, 2007, 2008) instrument is but an extension of 
the SPA-R and therefore allows researchers to study coaches‘ attitudes toward 

sport psychology consultation with respect to the same constructs contained in 
the SPA-R (i.e., stigma tolerance, confidence in consultation, personal 

openness, and cultural preference). Because most coaches have had previous 
experience as athletes, it should not be surprising that their views are in many 
ways similar to those obtained in research with athletes.  

The results of studies using the SPARC-2 indicate that previous 
experience is the most consistent factor influencing coaches‘ attitudes, 

expectations, and use of sport psychology services and skills.  
Specifically, coaches with more sport psychology knowledge and previous 

consulting or counseling experience are more confident and open to using 
services, less likely to stigmatize sport psychology, and have more realistic 
expectations about the consulting process compared to coaches with limited 
knowledge and no previous experience (Nelson, 2008; Zakrajsek and Zizzi, 
2007). 
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These findings are consistent with earlier survey research on coaches‘ 

perceptions of sport psychology (e.g., Partington and Orlick, 1987; Sullivan 
and Hodge, 1991) and more recent research using other survey procedures  
(Wrisberg et al., 2010). 

As with athletes, gender also appears to influence coaches‘ attitudes and 
receptivity to sport psychology. Recent research indicates that female coaches 
report more favorable attitudes toward having a sport psychology consultant 
available for their athletes and are less likely to stigmatize services compared 
to male coaches (Wrisberg et al., 2010; Zakrajsek and Zizzi, 2007). Type of 
sport also appears to be a factor influencing coaches‘ willingness to 

incorporate sport psychology.  
This is particularly the case for coaches of physical contact sports, such as 

American football, in certain areas of the United States (i.e., the South), where 
the socialization of males‘ masculinity attitudes and behaviors is emphasized 
(Foley, 2001; Martin, 2005; Zakrajsek et al., 2011).  

For example, comparative information with coaches in sports that are not 
male-dominated and masculine oriented (e.g., non-contact sports such as 
swimming and track/field) suggest that American high school football coaches 
possess a greater stigma toward, lower confidence in, and less openness to 
using sport psychology services than high school and club swimming coaches 
(Zakrajsek et al., 2011; Zakrajsek and Zizzi, 2007, 2008). Furthermore, 
compared to swimming coaches, American football coaches report a greater 
preference for working with a sport psychology consultant of a similar 
background to themselves or their athletes (Zakrajsek et al., 2011; Zakrajsek 
and Zizzi, 2007, 2008). Years of coaching experience, age, and education may 
also play an influential role in coaches‘ attitudes toward sport psychology 
consulting. To date, only one study (Zakrajsek et. al., 2011) has examined the 
possible influence of these antecedent factors on coaches‘ attitudes.  

The results indicated that coaches who were older, more educated (i.e., 
having earned a graduate degree), and had more years of coaching experience 
were more open to services, confident in consultation, and less likely to 
stigmatize sport psychology compared to coaches who were younger (20-29 
years of age), less experienced (six or less years), and had less education (i.e., 
high school diploma or bachelor‘s degree).  

This may be due to the likelihood that younger coaches are less 
experienced and secure in their jobs and therefore unaware of (or unwilling to 
admit) how little they know, particularly when it comes to skills and expertise 
outside their sport, such as sport psychology (Schempp, McCullick, and 
Mason, 2006).  
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Athletic Administrators and Staff 
 
Other personnel in the world of sports have the potential to influence 

athletes‘ and coaches‘ access to sport psychology services. For example, 
athletic directors (ADs), K-12 school superintendents, and college and 
university presidents (or chancellors) are in positions to either hire or influence 
the employment of athletic support staff, including sport psychology 
consultants (e.g., Wilson et al., 2009; Wrisberg, Withycombe, Simpson, 
Loberg, and Reed, in press). Although the available research is limited on 
these types of personnel, the existing evidence provides some insight into 
collegiate level ADs‘ and presidents‘ perceptions of sport psychology services. 

Both groups appear to have positive attitudes toward sport psychology but are 
reluctant to hire consultants as full-time support staff (Wilson et al., 2009; 
Wrisberg et al., in press). Moreover, the responses of ADs in several studies 
suggest possible misperceptions about what consultants do and contradictory 
attitudes about the value of their services (Voight and Callaghan, 2001; Wilson 
et al., 2009). On the one hand, ADs acknowledge the need for sport 
psychology services and are even confident that mental skills training would 
enhance athletes‘ performance yet some believe that athletes ought to be able 

to handle the mental and emotional challenges of sport and academics on their 
own (Wilson et al., 2009).  

Budget concerns and the perception that services are not a top priority or 
that services would not be supported by higher university administrators are 
other reasons ADs cite for not employing sport psychology consultants 
(Voight and Callaghan, 2001). One recent study revealed that some ADs place 
a higher value on other support services (e.g., athletic training, strength and 
conditioning) than on sport psychology services or believe that mental skills 
training is part of the coach‘s job (Wilson et al, 2009). 

