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ABSTRACT

With the number of fans growing each year, the world’s fascination with sports is nothing new—for example, FIFA
(International Federation of Association Football) estimates that there are five billion soccer fans around the world.
However, even with the worldwide obsession with sports, little is understood about the origins of a fan’s enticement,
or even the psychology of a fan. The standing research done on this subject confronts this question with complexity
when in reality, it should be faced with simplicity. This study attempts to add to the knowledge of the psychology and
motivation of a sports fan by simplifying the approach. A survey was designed to reveal a participant’s background
involving sports and motivations for becoming a sports fan. In the study, there were 41 participants, each self-catego-
rized to a priority level—first, high, medium, and low—that indicated the extent that sports were to their daily lives.
Each answer was compared both within and outside the group, with each trend and outlier being noted. It was found
that the first and high-priority participants demonstrated strong support and pride for their team, while the medium
and low-priority participants did not carry the same passion. The results of the study revealed that there were three
dominant motivations for someone becoming a sports fan: desire for a sense of community, excitement/entertainment,
and being influenced by a player from their country and the more someone becomes a devoted fan the more emotional
involvement they will have with their object of support.

Introduction

Fans exist everywhere, and the objects of their support can be anything, ranging from music groups to politicians to
TV shows. Despite the massive number of fans and fandoms that exist, particularly in sports, information on the
psychology and motivation of a sports fan is minimal. Furthermore, the majority of studies done on the psychology of
sports fans are about “the violence and aggression, which may result from being a fan” (Jacobson, 2003). When put
in the academic spotlight, sports fans tend to be stereotyped into one of two extremes: the fair-weather fan or the die-
hard fan, making the psychology of all the fans, in between, an unappealing topic of research.

The definition of a fan is a zealous supporter with a strong emotional connection to the object of their support.
According to literature, fan support exists on a spectrum from the spectator, to fairweather fans, to moderate fans, and
then to the fanatics. The key differences between these levels are the level of enthusiasm and activeness in their
support. A fanatic’s level of support will be largely incomparable to that of an average fan, in that they will eat, sleep,
and breathe sports, making sports and the team of their obsession one of the highest priorities of their lives (Holbrook
1987). Studies on the emotional involvement of fans have shed light on the emotional attachment and engrossment
fans can have with the object of their obsession. Fanatics become more emotionally involved with the team, they begin
to enjoy each win and suffer each defeat. It is as if they feel that they are a part of the team, which is not too far off—
all professional players and teams consider fans a crucial, unexchangeable part of their success. (Boire, 1980) To add
to the feeling of being a part of the club, being a fan means more than just excessively staying up to the latest matches
or knowing each player’s jersey number—it is also about being a part of the fandom. Supporting the same team is a
good enough reason to feel connected to another, especially currently, when fans are becoming more involved in the
club. This step forward is evident with Liverpool FC, where being a fan is beginning to mean more than owning
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merchandise or singing chants for 90 minutes. They have recently signed a contract that allowed the club “to structure
strategic engagement with supporters, strengthen dialogue and increase fan involvement in decision-making pro-
cesses.” On the other hand, regular sports spectators will feel no emotional attachment or pride when consuming
sports. Another paper defines a fan’s support not by how much time they spend watching games, how many jerseys
and pieces of merchandise they own, or even which teams they follow on social media; rather, it is the ardor that they
carry even when they are not watching, the nerves before each match, and the passion after each tremendous play is
what truly makes them fans. (Anderson, 1979)

Fans on the more extreme side of the support levels show support in situations where sports are not naturally
present. Fans are not only fans when they are actively enjoying a game or reading about their favorite team’s new
signing—they embody pride wherever they go. They will think and talk about sports often, even when they may not
be in a sports-oriented environment (Spinrad, 1981). A common way of becoming a fan would be being influenced
by a sense of community. Studies have shown that most men were sports fans because they played it, but most
women’s fandoms arose because of shared experiences with family or friends (Dietz-Uhler, Harrick, End, and
Jacquemotte, 2000). This study showed that the growth of fan mania is brought upon by environmental influences
instead of direct involvement.

