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Introduction 

"Oh, come on Ref. He was offside!" 

This might be a typical cry that you could expect to hear from a 'one-eyed' 

Cantabrian. Canterbury Rugby supporters are well known in New Zealand for their 

sole devotion to 'their' rugby team. In fact, it would be fair to say that rugby is a 

unique sub-culture. Fans attending games adorn themselves in rugby jerseys and face 

paint and believe that their team is 'invincible'. 

Sports are becoming increasingly important in our society. Audience sizes are huge. 

For example, the 1999 United States - China women's World Cup soccer match drew 

crowds of 90,185 and had an estimated 40,000,000 viewers in the United Sates 

(Soccertimes.com, 1999). As a result, associated sports property is becoming 

increasingly expensive. For example, the Texas Rangers, an American Baseball team, 

were sold for $US250 million in 1999 (Meroney, 2000) and the NBC network paid 

$US456 million for the American broadcasting rights to the 1996 Olympic Games in 

Atlanta (Kinkema & Harris, 1998). 

Many studies have investigated different aspects of fandom. For example, studies 

have theorised or investigated attendance at sports events ( e.g. Hansen & Gauthier, 

1989, 1993; Wakefield & Sloan, 1995; Wakefield, Blodgett & Sloan, 1996; Schofield, 

1983), fan satisfaction (Madrigal, 1995), spectator aggression (e.g. Guttmann, 1986; 

Wann & Dolan, 1994; Wann, 1993; Wann & Branscombe, 1992; Bryant, Zillmann & 

Raney, 1998), level of identification with a team (e.g. Wann & Branscombe, 1990, 
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1993; Branscombe & Wann, 1991, Wann & Dolan, 1994), fan behaviours relating to 

self-esteem (e.g. Cialdini, Borden, Thorne, Walker, Freeman & Sloan, 1976; Snyder, 

Lassegard & Ford, 1986), the characteristics of sports fans (e.g. Smith, 1988, 1989; 

Meier, 1989; Gantz & Wenner, 1995), the mood of sports fans (e.g., Hirt, Zillmann, 

Erickson & Kennedy, 1992; Sloan, 1979; Wann & Branscombe, 1992) and 

psychological motivations of fans (e.g. Kahle, Kambara & Rose, 1996; Guttman, 

1986; Wann, Schrader & Wilson, 1999; Wann, 1995; Sloan, 1979). However, there 

have been few attempts at creating a typology of sports fans. 

Fans are a diverse group, ranging from the 'fair weather fan' to the 'die-hard fan'. 

People follow sports for the excitement and anxiety, social reasons, beauty of the 

movement in sport, self-esteem and the entertainment they get from it and even to 

facilitate gambling (Wann et al., 1999) to mention just a few. With all these different 

motives, sports marketers must have a hard time trying to target different groups of 

fans. A typology of sports fans based on different levels of fan motivations would 

provide sports marketers with valuable information. 

Lee and Zeiss (1980) created an eight-fold typology of sport consumers. However, 

its focus is on the frequency of baseball consumption rather than the psychological 

motivations of fans, it excludes fans that consume the sport indirectly, is based on 

only one sport, baseball, and uses 'brief interviews' to collect data which are unlikely 

to draw in-depth information from participants. 

One rare qualitative study by Holt (1995) focused on how fans consume baseball 

games. His study provided valuable insight into how fans consume but less emphasis 
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was placed on their motivations for doing so. Furthermore, he collected data through 

observations, which is unlikely to uncover the reasons why people are sports fans that 

might be elicited by asking the fans to respond to this question themselves. It is also 

limited to fan attendance of baseball games. 

Other studies have investigated the personality of sports spectators based on the 

Myers-Briggs Type Indicator (MBTI). Schurr, Ruble and Ellen (1995) assessed the 

differences between college students attending and those not attending a college 

basketball game based on various demographic factors as well as personality types 

from the MBTI. Lane, Montgomery and Cashel (1998) tested students enrolled in 

health, physical education, or leisure classes for differences in personality types. Both 

studies found differences in personality types, yet they still failed to create a typology 

based on the psychological motivations of fan involvement. 

Alternatively, other studies do investigate the psychological motivations of sports 

fans, yet do not provide a typology. For example, Wann et al. (1999) identified eight 

motives: eustress - the excitement and anxiety that often accompanies sport 

spectating, self-esteem, escape, entertainment, economic, aesthetic, group affiliation 

and family motives. However they did not create a typology. 

Another study, by Kahle et al. (1996), used findings from a focus group and Kelman's 

functional theory of attitudinal motivation to construct and test a model of fan 

attendance at college football games. They found that spectators are primarily 

motivated by a desire for a unique, self-expressive experience, camaraderie and 

internalisation. Compliance and obligation were antecedents to camaraderie, and 
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identification with winning and self-definition were antecedents to self-expression. 