Less clear are administrators‘ attitudes and perceptions of sport 
psychology based on previous experience with consultants (Pain and 
Harwood, 2004; Wilson et al., 2009; Wrisberg et al., in press). However, 
administrators‘ perceptions of sport psychology services appear to be 
generally higher if they have services currently available at their institution 
than if they do not (Wrisberg et al., in press). In addition, ADs who are aware 
that sport psychology consultants are working with athletic departments at 
other universities are more confident in and place a higher value on services 
compared to ADs who are unaware of what other schools are doing (Wilson et 
al., 2009). Therefore, awareness of the use of sport psychology consulting by 
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other universities may be an influential factor impacting collegiate ADs‘ 

attitudes and receptivity to sport psychology services.  
Openness to services may also be related to administrators‘ perceptions of 

the benefits of sport psychology. For example, the results of one recent study 
revealed that ADs who indicated a willingness to encourage the use of sport 
psychology services by their coaches and athletes also perceived those services 
to be more beneficial than did ADs who indicated they were unwilling to 
encourage service use (Wrisberg et al., in press). Perceptions of the need to 
hire sport psychology consultants at National Collegiate Athletic Association 
(NCAA) universities have also been found to differ among ADs at different 
competitive levels. In one study (Kornspan and Duve, 2006), the majority of 
ADs at NCAA Division I institutions perceived a need to hire a sport 
psychology consultant whereas those at the NCAA Division II and III levels 
generally perceived no such need. NCAA Division I schools are often seen as 
―pressure cookers‖ for athletes and coaches, especially those in the revenue 
generating sports of American football and basketball, which may be one of 
the reasons ADs at that level perceive a greater need for sport psychology 
assistance (Martin and Andersen, in press). 

Other athletic staff (e.g., sports medicine professionals such as athletic 
trainers, physical therapists, and physiotherapists) may also possess varying 
attitudes toward sport psychology consultants and their services. As the 
primary health care professional for injured athletes, athletic trainers have a 
unique relationship with athletes and often find themselves viewed as mentors 
or friends (Moulton, Molstad, and Turner, 1997). As a result some have argued 
that athletic trainers are in the best position to identify and address the 
psychological demands athletes face during the injury and rehabilitation 
process (Hamson-Utley, Martin, and Walters, 2008; Moulton et al., 1997; 
Wiese, Weiss, and Yukelson, 1991). Given the role athletic trainers possess in 
the athletic environment, their attitudes toward sport psychology might be 
expected to influence the attitudes and behaviors of athletes. The results of one 
study (Larson, Starkey, and Zaichkowsky, 1996) revealed that of 482 certified 
athletic trainers surveyed, 47% believed athletes were affected psychologically 
by their injuries and almost twice that percentage (90%) felt it was important 
to address athletes‘ psychological responses during rehabilitation. More recent 
research suggests that athletic trainers and physiotherapists use a variety of 
psychological techniques (e.g., keeping the athlete involved with the team, 
goal setting, encouraging positive self-talk, relaxation) in their work with 
injured athletes (Arvinen-Barrow, Penny, Hemmings, and Corr, 2010; Larson 
et al., 1996; Stiller-Ostrowski and Ostrowski, 2009). Although some sports 
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medicine professionals report being exposed to sport psychology (e.g., through 
a formal sport psychology course), the majority continue to express concern 
that their knowledge regarding the proper use of psychological skills is 
inadequate and report a need for additional training (Arvinen-Barrow et al., 
2010; Cramer Roh and Perna, 2000; Hamson-Utley et al., 2008; Moulton et 
al., 1997; Stiller-Ostrowski and Ostrowski, 2009). Taken together, the 
available research suggests that sports medicine professionals recognize the 
importance of psychological strategies and techniques in the treatment of 
injured athletes, yet many feel they do not have the knowledge or expertise to 
adequately meet athletes‘ needs. As a result, referral for injury-related 
counseling by such professionals is not uncommon (Larson et al., 1996; 
Moulton et al., 1997). Further research examining sports medicine 
professionals‘ attitudes toward sport psychology services and openness to 
working with a consultant in meeting the psychological needs of injured 
athletes would be beneficial. 

The previous sections highlighted the various attitudes and perceptions 
held by athletes, coaches, ADs, and athletic staff toward sport psychology 
skills and services. Understanding whether, when, and for what purposes 
athletes, coaches, and athletic administrators and staff are willing to utilize and 
integrate mental skills training provides insight into how sport psychology 
practitioners can nurture openness to and interest in the use of their services. 
The following section discusses the limitations of previous research and 
focuses on a proposed model intended to help sport psychology practitioners 
direct their attention to tailoring services and approaches to best meet the 
characteristics and needs of the participants and situation. 