Other literature that focused on the psychology of sports fans has cited factors such as the unique nature of
sporting events and the consequences that come with results. Researchers Madrigal and Dalakas state that sports con-
sumers are intrigued by the unique nature of sporting events, which can include the tension that rises amid a close
match, the uncertainty of each game, and the competitive nature of sports. “It is the experience of suspense arising
from the possibility of alternative outcomes to a competitive sporting event that makes this form of entertainment so
compelling to spectators.” (Madrigal and Dalakas, 2008) The consequences that come with results refer to the signif-
icance of each result regarding the standings in their respective league. It not only affects the team who got the result—
it indirectly propels teams forward and holds teams back. “A desirable outcome is one in which either a liked com-
petitor wins or a disliked competitor loses, and an undesirable outcome is one in which either a liked competitor loses
or a disliked competitor wins.” (Madrigal and Dalakas, 2008) Even more complex than the aforementioned factors is
Sloan’s (1989) theory, shown in Table 1.

Table 1. Sloan’s Theory

Sloan’s Theory Definition

Entertainment Theory Sports fans are drawn to sports as it gives them happi-
ness.

Achievement-Seeking Theory Sports fans are drawn to sports looking to socially gain

on another’s success

Catharsis Theory Sports fans are drawn to sports, especially ones with
heavy contact, as a means of catharsis

Salubrious-Effects Theory Sports fans are drawn to sports as a source of pleasure,
using it to escape from daily life

However, the factors could be even simpler than that when looking at the very basic foundations of the reason why
someone would want to become a fan of a certain sport, team, or player—this was the ultimate goal of the study: to
simplify the understanding of the psychology and motivations of sports fans.
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Methods

In this study, a survey was conducted via Google Forms to determine the different behaviors and motivations behind
different levels of sports fans, where levels were divided by the priority sports were in their lives. Questions asked in
the survey are shown in Table 9 in the Appendix Section. In the survey, the 41 participants were asked to self-evaluate
what priority following sports was on a scale of four priorities: first-priority (i.e. allot time in your schedule to keep
up with sports, it is part of a routine), high-priority (i.e. keep up on every game but there are times you miss), medium-
priority (i.e. watch leisurely but do not keep up on every game), and low-priority (i.e. watch because you have nothing
to do). Grouping the participants allowed the answers to be fairly compared to each other, both within and outside
each priority group. It also reveals trends and patterns between the priority groups. The survey itself was created with
the goal of finding out a correlation between a fan’s creation and the level of support in mind.

Results

Participant Demographics and Self Evaluation

Out of the 41 participants, 36 were male and 5 were female. The average age was 17.88 years, with the minimum age
being 14 years and the maximum age being 46 years. There were 5 participants who identified sports as first priority,
19 participants who identified sports as a high priority, 11 participants who identified sports as medium priority, and
6 participants who identified sports as low priority.

Table 2. Table of Self-Evaluation of Fandom

You consider yourself a fan of sports.
(Total Count)

Priority Level You consider yourself a fan of a specific
team/player.

(Total Count)

-Neutral (2; 33.3%)
-Disagree (1; 16.6%)

First -Strongly Agree (4; 80%) -Strongly Agree (5; 100%)
-Agree (1;20%)
High -Strongly Agree (13; 68%) -Strongly Agree (13; 68%)
-Agree (6; 32%) -Agree (6; 32%)
Medium -Strongly Agree (3; 27%) -Strongly Agree (5; 45%)
-Agree (6; 55%) -Agree (4; 36%)
-Neutral (2; 18%) -Neutral (1; 9%)
-Strongly Disagree (1; 9%)
Low -Agree (3: 50%) -Strongly Agree (1; 16.6%)

-Agree (1; 16.6%)
-Neutral (2; 33.3%)
-Disagree (2; 33.3%)

Table 2 shows the self-evaluation of the fandom of each of the participants. There is seen to be a positive
correlation and the data for whether or not the participant considered themselves a fan of sports was highly skewed
towards the Strongly agree category as the priorities got higher. Similarly, the same trends were viewed by the fan of
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a specific team or player. We can see that there are more “Strongly Agree” responses in all categories, which can
suggest that instead of sports in general, it is required that fans have a specific team or player to support.