These findings are useful but have several limitations. Firstly, this study excludes 

fans who do not attend games. Secondly, it did not build a typology of sports fans. 

Thirdly, five out of seven of the scales used in their questionnaire did not have 

Cronbach's Alpha's with at least Nunnally's (1978) recommended value of .7 and the 

aforementioned constructs were only able to measure 30% of the variability in past 

attendance. It is also arguable that the scales used did not match the overall constructs 

that they were supposed to describe. Lastly, larger than usual focus groups of 

approximately fifteen students were used to gather the qualitative data and may prove 

too large to gather in-depth psychological motivations from sports fans. 

The aim of this thesis is to build a typology of sports fans that would be helpful in 

assisting sports marketers serve the needs of different types of fans more 

effectively and add to the literature on fan motivations by using a qualitative 

research method which allows participants to offer their own reasons as to why 

they are sports fans instead of forcing responses. 

This will require focusing on all types of sports fans, including those that attend and 

those that do not attend games, fans of all types of sport and a general mix from the 

population in order to create a full typology. 
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Literature Review 

The typology of fans that was created in this thesis was based on six constructs. The 

level of involvement refers to the level of involvement with the sport as a fan. The 

level of participation describes whether the participant has played the sport and the 

level at which they have played. Social needs refer to the strength of the need for 

belonging and the need to comply with the norms of a reference group. Identification 

is a measure of how much participants are attached to a team and the level of 

importance they place on winning. Excellence describes an appreciation of the skill 

and the aesthetic beauty in a sport. Lastly, sex appeal refers to participants' 

perception of the sexual attractiveness of the athletes playing the sport. These six 

constructs are now discussed in richer detail and following that is a table summarising 

the typology created in this thesis. 

Level of Involvement 

Involvement is a motivational state that affects the extent and focus of consumers' 

attention and comprehension processes (Celsi & Olson, 1988). This implies that more 

involved fans pay more attention to the sport and information about that sport. 

Involvement ranges from low, characterised by inertia, to high, characterised by a 

passionate intensity for objects that carry great meaning to the individual (Solomon, 

1996). 

More involved sports fans (relative to those who are less involved) were measured as 

those who watched most games and invested more time and money into consuming 

aspects of a sport. 
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Level of Participation 

Participation is simply the level at which fans have personally played the sport. 

Individuals who are actively involved with sport as a fan are also likely to be active as 

a participant (e.g. Schurr et al., 1985; Guttmann, 1986; Wann, 1997). It could be that 

the sport becomes part of a participant's identity and because they can relate to it 

personally, they become a fan, or alternatively, a person might start playing a sport 

because they already follow it as a fan. Either way, those that play the sport are likely 

to be a fan. 

Furthermore, it is intuitive that the level of participation in a sport drives a person's 

knowledge of the rules and tactics. For example, a person who has played the sport 

competitively would probably have a greater knowledge of the finer details of the 

game than somebody who has never played the sport. 

Participation is measured as: competitive - those who have played a sport on a regular 

basis, either currently or in the past, to a competitive level; social - those that have 

played the sport as a social game, or infrequently; and none - those who have never 

played the sport. 

Social Needs 

Social needs are defined here as the need to share experiences with other people from 

one's reference group. One component of social needs is the need for belonging. 

Many studies have tested or argued that a group affiliation motive for being a fan 

exists (Branscombe & Wann, 1991; Gantz & Wenner, 1995; Guttmann, 1986; 

Melnick, 1993; Sloan, 1979; Smith, 1988). By becoming a fan of a sports team, an 
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individual is able to share their experiences with other fans of the same team. They 

can become attached to and identify with something larger than themselves, such as 

other fans or even a nation. (Wann et al., 1999). People may be sports fans because 

they want to spend time with their family (Gantz, 1981; Gantz & Wenner, 1995; 

Guttmann, 1986), which is also a form of 'need for belonging'. 

This need is demonstrated by spectators that use their experiences with the game to 

entertain each other (Sherry, 1990, cited in Holt,1995) and by the observation that 

they communicate information to each other for the purpose of socialising rather than 

the communication of specific information (Holt, 1995). 

Another component of "social needs" is compliance. Individuals strive to meet others 

expectations, in order to receive rewards or avoid punishments (Bearden, Netemeyer, 

& Teel, 1989). Sloan (1979) hypothesises: 

"that a member of a community or organization may have to live with a de facto association 

to a team simply because they are elements of the community. They may have to overtly 

accept the association as a result of normative pressures or comparative influences within 

the community (Schafer, 1969) or of possible complementary pressures from external 

"opposition" groups." 