 
 

MULTIDIMENSIONAL MODEL OF SPORT  

PSYCHOLOGY PROVISION 
 
While informative, the available research on sport participants‘ 

perceptions of and attitudes toward sport psychology and openness to using 
such services has primarily been descriptive in nature. As a result, discussion 
has typically centered on how attitudes and beliefs of athletes, coaches, and 
other athletic staff might influence their subsequent behaviors. Therefore, 
future research examining the potential connection between attitudes and 
subsequent behaviors of participants with respect to their use of sport 
psychology services or mental skills training is warranted. In an attempt to 
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facilitate such efforts as well as provide a conceptual framework for practicing 
consultants, Zakrajsek and Martin (2011) recently developed the Multi-
dimensional Model of Sport Psychology Service Provision (M2SP2) based on 
the available research (Figure 1). This model consists of the personal and 
situational factors that have been found to be related to participants‘ openness 

to and use of sport psychology services. The model encourages a scientist-
practitioner research approach that involves the identification and ongoing 
refinement of consultant characteristics and abilities of greatest interest to 
sport participants. It is also designed to increase the sensitivity of practitioners 
to personal and situational characteristics of the sport environment that can 
influence participants‘ openness to sport psychology services or represent 

potential barriers to their receptivity.  
The M2SP2 model includes antecedents (individual and situational 

characteristics) that presumably influence attitudes and beliefs, which in turn 
produce consequences, such as intentions to use sport psychology services (or 
not), behaviors reflective of the intentions, and where there is openness to 
services, satisfaction with the services provided. These consequences are then 
presumed to influence or modify subsequent attitudes and beliefs, which in 
turn influence future intentions and behaviors and so on, thus representing a 
cyclical and fluid relationship between consequences and attitudes and beliefs. 
In the following sections discussion is devoted to the various antecedents in 
the model, the ways in which these antecedents affect attitudes and beliefs, and 
the two-way relationship between attitudes and beliefs and subsequent 
consequences of sport psychology service use (e.g., intentions, behaviors, 
satisfaction). Supporting literature will include some of the previously 
discussed studies as well as other work that appears to be in line with the 
components and relationships postulated in the model.  

 
 

Antecedents 
 
Several researchers have focused on the antecedents that influence 

participants‘ attitudes and beliefs about sport psychology. These studies have 
provided insight into the situational and individual (e.g., coach, athlete, and 
consultant) characteristics that affect attitudes and beliefs about consultation 
and subsequent intentions, behaviors, and satisfaction with sport psychology 
services and skills. 

Situational characteristics such as type of sport (e.g., physical contact vs. 
non-physical contact; team vs. individual), level of competition (organizational 
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climate), and sport subculture can impact participants‘ attitudes, preferences, 
and receptivity to services. Therefore, it is important for consultants to 
consider these characteristics prior to offering services. For example, athletes 
involved in physical contact sports or any sport subculture that emphasizes 
masculinity socialization (e.g., American football, boxing, martial arts, rugby, 
soccer, and wrestling), might be expected to be apprehensive about seeking 
sport psychology assistance. Similarly, athletes participating at the lower 
levels of competition or are less mature would likely be less open to services. 
Interviews obtained in one study with interscholastic level athletes revealed 
that they were worried about what other people would think of them (e.g.,  
I would be considered ―crazy‖) if they worked with a sport psychology 

consultant (Blom, Hardy, Burke, and Joyner, 2003). Given this evidence, 
practitioners may want to approach athletes who are particularly apprehensive 
with phrases like ―mental toughness strategies‖ or ―performance enhancement 

tools‖ rather than ―psychological assistance‖ to stimulate initial interest and 

openness to mental skill development (Maniar et al., 2001).  
Another possible situational characteristic is the position or role an athlete 

plays (Martin, 2005). For example, some playing positions in sport may 
involve little or no physical contact, such as a placekicker in football, while 
others entail regular and intense contact (e.g., a defensive tackle). Depending 
on their respective position or role, athletes may view consulting differently 
and may be more or less willing to utilize services. There is also some 
evidence that preference for mental skills development may differ between 
athletes in team and individual sports (Wrisberg et al., 2009). Specifically, 
team sport athletes were found to be more willing to seek assistance in 
developing communication skills while individual sport athletes were more 
interested in assistance that would help them perform as well in competition as 
in practice. These findings suggest that practitioners might increase athletes‘ 
openness to services by introducing mental skills that are most relevant to their 
respective situation and sport (team vs. individual; physical contact vs. non-
physical contact; position; sprint vs. endurance). 