Recurrence Consumption of Sports

The next set of questions, shown in Tables 3 and 4, observe the quantitative values (both average and frequencies) of
how much sports content and regularity each participant consumes of their team, player, or sports activity in general.

Table 3. Table of Averages Based on Daily Consumption of Sports

Priority Level | Do you play any | Which sport(s) do | How many sports | How many hours per
sports? If so, which | you follow? teams do you follow? | week do you spend
sport and how long | (Average number of | (Average number of | on average watch-
have you been play- | sports following) teams following) ing/following
ing? sports?

(Average) (Average)

First 11.6 years 2.8 sports 3 teams 13.2 hours

High 11.3 years 2.9 sports 2.95 teams 9.4 hours

Medium 10.4 years 2.5 sports 2.8 teams 4 hours

Low 7 years 1.8 sports 1.7 teams 1 hour

Observing the first question of Table 3, there was a positive correlation between the number of years playing
sports and the priority levels. First and high priority participants had an average of 11.6 and 11.3 years of playing
sports while medium and low priority participants saw a lower average of 10.4 years and 7 years, with 33% of partic-
ipants who played no sports at all in the low priority group. The second question of Table 3 follows the same positive
correlation trend as in the first question, in which the average number of sports followed by each priority group de-
creases as the priority levels decrease. In fact, this correlation pattern between the question objectives and priority
levels stays true for the remainder of the questions in the table; however, the last question introduces a more dramatic
and steeper trend. The amount of sports watched per week by each priority group shows a bigger and more distinct
difference per group. The first priority group watches sports for an average of 13.4 hours a week and this average
steeply drops as low priority group participants watch sports on average for 1 hour a week.

Table 4. Table of Frequencies of Sports Consumption.

Priority | How often do you watch sports | You make an effort to watch | You keep up with a variety of
Level content? every game that involves your | news surrounding your team
(Total Count) favorite team/player. regularly.
(Total Count) (Total Count)
First -Every day (4; 80%) -Strongly Agree (5; 100%) -Strongly Agree
-Twice a week (1; 20%) (5; 100%)
High -Every day (12; 63%) -Strongly Agree (7; 37%) -Strongly Agree (8; 42%)
-Every other day (4; 21%) -Agree (10; 53%) -Agree (9; 47%)
-Twice a week (3; 16%) -Neutral (1; 5%) -Neutral (2; 11%)
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-Disagree (1; 5%)
Medium | -Every day (3; 27.3%) -Agree (4;36%) -Strongly Agree (2; 18%)
-Every other day (3; 27.3%) -Neutral (5; 45%) -Agree (4; 36%)
-Twice a week (3; 27.3%) -Disagree (1; 9%) -Neutral (2; 18%)
-Once a week (1; 9%) -Strongly Disagree (1; 9%) -Disagree (2; 18%)
-Once or twice a month (1; 9%) -Strongly Disagree
(1; 9%)
Low -Every other day (1; 16.6%) -Agree (1; 16.6) -Neutral (5; 83.3%)
-Once a week (1; 16.6%) -Neutral (1; 16.6%) -Strongly Disagree (1; 16.6%)
-Twice a week (2; 33.3%) -Disagree (3; 50%)
-Once or twice a month (2; 33.3%) | -Strongly Disagree (1; 16.6%)

