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ABSTRACT
The study of sport fandom is undertaken in a variety of disciplines, including but not limited to
communication, psychology, sociology, economics, marketing and business. These
investigations are significant because of the ubiquitous presence of sport fandom in world culture
and its interdisciplinary adaptability in academia. To date however, there has not been a
consistent conceptual or operational definition of sport fandom and related factors such as
spectatorship, involvement and identification. Consequently, this lack of cohesiveness has
serious ramifications, including lack of comparability in results and an inability to generate
consistent evidence of the validity and reliability of the various self-report measures developed
and utilized. This investigation aims to contribute to the stability of the sport communication
field by applying previously refined scales (Keaton & Gearhart, 2013) and contributing to their
validity portfolios through comparison with a variety of cognitive, behavioral, and physiological
measures of team fandom. This endeavor will have multiple effects, namely the development of
more consistent and empirically supported operational constructs of sport fandom, recognition of
sport fandom’s antecedents and effects, and further understanding the role of communication in
this process. In service of these goals, current sport literature is reviewed, followed by an
overview of theoretical foundations. Afterwards, theoretical connections between these
constructs are posited. Next, the methods, procedures and manipulation checks are detailed,
followed by methods triangulation and hypothesis assessment. Finally, relevant theoretical

considerations are discussed.



CHAPTER ONE
THEORETICAL RATIONALE FOR CONCEPTUAL FRAMEWORK OF SPORT
FANDOM AND COMMUNICATION

Most of us have some notion of the factors that influence sport fandom and how these
factors cause us to feel and behave. Many individuals can bring to mind instances in which they
or others exhibited some sort of socially undesirable behavior as a result of viewing a sporting
contest. I can recall my father angrily throwing remote controls, yelling at rival players or
insulting the referees and rival teams’ fans. As a child, after John Elway led “The Drive” against
my Cleveland Browns, I remember not wishing to speak to others for days afterwards. Indeed,
as Stearns notes, “Spectator sports allow 20"- and 21st century men to vent emotions that they
know are normally inappropriate, despite greater acceptability in the past” (2008, p. 27). These
types of communicatively aggressive and avoidant emotions and behaviors as outcomes of sport
fandom only serve to exemplify its powerful role in our daily lives and its influence on our
communicative processes.

Of course, the results are not all negatively oriented. I can recollect joyfully making trips
to the mall to purchase entire arrays of merchandise intended to proclaim my allegiance to my
favorite teams, including clothing, posters, pennants, collector cards, action figures and games.
My family and friends gathered around the television to socialize and share the outcomes of the
contests with our team and with each other, experiencing a whole range of emotions. Even better
were the chances to see the games in person—whether at the stadium, arena, court, field or
rink—to be there with the team as they won or lost and to provide our own live play-by-play
commentary. These scenarios provided instances through which my parents modeled behavior
in regards to sport fandom, and these traits and characteristics were passed on to me through

reinforced social learning. Through them, and these social encounters, I formulated allegiance to



family-endorsed teams, and continue to follow them today. These team allegiances affect how
often I view games, how much merchandise I purchase, how I feel, think, react physiologically
or emotionally, and how I communicate.

These examples only serve to elaborate on the ways in which sport fandom affects our
communication and other behavior, whether it is emotional or communicative output (Wann,
1994, 2006a; Wann et al., 2005; Wann, Melnick, Russell, & Pease, 2001; Wann, Peterson,
Cothran, & Dykes, 1999; Wann, Schrader, & Adamson, 1998), consumer involvement (Milne &
McDonald, 1999; Trail & James, 2002) or spectatorship (Earnheardt & Haridakis, 2009; Harris,
2004; Kahle, Kambara, & Rose, 1996; Milne & McDonald, 1999; Trail & James, 2002; Wann,
1995). However, behavior is not the only way in which individuals are affected by sport
fandom: There is also psychological involvement reflected through commitment and investment
that explains the extent to which sport fandom is part of an individual’s self-concept. These
psychological effects can be positive or negative, including myriad outcome variables such as
self-esteem, well-being, pride, self-enhancement (Branscombe & Wann, 1991; Wann, 1994,
2006a, 2006b; Wann, Carlson, & Schrader, 1999; Wann, Royalty, & Roberts, 2000), and
satisfaction or enjoyment. It is necessary to examine these psychological factors in tandem with
our resultant behaviors. The way we think, in other words, affects the way we act and feel;
therefore, factors that reflect both types of output—both psychological and behavioral—belong
in the larger conceptual framework of sport fandom. However, to only examine output ignores a
very important part of the equation in the study of sport fandom, namely its causality.

The causal nature of how sport fandom comes to be part of an individual’s self-concept
(i.e., identification) is commonly viewed through the lens of sport team fandom, which falls

under the larger umbrella of sport fandom in general. The antecedents of sport fandom, and



hence team fandom, are crucial and largely neglected in favor of the consequences (Jacobson,
2003). One important contributory factor is geography (Wann, Tucker, & Schrader, 1996).
Communities (towns, cities, universities, neighborhoods, etc.) allow for the easy formation of
social in-groups around local sport teams that are reinforced and maintained through local news
outlets and advertising, as well as through opportunities for live spectatorship. The formation of
in-groups around sport team fandom also involves socialization, which can be defined as the
process through which an individual develops socially relevant behavior through interaction with
others (Zigler & Child, 1969). Because communicative interaction among individuals within and
between these resultant social groups is such an integral part of the formation of personal and
social identities, communication becomes a necessary focus in the study of sport team fandom.
Identity maintenance is necessarily a communicative phenomenon and involves a reciprocal
process of corroboration and opposition (Martin & Nakayama, 1997). The extent to which
individuals come to identify with a sport team heavily involves communicative acts both in terms
of causation and effect.

This research rests on a social identity approach (a combination of social identity and
self-categorization theories) and a conceptual notion of team fandom that relies on the following
underlying processes: Identity formation, self-categorization, identity strength, and psychological
involvement (Gearhart & Keaton, 2011; 2013; Keaton & Gearhart, 2013). This conceptual
notion asserts that the ways in which individuals come to identify with a specific sport team
(which is influenced by the aforementioned social factors and others such as family, geography,
team characteristics, performance, success and popularity) affect the tendency for an individual
to self-categorize as a sport fan and the magnitude that it becomes part of her or his self-concept.