Some research suggests that even the location of a sport psychology 
consultant‘s office may influence sport participants‘ willingness to seek 
assistance (e.g., Martin, Petrie, Cogan, and Richardson, 1997). Practitioners 
employed at the collegiate level may work out of athletic departments, 
counseling centers, or other campus departments (e.g., student services, 
exercise science, psychology). Those located in counseling centers or 
psychology clinics are likely to be perceived as mental health professionals 
(e.g., counselors, clinical psychologists, psychotherapists) or ―shrinks,‖ which 
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can be a barrier to athletes‘ service use (Blom et al., 2003; Linder et al., 1991; 

Partington and Orlick, 1987; Ravizza, 1988; Van Raalte et al., 1990, 1992; 
Van Raalte, Brewer, Matheson, and Brewer, 1996). Conversely, sport 
psychology consultants or services housed within the athletic department send 
the message that the services are a valued and ―normal‖ aspect of competition 
preparation. Although convenience and visibility likely influence use, privacy 
and confidentiality may also be important to some considering sport 
psychology services. Thus, it is important for practitioners to be sensitive to 
the unique situational characteristics impacting the consulting process in order 
to create a consulting environment that is conducive to effective service 
provision. 

Consultant characteristics can also influence participants‘ attitudes 
toward sport psychology and openness to services. Personal and professional 
behaviors and characteristics of effective consultants that have been reported 
by athletes, coaches, and administrators in previous research include: 
personable, relatable, non-intrusive, easy for athletes to relate to, trustworthy, 
empathic, has professional skills, fits in with the team, flexible, exhibits 
confidence, draws on athlete strengths, develops self-reliance, has useful 
knowledge about sport psychology, and has practical sport specific knowledge 
(Anderson, Miles, Robinson, and Mahoney, 2004; Gentner, Fisher, and 
Wrisberg, 2004; Gould et al., 1991; Lubker et al., 2008; Martin et al., 2001; 
Orlick and Partington, 1987; Partington and Orlick, 1987; Steinfeldt, Foltz, 
Mungro, Speight, Wong, and Blumberg, 2011).  

Given the recognized importance of the practitioner-client relationship for 
consultation effectiveness (Andersen and Williams-Rice, 1996; Petitpas, 
Giges, and Danish, 1999; Sexton and Whiston, 1994; Sharp and Hodge, 2011) 
it is not surprising that strong interpersonal skills are essential for any aspiring 
sport psychology consultant (Anderson, Miles et al., 2004; Lubker et al., 2008; 
Martin et al., 2001; Orlick and Partington, 1987; Partington and Orlick, 1987). 
Interpersonal skills identified in previous research as important for building an 
effective collaborative relationship include: good communicator, good listener, 
easy to talk to, approachable, open to suggestion, trustworthy, and able to 
maintain confidentiality (Anderson, Miles et al., 2004; Lubker et al., 2008; 
Orlick and Partington, 1987; Partington and Orlick, 1987)). In addition to 
positive interpersonal skills, both athletes and sport psychology consultants 
have identified professional status (e.g., well-trained in sport performance 
enhancement), athletic background (e.g., previous experience with the sport 
they are working with, background as a competitive athlete), sport culture 
(e.g., ability to fit into sport environment), and physical characteristics (e.g., 
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physically fit, athletically dressed) of consultants to be important for service 
provision (Lubker et al., 2008).  

The results of one study revealed that NCAA Division I athletes had more 
positive perceptions and were more willing to seek services from sport 
psychology consultants that were physically fit and wore athletic clothing 
(e.g., clothing similar to their coach) than from those that were unfit and did 
not dress for the athletic environment (Lubker, Watson, Visek, and Geer, 
2005). Although physical characteristics may not be the most important factor 
influencing athletes‘ perceptions, first impressions can have an impact; hence 
it would appear worthwhile for consultants to ―look the part.‖  

Professional title appears to be another factor consultants need to consider 
when initially contacting sport participants. As stated previously, athletes as 
well as the general public tend to associate the term ―sport psychology‖ with 

mental health counseling (e.g., counseling psychology, clinical psychology, 
psychotherapy; Linder et al., 1991; Van Raalte et al., 1990, 1992, 1996). One 
possible reason suggested for this bias is the relatively greater emphasis on the 
term ―psychology‖ in sport psychology (Van Raalte et al., 1990). Regardless 

of the reason, athletes who typically view themselves and other athletes as 
strong and adaptable may worry that others will see them as weak if they 
consult a sport psychologist. Therefore, in order to diminish the possibility of 
such a stigma it may be useful for consultants to use a title that doesn't include 
the words ―psychology‖ or ―psychologist,‖ such as ―performance enhancement 

consultant‖ (Maniar et al., 2001; Martin, 2005). 
In addition, by reframing their services as ―performance enhancement‖ 