Table 4 shows the number and percentages of participants of each category that have chosen each choice per
question. Trends, similar to that in Table 3, can be observed between the priority level of the participant and regularity
of sports consumption. The first question of Table 4 did not reveal a strong correlation between the earliest age of
watching sports and priority levels, as the majority of participants in the first, high, and medium-priority groups all
began to watch sports before the age of 10, with 80%, 95%, and 90% respectively. However, for those three groups,
the range of ages was smaller than that of the low-priority group, which had 16.6% of participants beginning to watch
sports after the age of 15—an age range that none of the previous three groups had. The second question of Table 4
did show a positive correlation between frequency of sports consumption and priority levels, as 80% of first-priority
participants watched sports every day while 63% of high-priority participants watched sports every day. As expected
with the medium and low-priority participants, fewer people watched sports regularly, with 2 people watching sports
as little as once or twice a month. Continuing this positive correlation trend, the first and high-priorities respectively
had 100% and 37% of participants who strongly agreed that they made an effort to watch every game that involved
their favorite team/player. In addition, the high-priority had 53% of participants agreed with the statement. Meanwhile,
the medium and low-priorities respectively had 18% and 66.6% of participants who either disagreed or strongly disa-
greed with the statement. Additionally, neither of them had any participants strongly agree. Similarly, the same posi-
tive correlation is observed.

Initial Interest and Motivation in Sports

The next set of questions, shown in Table 5, reveals the reasons for becoming fans and the first exposure of
each participant. When asked how their interest in their favorite team formed, there were not many discrete patterns
or responses that were different between groups. Overall, it was observed that initial interest in the team came from
either family or friends, interest because of geographical connection or because of special players, managers, and
teams. 24 participants answered that they found sports as a way to feel connected with the ones around them, including
friends, family, and peers, 6 participants answered that they were initially intrigued by watching an exciting player
and/or team, and 8 participants answered that they were first drawn into sports because of a certain player that was
from their country. From the second question, 22 participants answered that they found sports as a way to feel con-
nected with the ones around them, 14 participants answered that they were initially intrigued by watching an exciting
player and/or team, and 4 participants answered that they were first drawn into sports because of a certain player that
was from their country. When asked at what age the participants started watching sports, most started this activity
before the age of 10 and 40/41 participants started watching sports before the age of 15.
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Priority How did your interest in your | How did you get to know the | At what age would you say
Level favorite team form? teams you are following? What | you involved yourself in
(Total Count) drew your interest in this par- | watching sports?
ticular team/athlete? (Total Count)
(Total Count)
First -Family/Friends (2; 40%) -Attracted to the player/team’s | -Before 7 (1; 20%)
- Interest in the manager (2; 40%) | ability (4; 80%) -7-10 (3; 60%)
- Interest in the color of the team | -Family (1; 20%) -11-15 (1; 20%)
(1; 20%)
High -Player from my country played | -Attracted to the player/team’s | -Before 7 (10; 53%)
for the team (6; 32%) ability (5; 26%) -7-10 (8; 42%)
-Family member(s)/friends are | -Family (9; 47%) -11-15 (1; 5%)
fans (8; 42%) -Player from home country
-They play in my/nearest city (2; | played for them (4; 21%)
11%) -Team location (4; 21%)
-Favorite player played for the
team (1; 5%)
-Got to see the team play in per-
son (1; 5%)
-Random (1; 5%)
Medium | -Family member(s)/friends are | -Attracted to the player/team’s | -Before 7 (6; 55%)
fans (8; 73%) ability (3; 27%) -7-10 (4; 36%)
-They are very successful trophy- | -Family (7; 64%) -11-15 (1, 9%)
wise (1; 9%) -Social media (1; 9%)
-Favorite player played for the
team (1; 9%)
Low -Family member(s)/friends are | -Attracted to the player/team’s | -Before 7 (2; 33.3%)
fans (4; 66.6%) ability (2; 33.3%) -7-10 (1; 16.6%)
-Player from my country played | -Family (1; 16.6%) -11-15 (2; 33.3%)
for the team (2; 33.3) -After 15 (1; 16.6%)