This process leads to different sorts of behavioral motivations, levels of commitment, and levels



of involvement. In turn, these processes—identity formation, self-categorization, and
psychological involvement—affect behavioral outcomes in a variety of forms such as
spectatorship choices, communicative style, emotional output, and psychological variation.
These results can manifest in the form of self-esteem, well-being, pride, self-enhancement and

enjoyment. The conceptual relationship between these variables can be viewed in Figure 1.1.

Verb. & Non-Verb:.
Communication
& Physiology

Identity
Formation

Self-Categorization
& Identity Strength

Psychological
Effects

Figure 1.1: Conceptual relationships between identity formation, self-categorization, identity
strength, psychological effects, and communicative and physiological outcomes

The extent of individuals’ sport team fandom should be reflected through their
socialization, which manifests for sport team fans through team identity formation. Team
identity formation, in turn, influences tendencies to self-categorize as a fan and the extent to
which team fandom is part of one’s self~concepts (Path B). These processes (identity formation,
self-categorization, and identity strength) shape actual communicative, behavioral, and

physiological output (Paths C and E) and psychological involvement (Paths A and D).



Psychological involvement is represented by self-actualized feelings of accomplishment, self-
esteem, commitment, and involvement. Verbal and non-verbal behaviors are represented
through observable responses to spectator scenarios, including affective verbal responses and
involuntary nonverbal reactions such as facial expressions and gestures.

This dissertation does a critical examination of these variables by administering self-
report scales specifically designed to measure the most common aspects of sport team fandom
and assessing the extent of association with cognitive, behavioral (communicative), and
physiological processes. These scales (Keaton & Gearhart, 2013; see Appendix A) measure
exogenous social factors affecting team identity formation and psychological involvement. 1t is
important to note that these processes are fundamentally diverse (causal, behavioral and
cognitive) and potentially require more than one method to assess: A process that measures
causality will likely be different from a study that measures effects because they do not occur at
the same time. In other words, different methods should be necessary to measure what happened
in the past (how individuals come to identify with sport teams) as compared to their present
identities (self-categorization) and how probable something is to happen in the future (behavior,
investment, commitment). This dissertation focuses on the more specific process of sport team
fandom that fall under the more extensive reach of sport fandom in general. The following
section is a brief discussion of the theoretical foundation underlying the necessity for studying
sport team fandom and the important role communication plays in terms of cause and effect.

Social Learning and Identity Theories

Social learning theory (SLT; Bandura, 1977), social identity theory (SIT; Tajfel, 1970,

1978, 1981; Tajfel & Turner, 1978, 1979; Turner, 1984), self-categorization (Hogg & Reid,

2006; Onorato & Turner, 2004; Turner, Hogg, Oakes, Reicher, & Wetherell, 1987) and self-



schemata (Markus, 1977) comprise the theoretical underpinnings of sport team fan identity and
its antecedents that affect psychological and behavioral outcomes. As with many social
scientific theories, no one theory completely explains all of the variance in terms of an outcome
involving sport team fandom (Wann, 1997). However, team identity formation is deeply rooted
in social learning, and these processes affect behavioral and psychological outcomes.
Social Learning

SLT maintains that social learning transpires through close contact with others, imitation
of authority figures, comprehension of concepts, and role model behavior. This process involves
both cognitive and behavioral activity and one of its main assertions is that the environment
strongly influences behavior. The “environment” is an inclusive referent that incorporates the
effects of family, peer groups, and community culture (e.g., living in New Orleans and rooting
for the Saints or Pelicans). Individuals tend to avoid aversive stimuli and interactions with others
in which they perceive high probability of a negative outcome. Conversely, if a person believes
that a positive outcome is more probable, s/he will be more likely to engage in the behavior and
in that way the likelihood that s/he will repeat that particular behavior is reinforced and more
probable in the future. These assertions also do not dismiss cognitive processes (learning) that
influence behavior. Consequently the ability to retain what one has observed, reproduce the
behavior, and have a good reason (motivation) to do so become essential to identity. SLT is
important to the study of sport team fandom because it suggests a combination of
communicative, cognitive, and psychological factors, and hence becomes hugely influential in
regards to the communicative choices individuals make in behavioral scenarios involving sport

team fandom.



Social learning is also salient in regards to the connection between fan loyalty and sport
team identity formation (Funk & James, 2001; Trail & James, 2002; Wann, 1995). It is even
more important when considering that there is a direct link between the age at which an
individual comes to become identified as a sport team fan and the amount of time s/he invests in
that team as an adult (Karastamitis, 2009). This association indicates that becoming a sport team
fan during early stages of development affects the magnitude of sport team fandom after
maturity. In fact, around half of all adults come to be indoctrinated into sport team fandom
during these early stages, roughly between the ages of six and eight. The frequency is even
higher if the age range is extended to 11 years. These findings clearly indicate the importance of
socialization on sport team identity formation.

Identity

Social identity theory (SIT) suggests that individuals use social groups and group
memberships to maintain and support their personal and collective identities (Hogg, Terry, &
White, 1995). Tajfel (1981) found that identity is also a function of the value and emotional
attachment placed on a particular group membership. As SLT proposes, individuals tend to
gravitate towards positive outcomes and therefore strive to maintain corresponding social
identities, which are primarily evaluated through comparisons to individual group members and
non-members. These evaluations involve self-schemata and other information the individual
catalogues concerning the identity salient situation.

Self-schemata are beliefs and attitudes that individuals hold about the self (Markus,
1977). This idea is integral to sport team fandom in that this dissertation is interested in the self-
categorization of sport team fans, the magnitude to which individuals believe themselves to be

fans of a team, to what degree it is part of their self-concepts, and the degree to which it



contributes to their behaviors. Strong sport team fans might self label as loyal or committed,
which would in turn influence their actual (communicative) behaviors according to how they
perceive themselves in different situations regarding sport teams. Therefore, self-schemata play
a crucial role in the development of social identity through what defines self in a personal sense
and through what parts of their identities are selected and portrayed to others socially.