This is supported by Kahle et al. (1996) who argue that consumers attend sporting 

events in order to comply with a reference group's norms, even though they may not 

have a strong private desire to attend. These researchers also found some support for 

an indirect link from compliance to attendance at college football games. 
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Social needs were determined on whether participants preferred to watch in a group or 

by themselves, the size of the group, the type of people they watch with, whether 

other people improve the enjoyment of watching the game, whether they talk about 

the sports with other people and whether they watch a game to fit in with other 

people's interests and values. 

Identification 

Identification is something that identifies a person or thing (Collins, 1991). Here, 

identification is defined as the self esteem that a fan gains from either allegiance to 

the team itself (a die-hard fan) or from the glory of winning (a fair weather fan) and 

this relationship is moderated by the level of identification with the team (Wann & 

Branscombe, 1990). 

Identification with winning is among the strongest individual motivation for sports 

viewing (Wenner & Gantz, 1998) and Cratty (1973) suggests that fans are fickle, 

fawning upon an athlete one day and withdrawing their support when the athlete 

loses. 

Cialdini et al. (1976) found that there is a "tendency for people to publicise a 

connection with another person who has been successful", or to bask in the reflected 

glory (BIRG), even though they themselves had in no way caused the source's 

success. People also have a tendency to decrease their association with unsuccessful 

others, or to cut off reflected failure (CORF) (Snyder et al. 1986). BIRGing and 

CORFing may enhance self-esteem (Cialdini et al., 1976; Sloan, 1979) or protect the 

self-image (Snyder et al., 1986). 
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Hirt et al. (1992) found that the outcome of a game affected fans' current mood state 

and their self-esteem; a win had a positive effect and a loss had a negative effect. In 

fact, fans whose self-esteem is tied to winning may find it difficult to enjoy watching 

their team perform unless their team is victorious (Wann et al., 1999). 

Another component of identification is identification with a team where fans can 

boost their self-esteem through identification with a team regardless of team success 

(Branscombe & Wann, 1991; Wann & Dolan, 1994). Self-esteem gains may be due 

to feelings of belonging and attachment to a larger social structure (i.e. in-group fans) 

(Branscombe & Wann, 1991; Melnick, 1993). Sloan (1979) argues that there are 

numerous reasons that team fans could constitute a very cohesive group and noted 

that "some fans always admitted their association with the team, even in a loss, 

suggesting a stronger bond to the team than with winning." 

Fans with a higher level of identification with a team assess their own abilities more 

positively after a team success and less positively after a team loss (Hirt et al., 1992), 

are more inclined to see fans of their team as being special (Wann & Branscombe, 

1993; Wann & Dolan, 1994), will internalise team successes and externalise team 

failures (Wann & Dolan, 1994) and are more likely to BIRG and less likely to CORF 

than lowly-identified fans (Wann & Branscombe, 1990). 

Attachment to a team may be expressed as a result of parochialism or patriotism. 

Patriotism is based on love, caring, and attachment for one's nation (Bar-Tai, 1993; 

Kosterman and F eshbach, 1989) and affects individuals' self-concept (Bar-Tai, 1993) 

and the formation of their core selves (Bar-Tai and Staub, 1997). Extreme 
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identification may be shown in the form of nationalism. This is an attachment to a 

nation characterised by a desire for national superiority that involves dominating or 

bettering other nations (Worchel and Coutant, 1997). 

Identification was assessed based on things like whether the participant would 

continue watching if their team kept losing, how important is it that their team won, 

how they feel after a win or loss, how winning or losing affects what they talk about 

with other people, they type of game they watch (i.e. club, regional or international) 

and whether they would watch games that their team wasn't playing in. 

Excellence 

Excellence is the quality of being exceptionally good (Collins, 1991). For sports this 

is characterised by extremely skilful play or the aesthetic value 

It is intuitive that some fans may be motivated to watch sports for the excellence of 

the skill levels. Holt (1995) describes how fans account, evaluate and appreciate the 

sports play. For example, he states that there are "positive emotions such as feelings 

of excitement and awe in reaction to a spectacular diving catch" or "anger at a poor 

throw by an outfielder" (pg. 6). 

The aesthetic value in sports is also a component of spectators' appreciation of 

excellence. Many researchers argue that sport has aesthetic qualities (e.g. Duncan, 

1983; Smith, 1988; Guttmann, 1986; Sloan, 1979). It "symbolically appeals to the 

viewer's need for beauty, precision, and harmony" (Duncan, 1983) and spectators can 

appreciate the skill in movement (Michener, 1976, cited in Sloan, 1979) or the 
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"dance" or beautiful skill in sports (Leonard, 1974). Furthermore, it is argued that the 

aesthetic qualities can be appreciated, regardless of whether the fan's team wins or 

loses (Leonard, 1974; Sloan, 1979). 

Skill was assessed from determining what makes a game exciting, whether 

participants enjoy the skill, what they are thinking when they watch the game, how 

much of the tactics they understand and their own skill level as well as determining 

their appreciation of the aesthetic value of the sport. 