Measures of Devotion

Table 6.1 Table of Devotion to Sports

-Attended a signing/meet and greet (4; 80%)
-Gotten into an altercation with the opposing fan base (1; 20%)

Priority Have you ever done any of the following, select all that ap- | How devoted are you to your favor-
Level plies. (Total Count) ite teams/athletes? How have you

shown this devotion? (Total Count)
First -Attended a sports game with very good seats (5; 100%) -Buying merchandise (4; 80%)

-Watching/attending games (5; 100%)
-Social media (2; 40%)
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-Gone to an airport or hotel hosting your favorite team (0; 0%)
-Hosted or attended a party in celebration of a team (2; 40%)

High -Attended a sports game with very good seats (16; 84%) -Buying merchandise (10; 53%)
-Attended a signing/meet and greet (6; 32%) -Watching/attending games (10; 53%)
-Gotten into an altercation with the opposing fan base (4; 21%) | -Social media (3; 16%)
n (3; 16%) -Talking about team (1; 5%)

-Hosted or attended a party in celebration of a team (12; 63%)

Medium -Attended a sports game with very good seats (8; 73%) -Buying merchandise (4; 36%)
-Attended a signing/meet and greet (3; 27%) -Watching/attending games (4; 36%)
-Gotten into an altercation with the opposing fan base (1; 9%) -Not devoted (5; 45%)

-Gone to an airport or hotel hosting your favorite team (0; 0%)
-Hosted or attended a party in celebration of a team (5; 45%)

Low -Attended a sports game with very good seats (3; 50%) -Buying merchandise (1; 16.6%)
-Attended a signing/meet and greet (1; 16.6%%) -Social media (1; 16.6%)
-Gotten into an altercation with the opposing fan base (1; 16.6%) | -Not devoted (3; 50%)

-Gone to an airport or hotel hosting your favorite team (0; 0%)
-Hosted or attended a party in celebration of a team (4; 66.6%)

In Table 6.1 we can observe different categorical ways that the participants show devotion to their teams,
outside of just watching the sports games themselves. Within the first-priority group, 100% have attended a sports
game with very good seats, 80% have attended a signing/meet and greet, 20% have gotten into an altercation with the
opposing fan base, 0% have gone to an airport or hotel hosting your favorite team, and 40% have hosted or attended
a party in celebration of a team. Within the high-priority group, 84% have attended a sports game with very good
seats, 32% have attended a signing/meet and greet, 21% have gotten into an altercation with the opposing fan base,
16% have gone to an airport or hotel hosting your favorite team, and 63% have hosted or attended a party in celebration
of a team. Within the medium-priority group, 73% have attended a sports game with very good seats, 27% have
attended a signing/meet and greet, 9% have gotten into an altercation with the opposing fan base, 0% have gone to an
airport or hotel hosting your favorite team, and 45% have hosted or attended a party in celebration of a team. Within
the low-priority group, 50% have attended a sports game with very good seats, 16.6% have attended a signing/meet
and greet, 16.6% have gotten into an altercation with the opposing fan base, 0% have gone to an airport or hotel
hosting your favorite team, and 66.6% have hosted or attended a party in celebration of a team.

First-priority participants have shown devotion in three various ways: 80% answered that they bought mer-
chandise, 100% answered that they watched or attended games, and 40% answered that they showed their devotion
through social media. High-priority participants have shown devotion in four various ways: 53% answered that they
bought merchandise, 53% answered that they watched or attended games, 16% answered that they showed their de-
votion through social media, and 5% answered that they talked about the team. Medium-priority participants have
shown devotion in two various ways: 36% answered that they bought merchandise, 36% answered that they watched
or attended games, and 45% answered that they were not devoted. Low-priority participants have shown devotion in
two various ways: 16.6% answered that they bought merchandise, 16.6% answered that they showed their devotion
through social media, and 50% answered that they showed their devotion through social media.