Social identity is that part of an individual’s self-concept derived from association with or
membership in a social group (Hogg & Vaughan, 2002; Turner & Oakes, 1986), for example
social groups formed around sport team fandom. SIT was originally posited to explain the
intergroup behavior of individuals (Tajfel & Turner, 1978, 1979). Self-categorization theory was
developed from SIT to explain the general role of self in regards to group processes. The
combined application of SIT and self-categorization is termed social identity approach (Haslam,
2001; Postmes & Branscombe, 2010) and is more applicable to this study than either alone
because a study of sport team fandom should ultimately be interested in examining the causes for
behavior between individuals belonging to these resultant social groups.

In these scenarios, identity contains two major components: Personal and social.

Personal identity (what is me and not me) is one’s definition of self and contributes to social
identity (we versus them) via self-categorization in social groups. Individuals assess their in-
group by comparing it with rival out-groups. If the comparison is favorable it leads to satisfied
social identity; if the evaluation is complimentary to the out-group then it leads to a dissatisfied
social identity. Sport team fandom involves self-categorization as fans of specific teams or
athletes on those teams, which results in social groups revolving around shared common sport
team fandom with other individuals. For instance, some sport team fans congregate together at

bars to root for their shared favorite team together. Fans of rival teams become out-groups for



comparison with one’s own social group. If a fan of a rival sport team came to the same bar, the
way that individual is perceived is then defined by her or his sport team fandom. The way the
team performs and succeeds will affect the participants cognitively, psychologically and
behaviorally (e.g., displays of verbal and nonverbal communication). The ramification of these
affiliations should become clear through the extent an individual self-categorizes as a sport team
fan, the strength of that identity, the level of her or his involvement, and the way s/he
communicates with those that share sport team fandom and those who do not.

Consequently, because this study ultimately observes the interaction between individual
members of social groups formed as a result of sport team fandom, then the methods for
measuring the effects should be interpersonal rather than intergroup. In fact, Jacobson (2003)
laments how many sport team fandom researchers have concentrated exclusively on SIT while
largely excluding the role of individuals within and between these resultant social groups.
Identity theory becomes more apt in regards to this study because it is largely concerned with the
interaction of individuals within encompassing social structures in an effort to reveal which
identities become salient in different situations. Identity commitment is composed of the
frequency and strength of networked ties possessed by an individual (Stets & Burke, 2000).
Hence, individuals who are active in college alumni associations should identify more strongly
with their armada universities than non-alumni members. Stryker (1968) hypothesized that
identity salience is dependent on more than situation, but also on motivation. In other words,
individuals will seek opportunities to enact a more highly salient identity. An example of
identity salience would be an alumni association that advertises television-viewing parties at
restaurants in cities distant from the actual university campus to watch the affiliated university in

an athletic contest. The sporting event provides motivation for a reunion of affiliated in-group



members, displaying that identities need more than situational initiation, but also impetus to
implement them.

The formation of identity obliges an individual to define self in terms of social
relationships. When a fan forms an identity around a sport team, he or she will likely create both
personal and social identities. Identity theory investigates why individuals make these choices.
Therefore, sport team identity formation and the specific interactions that contribute to those
identities come to the theoretical foreground. Within the parameters outlined by these theories,
personal identities are a result of self-classifications, which are in turn influenced by
interpersonal resemblance and disparity as compared to other group members. Identity theory
explains why individuals may diverge from sport team affiliations held by their parents when
they move away and formulate new identities in other communities. These personal identities
are exclusive to the individual and crucial factors such as geography and socialization become
differentially associated per fan.

In conclusion, social identity theory involves the study of social groups formed as a result
of socialization. If the study of team fandom were to apply SIT exclusively, it would primarily
be interested in the interaction between groups of individuals sharing sport team fandom.
However, because this study is an examination of cognition and communicative output between
individual participants, it will apply a framework utilizing identity theory and a social identity
approach that focuses on communicative behavior between representative individual members of
groups formed through sport team fan socialization, both shared and competitive.

Problem Statement: Inconsistent Definition of Fandom and Reliance on Self-Report

At present there have not been consistent conceptual definitions or operational

measurements of sport team fandom. This lack of cohesiveness has grave ramifications,
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including the inability of researchers to compare results. Previous efforts at measuring sport
team fandom constructs have been contrasting and incongruous, and at the least confusing, with
fandom applied interchangeably with other expressions such as identification, involvement and
spectatorship. These terms are related to each other and to sport team fandom in general, but do
not fully explain sport team fandom alone. These terms are also challenging because they do not
occur concurrently: Some are contributory and some are consequential. This problem is outlined
and addressed at length in Appendix A (Keaton & Gearhart, 2013b), with the result being three
measurement scales reflecting distinct processes of sport team fandom: Sport team identity
formation, spectatorship motives, and psychological commitment. At the conclusion of this
study—after assessing the relevant self-report measures (developed in Appendix A) in regards to
cognitive, behavioral, and physiological responses—a more comprehensive empirically
supported operational definition of sport team fandom will be advanced.

Additionally, many published studies on sport team fandom rely solely on self-report.
While self-report may be useful, it is not sufficient evidence in favor of the validity of a
construct, model or scale (Kotowski, Levine, Baker, & Bolt, 2009). Because validity is a
continuous variable, a strong demonstration of the validity of a construct requires several forms
of evidence (Campbell & Fiske, 1959; Nunnally & Bernstein, 1994). These forms of evidence
contribute to the validity portfolio of a construct and include—among others—factor analysis
and nomological networks. Factor analysis (exploratory and confirmatory) is used to assess
dimensionality of scales (and this process was undertaken in Appendix A). Nomological
networks hypothesize correlations amongst different measures of similar constructs and assess
the extent that the results match the theoretical predictions. This dissertation utilizes both of

these techniques.
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The ways in which salient social identities influence self-report measures regardless of
personal self-schemata (Onorato & Turner, 2004) display the need for research in sport
communication to go beyond self-report measures. Self-report—while certainly at times
yielding useful data depending on the scope of a particular study—may or may not correlate with
actual cognitive process of formulating and performing identity, physiological arousal, affective
response, or communicative behaviors. For example, some college students may not necessarily
self-categorize as fans of the sport teams of their universities but may see it as socially beneficial
to claim that fandom in social settings, thus self-reporting but not strongly identifying.
Consequently, these types of individuals would not likely have the same motives for behavior
(spectatorship, consumerism, communication), experience the same psychological involvement
and commitment (highly identified fans are more involved and committed to their sport team), or
exhibit the equivalent physiological or affective responses as a fan who is more highly involved
(i.e., higher arousal states). Social identity becomes more salient in these instances of self-report
and is often context based (Onorato & Turner, 2004). However, the extent individuals actually
self-categorize as sport team fans should be revealed through measurement of more stable
cognitive measures such as the selection of trait characteristics and the response latencies for
those choices, behavioral results including observation of verbal and nonverbal reactions to
sporting outcomes, and physiological correlates such as heart rate.