Sex.Appeal 

Sex appeal is defined as sexual attractiveness (Collins, 1991) and refers here to the 

sexual attractiveness of the athletes. It is widely accepted that "sex sells" in 

advertising, so why not in sports as well? Numerous studies have found that both 

maies and females appear to pay more attention to, or prefer, advertisements featuring 

attractive models, particularly those of the opposite sex ( e.g. Baker and Churchill, 

1977; Peterson and Kerin, 1977; Simpson et al., 1996). One study found that 18 year 

olds were more likely to like, want to date and ask out physically attractive 

individuals, regardless of how attractive they were personally (Waister, 1966). 

Furthermore, attractive individuals receive more attention than non-attractive 

individuals (Kleck and Rubenstein, 1975). Why else does Anna Koumikova continue 

to make much more ,money than other professional women tennis players in product 

endorsements (Stamler, 2000), even though she is ranked only number eight in the 

world (Espn.go.com, 2000b) at the time of writing this paper and has never won a 

tournament (Espn.go.com, 2000a)? She has endorsement deals worth over $10 

million with Adidas, Charles Schwab, Athlete Direct and Berlei, and has recently 

12 



signed a racket endorsement deal with Y onex, which is said to be the biggest in 

women's tennis (Sportsforwomen.com, 2000). 

Sex appeal was assessed based on whether the participant appreciated watching 

mainly attractive athletes of the opposite gender play sport, the type of sport they 

watch and why. 

Typology 

The following table shows the proposed typology, which identifies six fan-types: The 

Player, The Patriot, The High-Achiever, The Socialite, The Friend and The Voyeur. 

It was based on the main motivations found to influence people to be fans: level of 

involvement, level of participation, identification, excellence, social needs and sex 

appeal. 

Player Pahiot High- Socialite Friend Voyeur 

Achiever 

Level of High Med to Medium Medium Various Low 

Involvement High 

Level of Competitive Various None or None Various None 

Participation Social 

Identification Medium High Low Low Various Low 

Excellence High Medium High Low Various Low 

Socia] Needs Low Medium Low High High Low 

Sex Appeal NIA NIA NIA NIA NIA High 

This typology will be discussed shortly, but first the methodology, which was used to 

gather the data, will be described. 
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Methodology 

Overview 

The best way for exploratory research on fan motivations to be obtained is to ask 

people why they are sports fans without giving them pre-determined responses to 

choose from. Instead research on fan motivations has jumped from reviews straight to 

quantitative studies and could therefore have failed to uncover all the possible motives 

that an exploratory study based on a qualitative research method that does not 

constrain respondent's responses might have done. 

The aim of a qualitative research interview is "to elicit respondents' ways of thinking 

about the issues with which the qualitative researcher is concerned, so that there is 

usually a preference for minimising the degree to which they are constrained" 

(Bryman, 1995, p147). This type of research method was deemed to be appropriate 

for the purposes of uncovering the psychological motivations behind fandom. This 

thesis used a qualitative interview based around the Zi\1::ET® technique. 1 The 

advantages of this technique are now outlined briefly. For a fuller description and 

argument of the benefits of Zi\1::ET®, please refer to Zaltman and Coulter (1995). 

Zi\1::ET® is based on the premise that most human communication is non-verbal 

(Knapp, 1980; Seiter, 1988; Weiser, 1988; Birdwhistell, 1970). Zi\1::ET® is a patented 

research technique, which involves a one-on-one interview with respondents who 

bring pictures to the interview. The task of collecting pictures and the interview is 

now discussed. 

1 Interview question guide is available on request. 
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Data Collection 

Participants. Posters were placed in ten fitness centres around Christchurch. 

Participants were offered $20 to participate in the study. Equal numbers of male and 

female participants were interviewed and a range of ages was sought. Data collection 

was completed after 16 interviews, when no new information was being uncovered. 

Pre-tests. Several pre-tests were conducted prior to the final data collection in order 

to thoroughly train the researcher in the correct interviewing techniques and to 

customise the ZMET® technique to this project. 

Procedure. 

• Picture Collection. After the participants had contacted the researcher, they were 

sent detailed information about collecting pictures. They were instructed to gafher 

"eight pictures that represent your thoughts and feelings about being a sports fan". 

These pictures could come from any source, including photographs, magazines, 

books, newspapers and catalogues. An interview was scheduied for five to ten 

days later and lasted approximately two hours. Participants were contacted one or 

two days before their interview to confirm their understanding of their task. 

• Interview. The interviews were conducted in a private room at the University of 

Canterbury and were recorded on audio and videotape. Each interview took 

approximately two hours to complete (including building the summary image). 