rather than ―personal counseling,‖ consultants may increase participants‘ 

initial openness and receptivity to their services. Another consultant 
characteristic to possibly consider isprofessional philosophy, which likely 
stems from the consultant‘s education and training. Consultants with 
performance and educational psychology training may initially focus on 
performance issues as compared to those with a clinical or medical psychology 
background who may initially focus on personal or clinical issues (Aoyagi and 
Portenga, 2010). It has been reported that collegiate athletes and coaches are 
initially more receptive to services that promote performance enhancement 
than to those that address personal issues (Wrisberg et al., 2009, 2010). 
Although it appears that practitioners who use a consulting model that initially 
targets improved performance are likely to be perceived more favorably by 
sport participants than those who at the outset operate from a model that 
emphasizes therapeutic intervention, this may be based on the needs of the 
sport participants involved.  
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Athlete or performer characteristics, such as age, gender, race/ethnicity, 
maturity, personal commitment, and past experience with sport psychology 
can also influence athletes‘ attitudes toward and beliefs about service use. An 
awareness of the potential impact of these antecedents can help practitioners 
deal with the potential barriers to developing a productive and meaningful 
athlete-consultant relationship. As noted previously, male athletes or athletes 
with little to no previous consulting experience might be expected to be less 
receptive to consulting than would female athletes or athletes with previous 
experience, particularly if the experience was positive (Anderson, Hodge et al., 
2004; Martin, 2005; Martin et al., 1997, 2002, 2004; Wrisberg et al., 2009). 
Sport psychology professionals have highlighted the value of informal 
interactions with athletes and teams for the purpose of building trust and 
facilitating a better working relationship (Fifer, Henschen, Gould, and 
Ravizza, 2008; McCann, 2000; Sharp and Hodge, 2011). Such interactions 
would be particularly helpful if consultants are interested in making headway 
with athletes who are hesitant to using their services or that have little or no 
experience with sport psychology. By meeting with athletes in an informal 
setting, consultants would send the message that they are interested in getting 
to know them as people. Such encounters might also afford consultants the 
opportunity to dispel some of the myths attached to the field of sport 
psychology and their services (e.g., sport psychology is only for weak 
athletes), educate athletes about the consulting process and potential benefits 
of mental skill development, and help athletes see the services as a natural part 
of their competition preparation. Just as importantly, consultants could use 
such interactions to communicate respect for the athlete‘s worldview, which in 
turn might make the athlete more open to the services.  

Coach, leader, or instructor characteristics such as age, gender, 
race/ethnicity, cultural background, education, coaching experience, style of 
coaching, and previous experience with sport psychology represent additional 
antecedents that can influence attitudes, expectations, values, and beliefs about 
mental skills and service use. Overall, the available research suggests that age, 
gender, experience coaching, and previous knowledge of, or experience with 
sport psychology are the most consistent factors influencing coaches‘ attitudes 

toward services (Nelson, 2008; Partington and Orlick, 1987; Sullivan and 
Hodge, 1991; Wrisberg et al., 2010; Zakrajsek et al., 2011; Zakrajsek and 
Zizzi, 2007). Therefore, practitioners should consider approaching younger 
coaches, those with less coaching experience, male coaches, and those with 
limited sport psychology knowledge or previous experience in more measured 
ways. For example, a consultant might convey an interest in learning more 
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about the coach‘s program, philosophy, style of coaching, and experience prior 

to opening a discussion of available services. By demonstrating that they are 
interested in understanding the coach‘s system and coach‘s preferences for 

service provision, consultants are more likely to enhance the prospects of 
developing trust with the coach and gaining entry with the coach‘s team.  

Significant other (athletic director, athletic trainer, parents, etc.) 
characteristics may also play an important role in athletes‘ and coaches‘ 

decisions to utilize sport psychology services and seek assistance. As 
mentioned previously, the available research with ADs suggests that their 
attitudes are influenced by perceptions of the value of sport psychology 
services, access to services, and money available for hiring a sport psychology 
consultant (Voight and Callaghan, 2001; Wilson et al., 2009; Wrisberg et al., 
in press). Thus, some sport psychology practitioners at the collegiate level may 
need to open communication with their ADs in order to point out some of the 
potential benefits of mental skills training for student-athletes, such as the 
development of self-reliance, coping strategies, and an improved capability of 
dealing with the challenges, adversity, and pressures of sport and everyday 
life. The available evidence also suggests that consultants might highlight the 
services offered by other collegiate athletic programs in order to increase their 
own AD‘s perception of the value of sport psychology. Understanding the 
various characteristics of other persons who can have an impact on the lives of 
athletes and coaches will help practitioners interact with those individuals 
more effectively and perhaps nurture positive attitudes and beliefs that lead to 
an increase in their athletes‘ and coaches‘ openness or accessibility to services. 

 
 

Attitudes and Beliefs 
 
The M2SP2 model also includes several categories of attitudes and beliefs 

that can influence sport participants‘ intentions, behaviors, and satisfaction 
with consultants and their services (Figure 1). These include attitudes toward 
sport psychology (stigma tolerance, confidence in consulting, personal 
openness, and cultural preference), expectations, subjective norms, and 
perceived behavioral control. Participants who have positive attitudes and 
expectations about sport psychology, believe they have the support of 
significant others (i.e., positive subjective norms), and perceive they have 
control of their own decisions to initiate and regularly use sport psychology 
services are more likely to be receptive to services, committed to the process 
of mental skill development, and satisfied with the outcomes they achieve 
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compared to those not possessing those beliefs (Anderson, Hodge, et al., 2004; 
Zakrajsek et al., 2011; Zakrajsek and Zizzi, 2007, 2008). Thus, in order to 
promote the growth of applied sport psychology as a profession it is important 
for consultants to identify the strength of sport participants‘ (e.g., athletes, 
coaches, significant others) attitudes and beliefs, which in turn impact their 
intentions to use sport psychology services, engage in productive skill 
development behaviors, and experience satisfaction.  