Accordingly, a study of sport team fandom utilizing SIT and self-categorization
perspectives should consider these crucial processes: The ways in which individuals come to
identify with a team, their self-categorization as fans of the team, to what degree they identify
with that team, communicative antecedents and effects, affective outcomes, and psychological

involvement. Thus, the conceptual relationships presented in Figure 1.1 are proposed to
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represent relationships between these variables of interest. There are five primary paths of
relevance in the model that reflect previous findings. Each of these paths will be discussed
further in Chapter 2 according to its label in Figure 1.1.

In summary, individual fans of a sport team might choose these teams as their favorites
and then begin to self-label themselves as sport team fans (such as a college student attending a
university). Sport team fans have schema for loyalty and/or commitment, which influence
communicative behaviors according to how they perceive themselves in different situations
regarding sport teams (as in a rival fan walking into a bar on campus and being collectively
taunted). Therefore, self-schemata for character traits such as loyalty and commitment play
crucial roles in the development of social identity. Strength of identification differentially affects
behavioral, physiological, affective, and psychological outcomes.

Chapter 2 will provide a rationale for hypotheses to be tested from Figure 1.1. Chapter 3
will describe methods, procedures, and manipulation checks designed to test the links in Figure
1.1. Chapter 4 will provide the results of testing the model and the hypotheses. Chapter 5 will

discuss the hypotheses and the implications of the model.
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CHAPTER 2
HYPOTHESES, RESEARCH QUESTION, AND RATIONALE

Identity formation is the first potential causal association in the sport team fandom and
communication model, typically occurring in developmental years and affected by socialization
and social learning. First, connections between identity formation and psychological outcomes
will be asserted, followed by identity formation and self-categorization. Third, hypotheses
concerning identity formation and communicative and physiological responses will be posited.

Self-categorization and identity strength are the second prospective contributory factors
in the model. Links between self-categorization and psychological outcomes are advanced first,
followed by self-categorization and communicative and physiological outcomes. Finally, the
ramifications of biological sex are considered, and a research question is posed to address them.

Path A: Link between Identity Formation and Psychological Outcomes

The effects of different types of sport team identification have been associated with
psychological outcome variables such as self-esteem and well-being. For instance, identification
with a sport team has been found to act as a barrier against feelings of depression and
estrangement, especially in situations where individuals have been geographically mobile and the
ties to their original community are diminished by distance (Branscombe & Wann, 1991).
Furthermore, sport team identification enhances feelings of belonging, self worth, and positive
psychological health (Wann, 2006b).

Additionally, in situations where individuals move away from home, sport team identity
replaces family and community attachment (Branscombe & Wann, 1991). Indeed, sport team
identity is a vicarious mechanism used to increase pride and self-concept, used to enhance a

person’s public image by displaying an affiliation with a positive source (i.e., a successful team,;
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see Cialdini et al., 1976); it leads to greater collective group esteem amongst those sport team

fans (Wann, 1994). Subsequently, sport team fans more influenced by geography and family

who use the sport team to replace these identity affiliations should exhibit more positive
psychological outcomes than those who do not. Conversely, sport team fans choosing their sport

teams because of media popularity tend to be less strongly identified (Gearhart & Keaton, 2011)

and low sport team identification is associated with a disinclination for displaying sport team

identity in social situations. In other words, “fair-weather” sport team fans are not as committed
or invested, and therefore are not as likely to proclaim their affiliations publically or to
experience the psychological health benefits exhibited by more strongly identified sport team
fans (Wann & Branscombe, 1990). Accordingly, these hypotheses are forwarded:

Hia: Sport team identity formation factors of player performance, team or player
characteristics, family, and geography are positively associated with
psychological effects.

Hp: The sport team identity formation factor of media popularity is not associated
with psychological effects.

Path B: Link between Identity Formation and Self-Categorization
Many studies suggest that sport team identity factors are associated with commitment and
involvement with a sport team. Team or player characteristics, social indicators such as family
or geography, and sport team success have all been found to differentially relate to sport team
identification. Previous research has identified the links between self-categorization and identity
strength, and it is intuitive that these conceptual variables are highly related (Wann et al., 2000).
Therefore, sport team or sport organization characteristics (Sutton, McDonald, Milne, &

Cimperman, 1997), social indicators such as family and geography (Gearhart & Keaton, 2011),
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and player performance (Wann et al., 1996) should all affect self-categorization and the

subsequent magnitude of that identification.

On the other hand, sport team fans who formulate sport team identity on account of the
popularity or success of the sport team alone are inclined to be less strongly identified (Gearhart
& Keaton, 2011). Weak or nonexistent sport team identification is not associated with a
tendency to perform sport team fan identity publically and these individuals are not as
psychologically connected (Wann & Branscombe, 1990). Therefore, the following hypotheses
are advanced concerning sport team identification processes, self-categorization, and strength of
identification:

Hn: Sport team identity formation factors of player performance, team or player
characteristics, family, and geography are associated with more frequent self-
categorization as a sport team fan and stronger sport team identity.

Hp: The sport team identity formation factor of media popularity is not associated
with more frequent self-categorization as a sport team fan or stronger sport team
identity.

Path C: Link between Identity Formation and Communicative/Physiological Outcomes

Other important behavioral and physiological outcomes of sport team identification and
the ways in which it was formulated have been isolated. These connections to sport teams lead
to various effects as a result of viewing sporting events, and highly identified sport team fans act
differently both affectively and behaviorally in response to spectatorship than non-sport team
fans (Gantz & Wenner, 1995) or mere spectators (Zillmann & Paulus, 1993). For instance,
affective responses to spectatorship influence consumer satisfaction, and these types of

individuals are more likely to repurchase merchandise (Mano & Oliver, 1993; Oliver, 1993;
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Westbrook & Oliver, 1991), attend live events, and be more motivated to discuss their

experiences via word-of-mouth communication (Oliver, 1994).