Table 6.2 Table of Devotion to Sports
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Priority You can name ___ | How much merchandise | You follow | How much are you willing to
Level players on your | do you own from your fa- | sports figures | spend to go to a sports game
Jfavorite team. vorite team? (ex: jerseys, | on social me- | of your favorite team?
(Total Count) figurines) dia. (Total Count)
(Total Count) (Total Count)
First -Most if not all | -1-3 (2; 40%) -Yes (5; 100%) | -$51 - $100 (1; 20%)
players (5; 100%) | -3-10 (1; 20%) -$101-$200 (1; 20%)
-More than 10 (2; 40%) -$201-$350 (2; 40%)

-$600+ (1; 20%)

High -Most if not all | -1-3 (10; 53%) -Yes (18;95%) | -$51 - $100 (4; 21%)
players (18; 95%) | -3-10 (6; 32%) -No (1; 5%) -$101 - $200 (4; 21%)
-Atleast 10 players | -More than 10 (3; 16%) -$201 - $350 (5; 26%)
(15 5%) -$351 - $600 (3; 16%)

-$600+ (3; 16%)

Medium -Most if not all | -None (2; 18%) -Yes (10; 91%) | -$10 - $50 (2; 18%)
players (7; 63%) -1-3 (6; 55%) -No (1; 9%) -$51 - $100 (1; 9%)
-Atleast 10 players | -3-10 (3; 27%) -$101 - $200 (3; 27%)
(2; 18%) -$201 - $350 (4; 36%)
-Less than 5 play- -$351 - $600 (1; 9%)

ers (2; 18%)

Low -Most if not all | -None (2; 33.3%) -Yes (4; 66.6%) | -Would not pay (1; 16.6%)
players (2; 33.3%) | -1-3 (3; 50%) -No (2; 33.3%) | -$51 - $100 (2; 33.3%)
-At least 5 players | -3-10 (1; 16.6%) -$101 - $200 (3; 50%)
(3; 50%)

-Less than 5 play-
ers (1; 16.6%)

All three questions in Table 6.2 showed a positive correlation between each question and the priority levels.
Within the first-priority group, 100% are able to name most, if not all, players; 40% owned between one and three
merchandise, 20% owned between three and 10, and 40% owned more than 10; 100% followed sports figures on
social media. Within the high-priority group, 95% are able to name most, if not all, players, and 5% are able to name
at least 10 players; 53% owned between one and three merchandise, 32% owned between three and 10, and 16%
owned more than 10; 95% followed sports figures on social media. Within the medium-priority group, 63% are able
to name most, if not all, players, 18% are able to name at least 10 players, and 18% are able to name less than 5
players; 18% owned no merchandise, 55% owned between one and three merchandise, and 27% owned between three
and 10; 91% followed sports figures on social media. Within the low-priority group, 33.3% are able to name most, if
not all, players, 50% are able to name at least 5 players, and 16.6% are able to name less than 5 players; 33.3% owned
no merchandise, 50% owned between one and three merchandise, and 16.6% owned between three and 10; 66.6%
followed sports figures on social media. When asked about how much money they are willing to spend on a sports
event, there were not any significant differences between categories except the extreme values observed in each pri-
ority group. The first and high priority groups show that respectively 20% and 16.6% of participants were willing to
spend more than $600 on a single sporting event whilst in the lowest priority category we can observe that the highest
anyone would spend is $200 and 16.6% of the participants said that they would never pay for a sports event.
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Priority Level

On a scale of 1-5, how do you feel when your
team has lost a big game? (The higher the
number, the more emotional involvement in
the team)

On a scale of 1-5, how do you feel when
your team has won a big game? (The higher
the number, the more emotional involve-
ment in the team)