The following techniques were used in the interview: 

L Storytelling. Participants explained why they chose their pictures and 

laddering was used to elicit constructs and metaphors. 

2. Missed Issues and Images. Subjects were asked to describe any further 

pictures that they would have liked to have brought to the interview that would 

help them describe their thoughts and feelings about being a sports fan. 
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3. Kelly Grid Technique. Three pictures were chosen randomly and 

participants were asked to describe how "any two are similar and yet different 

from the third as they relate to how you think and feel about being a sports 

fan." Further laddering techniques were used. This was repeated with another 

three randomly chosen pictures. 

4. Photoprobes. Participants were asked to think a little differently about a 

picture chosen by the researcher. They were asked to "widen the frame of the 

picture" and describe "what might enter the picture that would help me 

understand how you feel about being a sports fan." They were also asked to 

describe their own or others thoughts and actions if they placed themselves or 

others in the picture. This was repeated with another picture, only this time 

participants were asked to "imagine that this picture is one in a series ... that 

tell a story about you feelings about being a sports fan. What are the pictures 

that come before and after it?" 

5. Sensory Images. Participants were asked to use their other senses to describe 

their thoughts and feelings about being a sports fan. These included: the 

sound, not the sound, the taste, not the taste, the colour, not the colour, the 

smell, not the smell, the touch, not the touch, the emotion and not the emotion. 

6. Vignette. After being given a few minutes to think about it, participants were 

asked to create a one to two minute video or short story that represented their 

thoughts and feelings about being a spons fan. They were told that the setting 

was a party and that the actors included themselves, their friends, and a sport 

or two (e.g. rugby or tennis) where the sport was personified and could talk 

and act just like a person. 
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7. Summary Image. Selecting the images that best expressed the ideas 

discussed in the interview, participants created a collage using PhotoPaint™ 

(and the help of the researcher) to summarise their thoughts and feelings about 

being a sports fan. These collages were created in the University of 

Canterbury Management Department Library and afterwards they recorded a 

verbal statement, which explained the image. 

The researcher and participant had privacy during this entire process. Only data 

derived from steps 1, 4, 5 and 7 will be discussed in this thesis as these steps were 

found to provide the richest information. At the end of the entire interview, 

participants were thanked, signed a confidentiality agreement, filled in a brief 

demographic questionnaire and received $20 for their participation. 

Data Analysis 

Each interview was transcribed2 in order to preserve information. Every participant 

was analysed for two to four (approximately) different sports, and it was assumed that 

it was possible that any person could be a different type of sports fan for different 

sports. Themes were identified for each sport for each respondent and then each 

participant was then categorised on each theme as low, medium or high. The 

typology was created by comparing and contrasting responses and by grouping 

participants together based on their dominant motivations. Data analysis took place 

during and after data collection, in order to take advantage of opportunities to follow 

up on insights before interviewing was completed and to draw insights from the data 

in its entirety. 

2 Transcripts are available on request. 
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Typology 

There were six fan-types and one sub-type foun.d. These are described according to: 

level of involvement, level of participation, identification, excellence, social needs 

and sex appeal. 

THE PLAYER 

Players are comprised of people who watch a sport that they have played 

competitively, either currently or in the past, because they can personally relate to it. 

They are particularly interested in watching skilful play. 

Players are highly involved as fans, place medium importance on identification, high 

importance on excellence and low importance on social needs. Sex appeal is not a 

motivation for watching the sport. 

The Player was formed from six participants plus a sub-type, 'the Psychologist' 

( discussed later), which grouped another three. The Players were: Samantha, who has 

been playing squash for ten years, including playing competitive provincial juniors, 

and is currently in the Canterbury Women's team; Helen, who had begun training for 

a body sculpting competition in May 2001 (six months hence) for eight weeks when 

her interview took place, but had been looking at bodysculpting since January (7 

months); Paul, who used to compete in motorsports at the Stage 1 level in South 

African regional competitions before he ran out of finances, and was also involved in 

commentating for the different motorsport events; Nancy, who has been playing 
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soccer smce she was 14 (approximately 16 to 25 years) and has represented 

Canterbury (at regional level); David, who has played cricket from when he was 10 to 

18, including being in a couple of representative teams, but has since stopped due to 

time constraints and injuries; and Roger, who is in his school rowing team and 

competes in the nationals. 

They make an effort to watch most games and search for information on the sport. 

Nancy: I keep in touch with who's at the top of the competition locally and with the top 

grade, which I don't play in anymore, and I'm interested in supporting women's football in 

general and I am involved. 

Inte1viewer: Do you watch it as much as you can? 

Nancy: Yes. If there's any games on out<;ide that time that I'm playing myself I will go and 

watch ... We attended all the Youth World Cup games that were on in Christchurch in 

November last year. 