Both positive (Raney, 2003; Zillmann, Bryant, & Sapolsky, 1989) and negative (Gearhart

& Keaton, 2011; 2013; Keaton & Gearhart, 2013) reactions to sporting outcomes have been well

documented and sport team identification has been found to have a dominant influence on many

types of affective responses such as anger, discouragement, frustration, irritation, anger, grief,
hostility, joy, and satisfaction (Madrigal, 1995, 2003; Wann & Branscombe, 1992; Wann,

Royalty, & Rochelle, 2002). Moreover, sport team fans who are influenced by sport team

popularity, image, and success in their identification process are less prone to attend games when

the team is losing (Baade & Tiehen, 1990; Becker & Suls, 1983) because the phenomena ceases
to raise their esteem in the eyes of others (Heider, 1958). Consequently, they are less likely to
experience affect because they have protected their egos by removing the negative stimulus of
the losing team. Therefore hypotheses are posited to answer questions concerning the effects of
sport team identity on communication and affective outcome variables:

Hip: Sport team identity formation factors of player performance, team or player
characteristics, family, and geography are positively associated with observable
affective and communicative behaviors in response to sport team spectatorship.

Hip: The sport team identity formation factor of media popularity is not associated
with observable affective and communicative behaviors in response to
sport team spectatorship.

Path D: Link between Self-Categorization and Psychological Outcomes
Previous studies have also undertaken to measure the extent of how highly or lowly

identified or self-categorized a sport team fan is (Capella, 2002; Wann, 2002; Wann &
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Branscombe, 1993; Wann et al., 2000). Self-categorization itself can be a nominal or ordinal
variable often measured using dichotomous yes/no scales or count data. Another facet, however,
is the strength of that resultant sport team identity. As noted, sport team identity is often used to
enhance a person’s public image by displaying an affiliation with a positive source (i.e., a
successful team; see Cialdini et al., 1976) and sport team identity essentially leads to greater
collective group esteem amongst more strongly identified sport team fans (Wann, 1994).

As noted previously, many other researchers have measured the effects of sport team
identification on a variety of psychological outcome variables, such as reducing feelings of
depression and estrangement (Branscombe & Wann, 1991), enhancing feelings of belonging, self
worth, positive psychological health (Wann, 2006b), and a person’s public image (Cialdini et al.,
1976). Sport team identification also leads to greater collective group esteem amongst those
sport team fans (Wann, 1994). Stronger identification, then, leads to more positive
psychological outcomes, but self-esteem has also been associated with how quickly individuals
self-categorize, which is an indicator of identity strength (Wann et al., 2000). Therefore:

Hy: Self-categorization as sport team fan and strength of sport team identification are
positively associated with psychological effects.
Path E: Link between Self-Categorization and Communicative/Physiological Outcomes

A communicative perspective of sport team identity maintains that the self does not
create an identity unaided, but through communication with others in an interactive, mutual
process of corroboration and/or disagreement (Martin & Nakayama, 1997). In other words, after
identities are created, they become salient when messages are exchanged between individuals;
they are negotiated, reinforced, contested, performed and progressed through communication in

interpersonal situations (Collier, 1994). Communicator style and performance of identity in

18



other contexts is easily extrapolated to sport team fandom. Sport spectatorship can impact
behavioral responses in the forms of communicatively avoidant and verbally aggressive acts
(during spectatorship), which also impact communicative and behavioral responses of other
attendees (M. C. Duncan, 1983; M. C. Duncan & Brummett, 1989; Gantz, 1981; Hemphill, 1995;
Wenner & Gantz, 1989). In particular, these preferences in reaction to sport teams are often
negatively aggressive, even involving outright hostility (Branscombe & Wann, 1992; Gearhart &
Keaton, 2011; Wann & Branscombe, 1992).

Examples of aggressive acts include Infante and Wigley’s (1986) verbal aggression
behaviors such as yelling and/or obscenities. It is interesting that Gottman’s (1993) discussion of
contempt applies to negative communication behaviors at sporting events. Individuals may roll
their eyes at controversial calls that go against their teams, furrow their brows, or clench their
teeth. Additionally, they also show signs of verbal contempt through sarcasm, ridicule, and
taunting. The relationship between sport consumption and communicative output has been
documented in the form of verbal aggression (taunting opposing fans, yelling at players and
coaches, shouting obscenities) and communicative avoidance (Gearhart & Keaton, 2011; Wann
et al., 2001). Therefore, individuals’ strength of sport team identity should display an
association to these types of socially undesirable communicative output:

Hs: Strength of sport team identification is positively associated with contempt in the
form of aggressive and avoidant communicative responses to sporting outcomes.

Social identity is reinforced when individuals share characteristics such as knowledge,
tradition, values, behaviors and feelings acquired through shared sport team fandom. These
characteristics allow sport team identification to become a part of self-concept along with others

such as age, sex, biological sex, occupation, nationality, religion and political affiliation. Similar
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communicative patterns should emerge as individuals discuss, fortify, dispute, endorse and
expand their self-concept through sport team identification and therefore traditions, customs,
values, behaviors, feelings and communication patterns should also become evident.
Communicative outcomes are affected by socialization and self-concept and in turn influence
behavior. Hence, a variety of communicative responses should prove to be affected by sport
team identification. Therefore, not only should aggressive and/or avoidant reactions result from
strong sport team identification, but others involving self-esteem, well-being, satisfaction, and
other affective responses such as sadness or grief (Branscombe & Wann, 1991; Madrigal, 1995,
2003; Raney, 2003; Wann, 1994, 2006a, 2006b; Wann & Branscombe, 1992; Wann, Carlson, et
al., 1999; Wann et al., 2000; Wann et al., 2002; Zillmann et al., 1989). Therefore:
Hs: Strength of sport team identification is positively associated with joyful and
sad communicative responses.