 

 

Figure 1. Multidimensional Model of Sport Psychology Service Provision. Adapted 
from Zakrajsek and Martin (2011). 

Attitudinal variables such as stigma tolerance, confidence in consulting, 
personal openness, and cultural preference have been identified as factors 
related to participants‘ willingness to seek sport psychology assistance 
(Anderson, Hodge, et al., 2004; Zakrajsek et al., 2011; Zakrajsek and Zizzi, 
2007). Of these, confidence in consulting has consistently been shown to be 
the strongest predictor of athletes‘ and coaches‘ intentions to use services 
(Anderson, Hodge et al., 2004; Zakrajsek et al., 2011; Zakrajsek and Zizzi, 
2007). That is, athletes and coaches who believe sport psychology consulting 
is useful and can lead to positive outcomes have higher intentions to use 
services than those who do not.  

Expectations about the consulting process also appear to influence 
participants‘ intentions to use sport psychology services (Martin et al., 2001; 
Zakrajsek and Zizzi, 2007), particularly when their expectations of consulting 
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are more realistic. Initially, coaches and athletes may not hold accurate 
expectations regarding the consultation process or may expect the consultant 
to be able to quickly fix problems (Kremer and Marchant, 2002; Martin et al., 
2001; Pain and Harwood, 2004; Zakrajsek and Zizzi, 2007). Practitioners 
should also consider the possible impact of gender, type of sport, and 
competitive level on participants‘ expectations of and commitment to the 

consultation process. For example, athletes with no prior consulting 
experience have been shown to possess unrealistic expectations, in part due to 
their gender, compared to those with previous experience (Martin et al., 2001). 
Regarding gender, female athletes tend to be more personally committed to the 
consulting process than males who tend to believe the consultant will take 
immediate and concrete actions to solve their problems. Regardless of 
participants‘ initial expectations, it is important for practitioners to clarify the 
process and provide sufficient information about their services and work prior 
to initiating consultation. Areas in need of clarification might include 
confidentiality issues, communication patterns, and the respective roles of both 
parties. By creating more realistic expectations, decreasing frustration, and 
improving trust and rapport, consultants will likely increase athletes‘ openness 
to and satisfaction with service use. Moreover, if participants have a better 
understanding of what occurs during sport psychology consultation, they may 
be more inclined to continue their use of the services and encourage others to 
give them a try as well.  

Sport participants‘ subjective norms are also important to consider when 
introducing sport psychology services. For example, while athletes may 
understand the process and believe that engaging in mental skills training 
could lead to favorable outcomes, they may not seek services if they believe 
their coaches would disapprove and/or consider them to be weak if they do 
(Martin et al., 1997). In such cases, athletes‘ beliefs about the normative 

expectations of coaches and the value they place on receiving the coach‘s 

approval (subjective norm) could outweigh the athlete‘s own attitudes and 
expectations toward consulting and diminish openness to using services. Since 
the available research suggests that athletes‘ decisions to use services are 

influenced by coaches, parents, and other significant people (e.g., Anderson, 
Hodge et al., 2004), consultants might attempt to solicit the encouragement of 
such individuals in order to enhance the prospects of athletes‘ willingness to 
seek assistance (Blom et al., 2003). Anything practitioners can do to create a 
supportive environment for introducing their services would be expected to 
increase participants‘ openness and the prospects of effective service delivery. 
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Perceived behavioral control is also an important factor influencing 
participants‘ use of sport psychology services (Anderson, Hodge et al., 2004; 
Zakrajsek and Zizzi, 2008). Aspects of the sport environment that represent 
potential barriers to perceived behavioral control and service use include time 
constraints, lack of funding, and access to sport psychology consultants (Gould 
et al., 1999; Haslam, 2004; Kornspan and Duve, 2006; Kremer and Marchant, 
2002; Pain and Harwood, 2004; Voight and Callaghan, 2001; Wrisberg et al., 
in press; Zakrajsek and Zizzi, 2008).  

An understanding of such barriers should help consultants realize there 
will be times when athletes‘ or coaches‘ confidence in sport psychology does 
not translate into actual service use. In a recent study (Zakrajsek and Zizzi, 
2008) interscholastic and club level swimming coaches‘ intentions to utilize 

services were found to be low even though the coaches reported favorable 
attitudes toward sport psychology consultation and implied they had 
supportive subjective norms. However, coaches also reported the belief that 
they had little volitional control over access to and use of services. Athletes 
have also been found to be influenced by perceived behavioral control 
(Anderson, Hodge et al., 2004). These findings suggest that it is important for 
consultants to consider participants‘ confidence in their ability to overcome 

barriers and achieve access to services when evaluating their expressed 
intentions to use services and their subsequent behaviors. 