Nancy: I read the newspaper for their results on a twice-weekly basis. I know they play 

Sundays and Wednesdays so I look in the paper or listen to the TV. If any soccer comes on 

the news I would drop everything and watch. 

Players follow top athletes because they are a form of motivation. They take an 

interest in memorabilia associated with that athlete and pay particular attention to any 

of their games. 

David: I've got little things at home, like old cricket card sets from the 1930's ... and you 

read about him and ... you've just got to respect him ... If there's something there I'll take 

interest in it .. .If I get something given to me, I'll take interest in that. And especially so if 
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it's Don Bradman's ... He is literally the greatest cricketer that's ever lived. So I mean 

that's something that fascinates me to think that he took the game to a different level. 

Helen: I've read articles on ... [Lisa Masson] and I have pictures of her as a ... role model. 

Inte,viewer: Why do you follow her in particular? 

Helen: Because she's been Miss Universe in that. She's made it to the top, so she 

obviously presented herself well to get there. So, that's why I'd model myself on her. 

The main reason that they follow the sport is because they have played it 

competitively and can relate to it. Their knowledge of rules and tactics is very high as 

a result. When they watch the sport they may picture themselves actually playing it 

and compare the play to their own level. 

Paul: I follow sports in general... motorsports is a bigger one because ... I've been a 

competitor ... You're watching how they go through it, especially if it's a track I've raced 

on. You know which lines to take, coming to a corner; there's always a right and a wrong 

one. If he's taking the wrong line you'll know immediately ... you'll be able to picture 

yourself and know he's in the wrong line. 

Players brought in pictures that demonstrated the importance of a sport because they 

play it. For example, the first picture Samantha showed was of an airport. This 

signified the travel to national and international games, and road trips that she does as 

an actual player. Nancy brought in a photo of herself playing soccer. She said: 

Nancy: I'm a fan of my own sport. Soccer's been the number one sport in my life since I 

was 14 and I still play. I just love getting out there on a Sunday morning and kicking a ball 

around. It's the one thing that's been constant right through all those years. 
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During Photoprobe exercises where Players were asked to place themselves in the 

picture, they were more likely to identify themselves as one of the athletes than the 

other fan-types. 

Roger: I'd like to think I'd be in the winning boat. 

Paul: [I would be] on the widestand. 

Helen: [I would be] alongside the gold medal team. 

Players also mentioned that they appreciate the hard work that the athletes have put in 

because they can relate to that personally. 

Samantha: You're just amazed by it all, because you play and you know how hard they've 

worked to get there ... because I play squash and I know the hard work that's 

involved ... There's a lot of hard work involved that people that don't play sport and just 

watch it don't appreciate. 

Helen (on cycling, another sport that she is personaily greatly involved inj: I like going 

hard out and if I see other people going hard out I can appreciate what they're doing, where 

they're coming from ... I think it's like empathy, maybe I have more rapport for them, 

knowing that they've worked really hard to achieve where they've got to. 

Due to the fact that Players have the knowledge to understand the finer points of the 

game, they are intensely interested in watching highly skilled play and they use it as a 

motivational tool for their own play. 
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Inte,viewer: If you were watching ... [body sculpting], what would you be thinking? 

Helen: I'd be looking at form and poise, it'd be the whole skill, it's not so much skill but 

that's like perfection. 

David: I still take interest in Australia, because ... they're the best cricket team in the world 

so ... You take interest in who's the best.. .. because they are the best in the world, they set 

the standard. So you look at that and think 'where is New Zealand in' comparison to 

that?' ... Because you always take your mark from the best person. 

Inte1viewer: Do you watch to improve your own skill? 

Samantha: Yeah, 'because you know how good you are, and you know how good they are, 

and when you watch them you're like "wow". 

Inte1viewer: So something to aspire to? 

,Yamantha: Yeah ... 

Interviewer: So you're concentrating quite hard on the game here, like more so than in 

rugby? 

Samantha: Yeah. I can appreciate the game more and I'm more interested in the game 

because I know, because I play ... If the player plays a good shot, you're wondering how 

they did that. 

Players follow a sport for their own interests rather than to conform to the values of a 

reference group. They also don't have a large preference to watch the sport with 

others and some may even find it preferable to watch the sport by themselves so that 

they can focus fully on the game without distractions. 

Nancy: If it was my favourite team in an FA Cup final, I would prefer to watch it on my 

own so that I could concentrate more on it. If it was a game that I really really wanted to 

see and it was somebody that I was strongly supporting and I was watching it on TV, I'd 
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prefer to be on my own or maybe with one or two other people. But not in a party situation, 

you're likely to miss some. 

As Players are so interested in watching excellent skill, they may sometimes watch 

games where their team is not playing and can appreciate skilled play from the 

opposing team. 