Other outcomes of sport behavior are also crucial, such as affective outcomes positive in
nature (Sloan, 1979; Zillmann et al., 1989) and potentially harmful (Branscombe & Wann, 1992;
Gearhart & Keaton, 2011; 2013; Keaton & Gearhart, 2013b; Wann & Branscombe, 1992).l
Additionally, the way in which the causes and effects of sport team fandom are associated with
physiology is an important part of the equation. Increased levels of physiological arousal have
been demonstrated to have an association with spectator violence (Branscombe & Wann, 1992),
in particular the change in diastolic and systolic blood pressure from pre to post-viewing of a
sporting event. Lowly identified sport team fans experienced no change while highly identified

sport team fans did. Arousal also predicts derogatory attitudes towards rival fans. These

IReferring to emotions as positive and negative refers to a continuum and not an assignment of
value. These labels should be distinguished from those assigned to positive or negative
behavioral or psychological outcomes.
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observations point to the fact that individuals who strongly incorporate sport teams into their
self-concepts can experience heightened physiological responses, which also indicate a tendency
towards emotions associated with arousal such as anguish, anger, and excitement (Lovheim,
2012). Because of the aforementioned associations between sport team identification, out-group
bias (an indicator of self-concept and self-categorization), spectatorship motives, and
physiological arousal, the following hypothesis is posited:
Hy: Emotions associated with increased physiological arousal—anguish, anger and
excitement—are positively associated with self-categorization as a sport team fan.

And lastly, because this study examines communicative behaviors in social contexts, it
would be remiss not to surmise about sex-based displays of verbal and nonverbal
communication. Women are typically socialized in the US to be more pleasant and conciliatory
from fear of exclusion (see Brown & Gilligan, 1993) and differences in expressions of contempt
have been found to be highly observable (Underwood, 2004). Women are more likely to convey
anger and contempt nonverbally and men have been found to be more defensive and less
expressive (Carstensen, Gottman, & Levenson, 1995).

However, factors involving sport have not always aligned with these findings about sex-
based communication. Sport team identification has not been found to be different between men
and women either in its factors of influence (Wann et al., 1996), its magnitude (Wann et al.,
2002), its effects on self-esteem (Wann et al., 2000), or its influence on post-game affect (Wann
et al., 2002). On the other hand, there have been notable differences in fan motivation, with men
more influenced by eustress, self-esteem, escape, entertainment, and aesthetics, while women

were more swayed by family in their tendency to follow sport (Wann, 1995). Hence, because of
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The first generated scale of sport team identity formation contained five subscales. The
measurement scale represented the data well in replication, y?(199) = 334.21, p < .000, CFI =
.96, SRMR = .09, RMSEA = .05, CI90% = .04, .06, with the factors displaying satisfactory
reliability estimates: Media Popularity (o = .90), Geography (o = .85), Family (o = .85), Team
Characteristics (o = .84) and Athletic Performance (o = .86). Inter-factor correlations were again
moderate to high and significant. This scale was termed the Causation of Sport Team
Identification Scale (C-STIS).

The second scale of psychological factors also fit the data well, x°(87) = 208.83, p < .000,
CFI = .96, SRMR = .09, RMSEA = .07, CI190% = .06, .08. Internal consistency was exemplary
for all three factors, which were named: Self-Actualization (o = .91), Commitment (o = .93) and
Investment (a = .86). Inter-factor correlations were again significant. This scale was dubbed the
Sport Team Psychological Commitment scale (STPC).

Reliability estimates were satisfactory for all of the latent constructs for the three
measurement scales across two datasets, and the theoretical groupings replicated across both
independent data samples. These results provide evidence that the developed scales are at least
generalizable to the settings in which they have been administered.

Table AA.1: Scale items and reliability coefficients for developed scales

Causation of Sport Team Identification

Media Popularity (a =.91/.90)
| chose my favorite team because they receive a substantial amount of national television
coverage.
| chose my favorite team because they receive a substantial amount of national newspaper
coverage.
| chose my favorite team because they are popular.
| chose my favorite team because they receive a substantial amount of radio coverage.
Geography (a =.80/.85)
| follow my favorite team because | attended school in the same city or state.
| chose my favorite team because it is close to a school I now, have, or hope to attend.
| chose my favorite team because | live or have lived in or around the area.
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(Table AA.1 continued)

Causation of Sport Team Identification

I have to support this team because it is located in my hometown or university.
I chose my favorite team because of geographical reasons (like town, city, or state this team
represents and/or I live in or around the area).
Family (a = .89/.85)
I chose my favorite team because older family members follow this team.
I chose my favorite team because my immediate family follows this team.
One of the reasons for being a fan of the team is that my family members are fans of the team.
I have been a fan of my favorite team since childhood.
I chose my favorite team because extended family members (e.g., cousin, aunt/uncle,
grandparents) follow this team.
I chose my favorite team because my parents and/or family follow this team.
Athletic Performance (o = .86/.86)
Watching a well-executed athletic performance is something I enjoy.
I enjoy a skillful performance by the team.
I am a spectator of sport because of sport competition.
I enjoy watching a highly skilled player perform.
Team Characteristics (o = .81/.84)
I chose my favorite team because I like their reputation/image.
I chose my favorite team because the players have good attitudes, are motivated, and/or
demonstrate a high level of sportsmanship.
I follow my favorite team because I like the league the team represents.
I follow my favorite team because I like their cohesiveness and unity.

Sport Team Psychological Commitment

Self-Actualization (o = .92/.91)
Being a spectator of my favorite sport helps me to reach my potential as an individual.
Being a spectator of my favorite sport helps me to develop and grow as a person.
Being a spectator of my favorite sport helps me to accomplish things I never thought I could
accomplish.
Being a spectator of my favorite sport makes me feel that I am a successful person.
I am a spectator of sport because of helps me grow as a person.
Commitment (o =.92/.93)
I have stopped following a favorite team because of lack of knowledge about the sport.
I have stopped following a favorite team because I stopped playing the sport.
I have stopped following a team because they were over-rated and/or too successful.
I have simply switched allegiance to another team.
I DISLIKE my favorite team's players, and/or coaches.
I have stopped following a sports team because I simply lost interest.
Investment (o = .86/.86)
I continue to be a fan of this team because it would be very stressful for me to openly
discontinue my association with this team.
I continue to be a fan of this team because it would be psychologically hard to switch my
attachment to another team.
I continue to be a fan of this team because I do not want to lose the monetary and
psychological investments I have made in being a fan of the team.
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(Table AA.1 continued)

Sport Team Psychological Commitment

I continue to be a fan of this team because it would cost me too much to become a fan of
another team.