 
 

Consequences 
 
The theoretical foundation of the M2SP2 model is rooted in attitude and 

behavior change theories, such as the theory of reasoned action (TRA; Ajzen 
and Fishbein, 1980) and the theory of planned behavior (TPB; Ajzen, 2002), 
as well as the transtheoretical model (TTM; Prochaska and DiClemente, 1983) 
of behavior change. The TRA and TPB suggest that behavioral beliefs, 
normative beliefs, and control beliefs influence the formation of people‘s 

behavioral intentions (Ajzen, 2002) and the TTM views the adoption of a 
particular behavior as a process of predictable stages in which more subtle 
changes (e.g., changes in attitudes and shifts in the perceived pros and cons of 
the behavior) occur before more obvious ones, including the actual behavior 
(Prochaska and DiClemente, 1983). As a general rule, the more favorable the 
sport psychology attitudes, expectations, and subjective norms, and stronger 
the perceptions of behavioral control, the stronger should be prospective 
participants‘ intentions and readiness to use services. Understanding 
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participants‘ intentions to use mental skills training and sport psychology 
services is, however, only the beginning. Determining how these intentions 
lead to service use behaviors and skill learning as well as to increased 
satisfaction with the services provided is also essential. Put simply, it is 
important to remember that consequences always consist of the intentions, 
behaviors, and satisfaction of participants regarding mental skills training and 
sport psychology services. 

Intentions provide a means of understanding overt behavior (Greaser, 
1992), both as determinants and predictors of the behavior (Ajzen and 
Fishbein, 1980). Moreover, intentions and readiness to use sport psychology 
services have been found to lead to behavioral action. For example, using the 
TTM as a conceptual framework, Leffingwell, Rider, and Williams (2001) 
found that athletes in the later stages of readiness (i.e., action stage) were most 
likely to initiate individual sport psychology consultation than those in the 
earlier stages. Other research with elite rugby athletes (Keeler and Watson, 
2011) revealed that 54.6% of those who initiated sport psychology 
consultation were in the action or maintenance stages of readiness compared to 
45.5% who were in the contemplation stage (e.g., thinking about using sport 
psychology services). Because of the connection between intentions/readiness 
and behaviors, some researchers have examined the impact of workshops on 
athletes‘ attitudes and intentions (or readiness) to engage in sport psychology 
consulting. 

Zizzi and Perna (2003) found that a 45-minute workshop addressing 
general perceptions about sport psychology and mental skills training resulted 
in improved perceptions of the benefits of using services, decreases in 
perceived barriers, and an increase in the number of high school and college 
athletes who said they were thinking about using services. Therefore, it 
appears that by addressing general attitudes and beliefs (e.g., negative 
perceptions associated with sport psychology) with athletes, consultants can 
not only effect positive shifts in cognitions and attitudes toward services but 
also enhance athletes‘ readiness to consider mental skills training.  

Behaviors directed toward learning about and using mental skills also 
appear to increase the possibility that sport participants will begin using sport 
psychology. In one recent study (Zakrajsek and Zizzi, 2008) the effects of a 
sport psychology workshop tailored to coaches revealed positive changes in 
attitudes, intentions, and subsequent behaviors both immediately and one 
month following the workshop. More specifically, coaches‘ openness to sport 
psychology, perceived behavioral control regarding their ability to access 
services, and self-efficacy in contacting a consultant were found to increase 
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while their perceptions of barriers toward service use decreased. In addition, 
13% of the coaches reported positive cognitive shifts in readiness, from not 
thinking about using services to thinking about using services, immediately 
after the workshop.  

One month later, 40% of the coaches indicated they had accessed a 
website providing more details about various sport psychology topics, 18.9% 
reported seeking out more information about sport psychology, and 9.4% had 
contacted a consultant or referred an athlete for services. However, coaches‘ 

perceptions of behavioral control remained low directly following the 
workshop as well as one month later. Thus, it appears that some coaches‘ 

perceptions of volitional control or of ease of access to services may outweigh 
their expressions of positive attitudes toward sport psychology and the use of 
services.  

Sport psychology workshops have also been shown to affect the attitudes 
of significant others who may be in a position to influence athletes‘ openness 
to services. In a recent study (Clement and Shannon, 2009) the impact of a 75-
min sport psychology workshop on athletic training students‘ attitudes and 

behaviors was assessed.  
Six weeks following the workshop significant increases were found in 

several of the participants‘ behaviors, including speaking to athletes about 
sport psychology, seeking out additional information about sport psychology, 
speaking with a sport psychology consultant about an athlete, and applying 
sport psychology techniques during rehabilitation sessions with injured 
athletes. These results suggest that providing information about sport 
psychology to various individuals having a connection to sport participants 
might also lead to an increase in their openness to services. 