The Psychologist 

The Psychologist is a sub-type of the Player. Just as people are motivated to watch 

dramas or talkshows, observing athletes' emotions is a strong motivation for some. 

For example, the phenomena of 'people watching' is something people do purely 

because they like observing other people's emotions and trying to guess what they are 

thinking_ Although this idea is not exactly the same, Zillmann et aL (1979) touched 

on this phenomenon. They argue that the conditions necessary for a great drama are 

similar to those at a sports game. 

"The threat of impending disaster, for exampie, produces suspense in watching a sport 

contest just as it does in a suspense movie. And as appreciation of drama tends to increase 

with the degree of suspense (cf. Zillmann, Hay & Bryant, 1975) so presumably does the 

appreciation of sport contests. Seeing a liked player struggle with a tough rival not only 

should be more suspenseful, but should also liberate more enjoyment than the safe play 

against a weak opponent. But independent of tensions during a match and their effect on 

the affective reactions to the final outcome, there can be little doubt that the elements of 

human drama surrounding a sport contest are salient factors in the determination of the 

spectator's enjoyment or disappointment." 
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Comisky et al. (1977) and Bryant, Brown, Comisky and Zillmann (1982) who also 

touched on this concept provide further support. They found that commentary 

contributes most to the enjoyment of a televised sports event where opponents are 

perceived as hated rivals rather than as good friends or as neutral and commentaries 

that stress violence provide more entertainment than commentaries that de-emphasise 

violence. 

The Psychologists in this study were: Simon - a very successful competitive 

participant in aerobics and who has also completed a few cross country running 

events in the New Zealand army; Tony - who has run for ten years, mostly road 

running with some marathons; and Phil - who has participated in small to medium 

triathlons. 

The aspect that makes Psychologists a unique type of Player is that they like to 

observe the emotions of the athletes, especially their 'mental toughness'; how an 

athlete responds to other athletes and the pressure on them to perform. They can 

partially relate to the emotions that the athletes are going through due to their own 

competitive participation. They enjoy seeing the different expressions on the aihietes' 

faces, watching their behaviour and wondering and hypothesising what the athletes 

are thinking. Individual sports lend themselves to being followed by Psychologists 

more than team sports. 

lnte1viewer: What's the purpose, the enjoyment you get from ... [the Olympics]? 

Tony: Rwming matches are tough ... there's tactics there, there's a fair bit of jostling on the 

track ... your heart goes out to those that have tried hard and failed or those who have 

done ... better than they expected. It's very transitory but I still like to watch it ... I've had to 
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run a couple of 1500s and I know it's hard ... I like admiration and a feeling of sadness for 

people who've failed ... [A] Kiwi guy ... [in a] walking race ... crawled to the line ... [and] 

knows he's a failure for the rest of his life ... I wouldn't like to share that emotion. 

Phil: I think you're looking for different things in that kind of sport. You're looking for 

determination within individuals and to see the look in their eyes, the mental aspect that's 

going on. 

Interviewer: The thing that interests you about them [the athletes] is? 

Simon: Their mental toughness ... because at international level,just about anybody can do 

the job ... The teams that win are the teams that have the mental toughness ... It's not who's 

the most talented, it is honestly who wants it enough. 

Simon: As they go across the front you can virtually pick who's going to win it. Just from 

looking at their faces. 

The reason that that Psychologists are interested in the emotions of the athletes and in 

particular, the mental toughness, is because they can relate to it. They have been 

involved in the sport themselves and can appreciate the hard work, physically and 

mentally, that is necessary to compete. 

Interviewer: So following the mental toughness is important. Why? 

Simon: A lot of it probably goes back to when I was growing up. I was absolutely hopeless 

at sports .. .I couldn't kick, pass or do anything. But when I found aerobics, it was 

something that I could do and I could do exceptionally well and I wasn't gifted at it at the 

start, I was just really mentally tough that I could do this and do it better than most other 

people I know in New Zealand. And so I worked my arse off to make sure that became a 

reality and I had nothing but a passionate belief and I know everybody else at the 

25 



international level, the people that win, they are probably technically as good as anybody 

else, but the thing that puts them above is their mental toughness ... The [interest in] mental 

toughness would be a result of my own competing, before that I used to think that people 

that won were just good. I had no idea of the background and the training that went into it 

and how ml311tally tough you had to be to succeed in the international level and that's why I 

follow it with such a passion. 

The Psychologist uses athletes as a motivational tool. 

Simon: I use people like Wayne Smith, Todd Blackadder, people who have also lost a fair 

bit as well as won, as a motivational tool for me. But the people who are always at the 

cutting edge and are always on top of their game, I would like to try and work out how they 

can continue while some of the others walk away. 

THE PATRIOT 

Those individuals that have a high level of patriotism for their city, provmce or 

country will follow a sport, particularly the country's national game, simply to 

support their city, province or country. Winning is very important to them and this is 

why they also love the friendly rivalry between teams. 