NOTE: Reliability coefficients are listed for both of the independent datasets used to 1) refine
and 2) test the scales.
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APPENDIX B: BEHAVIORAL CODING MANUAL

Coding Instructions for Presence of Verbal and Nonverbal Behavioral Outcomes of Sport Team
Spectatorship: Happiness, Sadness, Anger, and Disgust.

Introduction
This manual is designed to help you code types of verbal and nonverbal communicative
behaviors involving happiness, sadness, anger, and disgust.

Method

In the spring semester of 2012, participants were asked to watch highlights and lowlights of the
2011 LSU Tigers football season. The video highlights and lowlights together lasted
approximately 9 minutes, and the participants were recorded while they were watching the
videos.

Some participants were alone while they watched, and some were with other participants while
watching.

Yet others were in the room with a confederate posing as either an LSU fan or a non-fan. A
confederate is someone that is pretending to be a participant, but is really a research assistant.
The participants do not know that the confederate is not actually a participant. When the
confederate is present, it will be noted and you will not code that person for behaviors.

Your Task

Your job is to watch the recordings—once for each participant—and indicate the extent to which
each participant exhibits each type of behavior while watching the highlight and lowlight videos.
You will have a coding sheet designed to allow you to note when each instance occurs.

Following this introduction are specific descriptions of verbal and nonverbal communicative
behaviors involving happiness, sadness, anger, and disgust, as well as a coding rubric you will
use while watching each participant. You are strongly encouraged to reference a copy of the
detailed description while you are coding each recording.

Types of Behaviors

There are four major types of behavior we will be identifying. There will be both verbal and
nonverbal expressions of each of these behaviors.

1) Happiness
a. Definition: Happiness is a state of well-being characterized by pleasant emotions
ranging from contentment to joy.
b. Cheering or praising the team, its players, or its coaches may verbally indicate
happiness.
c. Smiling, clapping, whooping, laughing, jumping up and down, or cheering may
nonverbally indicate happiness.
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2) Sadness
a. Definition: Sadness is emotional pain associated with disadvantage, loss, despair,
helplessness, or sorrow.
b. Sadness may be expressed verbally, such as “This season made me sad.”
c. Crying or moaning may nonverbally indicate sadness, as well as other acts such as
burying head in heads, covering one’s face, pouting, or sighing.

3) Anger

a. Definition: Anger is a participant’s interpretation of having been offended,
wronged, or denied. It is a strong emotional response to provocation and may lead
to withdrawal or antagonism (Videbeck, 2006).

b. Verbal indicators of anger may be verbal aggression (such as profanity, attacking
self-concept of others, name calling, threats, resentment, shouting angrily, and a
tendency to be more critically outspoken (Infante & Wigley, 1986).

c. Loud sounds (groaning in or growling in frustration), gritted teeth, obscene or
hostile gestures, and intense brooding stares may indicate nonverbal aggression.

4) Disgust

a. Definition: Disgust is an aversive reaction that involves withdrawing from a
person or object with expressions of revulsion, generally associated with things
that are unclean, inedible, infectious, gory, or offensive (Cisler, Olatunji, Lohr, &
Williams, 2009).

b. Verbal expressions of disgust may involve an aversion to one’s self, one’s own
team, or the rival team, describing them in terms that make them aversive.

c. Nonverbal expressions of disgust may include a crinkling of nose, turning away,
or covering of eyes, nose, or ears.
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Coding Sheet for Behavioral Responses to Sport Team Spectatorship

Coder: Participant ID#: Total Video
Length:
In VLC, first identify how long the video is. Divide the video into even quarters, (e.g., an 8
minute video would be 2 min, 2 min, 2 min, 2 min) and code each segment independently.
Please ensure you have finished coding each section before moving on to the next section. Refer
to the coding rubric below to make your choices. PLEASE MAKE SURE THAT THE MID
POINT OF THE VIDEO IS WHERE THE HIGHLIGHTS END AND THE LOWLIGHTS
BEGIN.

Section 1 (TIME: to -- ends with Ware’s TD run)
Happiness: 0 1 2 3 4
Sadness: 0 1 2 3 4

Anger: 0 1 2 3 4
Disgust: 0 1 2 3 4

Section 2 (TIME: to this point should end with Saban)
Happiness: 0 1 2 3 4
Sadness: 0 1 2 3 4

Anger: 0 1 2 3 4
Disgust: 0 1 2 3 4

Section 3 (TIME: this point should begin with Saban to ends
with “what it means to your father”)

Happiness: 0 1 2 3 4
Sadness: 0 1 2 3 4

Anger: 0 1 2 3 4
Disgust: 0 1 2 3 4

Section 4 (TIME: to )

Happiness: 0 1 2 3 4
Sadness: 0 1 2 3 4

Anger: 0 1 2 3 4
Disgust: 0 1 2 3 4
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CODING INSTRUCTIONS/RUBRIC

The Coding Process
1. Review the behavioral descriptions for happiness, sadness, anger, and disgust.
2. Take a clean coding sheet and write your name on the Coder line.
3. Write the participant # on the participant line (their student ID#).
4. Divide the video into four equal parts and record the times for each section on the coder

sheet.

5. Begin watching video of participant (on the VLC media player). At the end of each
section, indicate the extent to which each participant exhibited happiness, sadness, anger,
and disgust.

6. You will watch the video once for each participant observed. You may rewind the video
as many times as necessary. For instance, if the first participant is 894692944 and you
see he is the participant on the video wearing a blue hat and a yellow shirt, you will
watch the video once to record the behaviors of 894692944 and ignoring the others on the
video. Then you will repeat for the other participants, each time focusing on only one
participant at a time.

Please rate the participant’s verbal and nonverbal behavior on the following cues using a five-
point scale:

Happiness

0 — NO cues associated with happiness were present (NO smiling, laughing)

1 — participant smiled a LITTLE, but was not animated, with NO laughter

2 — participant smiled, laughed, but did NOT move around or use gestures

3 — participant smiled, HEARTILY laughed, cheered, used gestures like fist pumps to express
happiness

4 — participant smiled, HEARTILY laughed, cheered loudly, stood up, clapped at the TV or
interacted with other participants (high fives, hand shakes, back pats, etc).