Satisfaction with the mental skills learning process would appear to be 
essential to the future use of sport psychology by sport participants. In addition 
to the positive impact sport psychology might have on athletes‘ performance is 

the potential benefit of mental skills on various aspects of athletes‘ lives, such 

as improved focus (Orlick and Partington, 1988), emotional control (Lazarus, 
2000), confidence (Myers, Wolfe, and Feltz, 2004), communication with 
others (Sullivan, 1993), injury rehabilitation and recovery (Johnson, 2000; 
Wiese and Weiss, 1987), and career transition (Lavallee and Anderson, 2000). 
However, the available evidence also suggests that athletes (Wrisberg et. al., 
2009) and coaches (Wrisberg et. al., 2010) who have had positive sport 
psychology experiences are more satisfied and likely to continue using the 
services than are sport participants who have had negative experiences.  
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Therefore, consultants who do good work and build positive relationships 
with sport participants will not only enhance their own prospects of providing 
future services but also contribute to the development of positive perceptions 
about the field of sport psychology so essential to its future.  

The M2SP2 model was specifically designed to help practitioners 
understand who they are working with (or plan to work with). In addition, the 
model is designed to shed light on how to influence sport participants‘ 

attitudes in positive ways, interact effectively with them, encourage their use 
of psychological skills and services, and ultimately contribute to their 
improvements in performance, quality of life, and satisfaction with sport 
psychology consulting and services. Furthermore, the model may be useful for 
scrutinizing previous sport psychology research, which could lead to future 
innovative inquiries.  

 
 

CONCLUSION 
 
Based on the past research and M2SP2 model presented in this chapter the 

following suggestions and implications are offered for sport psychology 
consultants, sport participants, and future research. Generally speaking, sport 
psychology consultants should: 

 
 Understand the various differences between sport subcultures (e.g., 

rugby vs. golf), competition levels (e.g., youth vs. collegiate), and 
mores of geographical regions (e.g., country or location within a state 
or country) when offering their services.  

 Recognize that people communicate differently and that various 
factors can influence the development of rapport with athletes and 
coaches.  

 Realize that one size does not fit all, that individual differences exist 
among sport participants, and that they and their significant others 
often possess different needs and experiences that can impact their 
receptivity to services.  

 Determine the types of individuals, groups, and environments they 
would like to work with and identify the necessary credentials and 
skills required to provide effective services for those people and 
situations. 
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 Provide a clear description of the services they are qualified to offer 
based on their training and experience. 

 Develop targeted strategies for creating interest, gaining entry, and 
working effectively with the athletes, coaches, and significant others 
(e.g., office location, phrases that might influence receptivity such as 
―mental toughness training‖ rather than ―psychological 

interventions‖).  
 Regularly interact with significant others who are in positions to refer 

athletes and coaches, in order to help them feel comfortable initiating 
referrals. For example, frequently interacting with athletic trainers 
about sport psychology may help them successfully refer athletes who 
are apprehensive about sport psychology. Specifically, athletic 
trainers who are knowledgeable about how mental skills training can 
be used during rehabilitation and capable of addressing myths related 
to sport psychology (e.g., sport psychology is only for the weak), will 
likely feel comfortable and confident initiating the referral process. 

 
Individuals interested in working with a sport psychology consultant may 

want to read information available at the Association for Applied Sport 
Psychology (AASP) website (http://www.appliedsportpsych.org/files/ 
file/position-papers/choosing-consultant.pdf). For instance, when considering 
working with a sport psychology consultant, a person should:  

 
 Identify the types of sport psychology services and skills s/he is 

interested in (e.g., performance psychology or clinical consulting). 
 Locate consultants with the necessary training competencies to deliver 

the services.  
 Ask other people (e.g., coaches and athletes) whom s/he respects that 

have worked with the consultant about their experiences. Also ask for 
documentation that supports the sport psychology consultant‘s 

credentials. For example, determine whether the person is a certified 
consultant through the AASP. 

 Select a consultant whose personal characteristics are compatible with 
those involved in the situation.  

 Determine the cost and time commitment required. 
 
Future research might attempt to determine how:  
 



Attitudes toward Sport Psychology and Seeking Assistance 25 

 Increasing sport participants‘ knowledge of sport psychology 
enhances their attitudes toward and expectations about consulting and 
influences their future service use.  

 Attitudes and expectations of significant others (athletic trainers, 
administrators, parents, etc.) influence athletes‘ receptivity to and use 

of sport psychology services and their resulting satisfaction with 
services. 

 Interactions between antecedents, attitudes, expectations, and 
behaviors influence the consequences of service provision as well as 
how consequences produce subsequent changes in or reinforcement of 
attitudes and beliefs. For example, the team dynamic and coaches‘ 

leadership style or instructional behaviors might be expected to 
influence athletes‘ perceptions about sport psychology and seeking 
assistance. 
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