(Average) (Average)
First 3.6 3.6
High 3.05 347
Medium 2.6 3.1
Low 1.83 1.83

Table 7 shows one of the strongest pieces of evidence of a relationship between priority levels and emotional
attachment toward the team. On a scale of 1-5, when the participant’s team had lost a big game, the averages of how
the participants were feeling were 3.6, 3.05, 2.6, and 1.83, in order of first, high, medium, and low-priorities. On a
scale of 1-5, when the participant’s team had won a big game, the averages of how the participants were feeling were

3.6,3.47, 3.1, and 1.83, in order of first, high, medium, and low-priorities.

Table 7.2. Table of 1-5 Scale Values for Questions in 7.1

1 2 3 4 5
When Team has | Do not Care Sad at the mo- | Upset but hope- | Bothered for the | Depressed
Lost ment, but forget | ful rest of  the
later day/week
When Team has | Do not Care Happy in the | Joyful for the | Ecstatic for the | You feel like
Won moment, but for- | rest of the day rest of the week | your life could
get later not get any better

Table 8. Table of Effect of Sports

Priority level

Why do you find watching sports enjoyable? What role does it play in your

mental and social health?
First -Entertaining/exciting (4; 80%)
-Relaxing (1; 20%)
High -Entertaining/exciting (14; 74%)

-Relaxing (1; 5%)
-Escape from life (5; 26%)
-Topic of conversation (3; 16%)
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Medium -Entertaining/exciting (6; 55%)
-Relaxing (2; 18%)

-Escape from life (2; 18%)
-Topic of conversation (3; 27%)

Low -Entertaining/exciting (1; 16.6%)
-Motivating (1; 16.6%)

Table 8 showed a number of reasons for enjoying sports consumption, and they were very similar for all
groups. Within the first-priority group, 80% said that they found watching sports entertaining or exciting, and 20%
said that it was relaxing. Within the high-priority group, 74% said that watching sports was entertaining or exciting,
5% said that it was relaxing, 26% said that it was a way to take their minds off everything else in life, and 16% said
that it was a way to connect with others. Within the medium-priority group, 55% said that watching sports was enter-
taining or exciting, 18% said that it was relaxing, 18% said that it was a way to take their minds off everything else in
life, and 27% said that it was a way to connect with others. Finally, within the low-priority group, 16.6% said that
they found watching sports entertaining or exciting, and 16.6% said that it was motivating.

Conclusion

The purpose of this research was to simplify the standing studies on the psychology and motivation of sports fans.
When given these straightforward questions with a couple of set answers, the participants were easily able to figure
out why they became interested in becoming sports fans. What other in-depth studies have failed to consider is that
sports and fans are not complex at all, especially when the mind—often a child’s, as sports fans tend to start at a young
age— is impressionable and simple. Humans do not need a harmonious set of reasons to decide if they want to become
a fan or not—they just need one. The information that was gathered was narrowed down into three possible motiva-
tions: the sense of community, excitement/entertainment, and the influence of a player from one’s country.

There were two questions that revealed a participant’s reason for taking interest in a certain team. One was
“How did your interest in your favorite team form?” and the other was “How did you get to know the teams you are
following? What drew your interest in this particular team/athlete?” as shown in Table 5 of the results section. For
both questions, the study reveals that the top reason for a participant becoming involved in watching sports and sup-
porting a team involved feeling connected with others. For many, sports is a shared game that they could experience
with their family and friends, which explains why so many participants recalled a time in which they enjoyed sports
with their family or friends when asked to describe their first, notable experience with sports. In addition, many people
find supporting the local team(s) to make sense. Surrounding them are other ardent supporters of the team, which
contributes to them feeling like a part of a greater community. Next, it is natural to admire the top players/teams, and
for many—as proved in the survey—the excitement was the reason why they became fans in the first place. Humans
are innately drawn toward entertainment, which the best teams and players are able to provide. This reason is why the
top teams and athletes in every sport are more popular than on the other end of the spectrum. Finally, the influence of
a player from one’s country was evident here. When unsure of which team to support, participants often turned to the
player that they related to in a nationality sense.