Sadness

0 — NO cues associated with sadness were present (no indication of emotional pain, loss, despair,
helplessness, sorrow)

1 — Participant indicated a LITTLE sadness, such as verbal expression, tone of voice (whining,
plaintive, desperation), covering one’s face, pouting, frowning, or sighing.

2 — Participant indicated SOME sadness, such as verbal expressions, tone of voice (whining,
plaintive, desperation), covering one’s face, pouting, frowning, or sighing.

3 — Participant indicated a moderate amount of sadness, such as verbal expressions, tone of voice
(whining, plaintive, desperation), burying head in heads, covering one’s face, pouting, frowning,
or sighing.

4 — Participant clearly exhibited a lot of sadness, such as verbal expressions, tone of voice
(whining, plaintive, desperation), burying head in hands, covering one’s face, pouting, frowning,
sighing, rocking back and forth, or moaning.
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Anger

0 — NO cues associated with anger were present (NO profanity, fist clenching, arm-crossing,
attacking self-concept of others, name calling, threats, gritted teeth, obscene or hostile gestures,
or intense brooding stares.)

1 — participant showed a LITTLE anger, but was not animated, with profanity, fist clenching,
arm-crossing, attacking, name calling, or obscene and hostile gesturing).

2 — participant used some profanity, fist clenching, arm-crossing, name-calling or gritted teeth,
but did NOT move around or use gestures

3 — participant used profanity, name-calling, fist clenching, arm-crossing, obscene gestures, or
intense stares.

4 — participant LOUDLY used profanity, fist clenching, arm-crossing, name-calling, obscene or
hostile gestures, intense stares, or attacked others verbally.

Disgust

0 — NO cues associated with disgust were present (NO turning away, NO expressions of
revulsion, NO nose crinkling, NO head shaking)

1 — participant showed A LITTLE disgust such as mild head shaking, but was not animated, with
NO turning away

2 — participant some disgust such as facial expressions, uncomfortable laughing/smiling, head
shaking or mild verbal expression, but did NOT move around or use gestures

3 — participant crinkled nose, turned away, expressed in clear terms their revulsion, turned away,
expressed discomfort with CLEAR laughing/smiling, and shook head from time to time.

4 — participant crinkled nose, turned away, expressed in INTENSE terms their revulsion, turned
away, expressed revulsion about video to other participants or to camera, expressed CLEARLY
with a lot of uncomfortable laughing/smiling and head shaking.

*#*[n addition to observation, sometimes you will just intuitively feel that someone is expressing
his or her emotions. That is OK, a lot of coding is based upon this intuitive process.

*#%*]t is possible for arm crossing to be perceived as disgust if accompanied by additional
indicators such as sighing or head shaking.

***keep in mind that heart rate goes up for happiness, sadness, and anger, and slows down
for disgust.
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Happiness (+)

Smiling
Laughing
Clapping
Cheering
Fist pumping
High fiving
Hand shaking with other fans
Back pats

Anger (+)

Swearing/profanity
Fist clenching
Jaw clenching
Arm-crossing
Attacking others verbally
Name calling
Obscene gestures
Hostile gestures

Intense, brooding stares
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Coding Matrix

Sadness (+)

Tone of voice
Whining
Wailing

Covering face
Pouting
Frowning
Sighing

Rocking back and forth
Moaning

slouching

Disgust (-)

Turning away
Nose crinkling/grimace

Head shaking

Uncomfortable laughing to cover up discomfort
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Chair, Institutional Review Board
DATE: February 7, 2012
RE: IRB# 3238
TITLE: A Multitrait-Multimethod Examination of Sport Fandom and Communication

New Protocol/Modification/Continuation: New Protocol

Review type: Full ___ Expedited X Review date: 2/7/2012
Risk Factor: Minimal __ X Uncertain ______ Greater Than Minimal_____
Approved X Disapproved

Approval Date: 2/8/2012  Approval Expiration Date: 2/7/2013

Re-review frequency: (annual unless otherwise stated)

Number of subjects approved: 480

Protocol Matches Scope of Work in Grant proposa;: (if applicable)
By: Robert C. Mathews, Chairman

PRINCIPAL INVESTIGATOR: PLEASE READ THE FOLLOWING -
Continuing approval is CONDITIONAL on:

1. Adherence to the approved protocol, familiarity with, and adherence 1o the ethical smndards'of the Belmont Report,

and LSU's Assurance of Compliance with DHHS regulaions for the protection of human subjects*

2. Prior approval of a change in protocol, including revision of the consent documents or an increase in the number of

subjects over that approved.

3. Obtaining renewed approval (or submittal of a termination report), prior to the approval expiration date, upon request

by the IRB office (irrespective of when the project actually begins); notification of project termination.
4, Retention of documentation of informed consent and study records for at least 3 years after the study ends.

5. Continuing attention to the physical and psychological well-being and informed consent of the individual participants,

including notification of new information that might affect consent
6. A prompt report to the IRB of any adverse event affecting a participant potentially arising from the study.
7. Notification of the IRB of a serious compliance failure,
8. SPECIAL NOTE:

*All investigators and support staff have access to copies of the Belmont Report, LSU's Assurance with DHHS, DHHS

(45 CFR 46) and FDA regulations governing use of human subjects, and other relevant documents In print in this office

or on our World Wide Web site at hitp./Awww.lsu.edufird
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VITA

Shaughan was born Shawn Alan Keaton, the first child of Linda and Verl, Jr., in
Millersburg, Ohio. He was active as a writer at an early age, and this love influenced the
direction of his education: Shaughan took a BA in English from the University of Central Florida
(go Knights!) in December of 2002 and an MA in English-Literature on a fellowship from the
same school in May of 2004.

Shaughan was active in the Orlando music scene, playing such notable venues as the
House of Blues and Hard Rock Live, and went on two tours around the country during and after
his time at UCF. He also taught ethics and psychology at Full Sail University for four years
before deciding that he wanted to do behavioral and social research. At that time, he applied to
schools, got accepted to LSU, put in his notice, and moved to the strange new land of the
Louisiana bayou, much to everyone’s surprise.

Shaughan published numerous articles and received awards and top papers during his
tenure at LSU, where he will be granted a Doctorate of Philosophy in May of 2013. Where he

will go next is as unknown as it is exciting.
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