For the analysis of the results, the participants were split by their priority levels. This was because it was the
best indication of how much watching sports affected their lives. Throughout the survey, first and high-priority groups
displayed exuberant behaviors, as if they were answering the questions with great pride and zeal. More often than not,
those two groups showed the most involvement in their answers, with the other two groups, medium, and low-priority,
sometimes omitting an answer. A fan is someone who carries a significant amount of emotional attachment toward an
association, (Madrigal, 1995) and this definition is clearly represented in Table 4, in which participants were able to
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score their emotional state in two scenarios. As expected, the participants in the higher priority levels contained
stronger emotional attachments to the team. Those participants will be more heavily affected by each result, especially
important ones, than participants in the lower priority levels, who will have shallow reactions to each result, even
significant ones. In this study, participants who identified in the higher priority groups contributed and devote more
time, energy, and money to their teams and players. Fans who take sports as a higher priority in their life are more
likely to spend more time and money on events, merchandise, and activities, shown in tables 6.1 and 6.2 Additionally,
it was found that the more involved a participant was in playing a sport, the more involved they were in consuming
sports. This is backed up by the literature review, where studies showed fans are regularly thinking about sports and
consuming sports content because that is their character. (Spinrad, 1981) This was apparent in Table 1, where the
general trend was the longer a participant spent playing sports, the more sports they followed, the more sports teams
they followed, and the more time they spent watching sports.

The effect that sports have on the psychology and emotions of the fans were observed in this study as well.
In the Table 7.1, first and high-priority participants were noticeably affected by match results, both wins, and losses,
while the medium and low-priority participants quickly forgot about the results. Because fans represent their teams
with true passion and love, they are very emotionally attached (Madrigal, 1995). The results in this table solidified the
claim that fans, specifically the participants in the first and high-priority groups, were emotionally attached to their
teams of support and were affected by each result for a longer period of time compared to the medium and low-priority
participants. In Table 8, it was found that most participants found common reasons why they enjoyed sports. Three of
those reasons, entertainment/exciting, relaxing, and escape from life, were in line with some of the background re-
search, specifically the entertainment theory and the salubrious-effects theory. Participants consumed sports because
they found it entertaining, exciting, relaxing, or distracting.

A limitation of this study included the fact that the participants were grouped according to their self-evalua-
tion of what level of priority sports were in their lives. Self-evaluation can often be misleading due to the bias of the
person filling out the survey. Another limitation was the bias in the sampling survey: most participants were sports
fans to a certain extent. It can be seen that the data shows that the participants overall had more interest in sports than
the regular spectator or fans. This was expected because the survey was about the experiences of being a sports fan;
therefore, non-fans or spectators would be less inclined or interested in participating, whereas a sports fan would be
inquisitive and even excited to partake.

All in all, appreciating the psychology behind a sports fan is crucial for a number of reasons: firstly, the more
teams and athletes understand what creates a fan, the more efficient their approach to it will be. In addition, the infor-
mation found on sports mania fans could be used to also research obsession disorders. Finally—on the other end of
the spectrum—the knowledge gained on fair-weather fans—casual fans who only follow their team when it benefits
them socially—could help with understanding people who want to feel included. The results of this study will also be
vastly helpful for anyone or an organization looking to devise ways to engage more fans, especially sports teams.
Attracting fans is not a difficult task, as long as the organization spends effort in the process of gaining them. Studies
have shown that creating a new customer was more expensive than satisfying and retaining an existing customer
(Fornell and Wenerfelt, 1987). This is insightful in that it proves that organizations should approach their marketing
in a more relationship-based manner, rather than a service manner.
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