Patriots have a medium to high level of involvement and vanous levels of 

participation. Identification is a highly important motivation and excellence and 

social needs are of medium importance as motivations. Sex appeal is not a 

motivation. 
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Five Patriots were identified in this study; Samantha, Phil, Anna, Pam and Nigel. It is 

very interesting to note that they are all Patriot fans of rugby, New Zealand's national 

and most popular sport. 

Patriots range from those who have never played the game to those that have played 

competitively. This is reflected in their knowledge of the rules; those that have 

participated have a higher knowledge of the rules than those who haven't. Their level 

of involvement in following the sport ranges from medium to high. Notably, Patriots 

do own some merchandise showing their attachment to their team. Surprisingly 

though, they do not publicly exhibit their national pride to any great extent, e.g. they 

do not paint their faces in their team's colours at the game. They also have so much 

respect for their team that they would not wear a replica All Black (the New Zealand 

national rugby team) jersey. 

Intetviewer: When you go to a game do you wear jerseys and scarves and stuff? 

Phil: Not really, I could never buy a jersey, you know how you can buy replica jerseys .. .I 

think you earn the jersey to put it on. I've got an All Black cap. And I've worn that, since 

I've had it, about a. year or so, when the Adidas guys came out ... so I bought a cap. 

Interviewer: Have you ever painted your face? 

Phil: No. 

lnte,viewer: Do you dress in black when you go? 

Phil: I have in the last year or so because that's become a bit of a theme ... so that's about 

the closest thing fve got to black is this thing (the top he is currently wearing), but I have 

noticed myself wearing it. But as far as buying a replica jersey in a shop and actually 

putting it on, I just can't quite. 
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Patriotism is the dominant motivation for Patriots. They may have no interest in the 

actual sport itself but instead feel an attachment to the team, or an internal feeling of 

obligation to support the team because the team represents their country, province or 

city, of which they are fiercely proud. 

Phil: I really enjoy rugby, but All Black rugby, to me, is pretty important. It's our national 

game. It's part of New Zealand's culture. It's part of my culture ... 

Pam's first picture was of the All Blacks and represented the patriotic side of the All 

Blacks and supporting New Zealand sports teams as a whole. 

Pam: I think any sport if it's New Zealand against someone else, I'd always watch. If 

something came on TV, it doesn't matter if it was soccer, I'd never go to a club match but 

if New Zealand was playing on TV I'd probably watch it. Or if it was in town I'd go to a 

New Zealand match ... It comes down to that pride in who I support, in that if it's New 

Zealand or Otago anything, it's probably going to take precedence over an Aucklander 

playing somebody. Unless the Aucklander's representing New Zealand. 

During a Photoprobe exercise, Samantha v=✓as asked to place herself some\~1here in her 

picture of a crowd of supporters. She said: 

Samantha: I'd be in there. I'd probably be wearing something that had New Zealand on it, 

because it's a very international tournament, so I'd want people to know I was a Kiwi. 

And in another Photoprobe exercise she said: 
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Samantha: You're just an individual where it's tbe. team that matters, you'd do anything for 
j • • l 

the team. Like Josh Cornfield, he had to come off, you know he's fit enough. It's a pride 

thing as well. He's proud to wear the jersey and he wants the team to win. So there could 

be strapped legs and cuts and bruises all over him; lots of sweat. 

Their level of national pride is further shown by their comments about the Haka. 

Nigel: It give you pride and gives you a way to identify as a New Zealander. 

Patriots may be interested in the game itself and in the skill of the athletes, but even 

for top level games they are more likely to watch those games where their country is 

playing than games where two highly skilled teams from other countries are playing. 

The importance of national pride to Patriots can be further demonstrated from their 

comments that arose from the 'sensory images' exercises. Patriots said that the colour 

that represented their feelings about being a sports fan was black because "New 

Zealand wears black" (Samantha), the sound was the National Anthem as it represents 

their "national pride" (Nigel) and the emotion is: 

Phil: that patriotism ... appeals to you. And being a little country like New Zealand, it tends 

to make you feel more, stand up a little taller and want to be counted. 

Patriots are also highly emotionally affected by the outcome of a game that their 

country has played in. If their country wins a game they are overjoyed and elated, but 

if their country loses a game they are very disappointed. Having their team win a 

game is one of the dominant reasons that they follow the sport. In fact, the Patriots 
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found in this study needed to evaluate their country so positively that they were 

nationalistic. Anna represented the elation of winning as a picture of a crowd of 

supporters screaming, with raised hands and their fists punching in the air, with one 

man jumping. She represented the pain of losing as a man nailing his hand into the 

wall and also with a picture of the Titanic sinking. Anna's summary image is shown 

in figure 1. 

Anna: That's that sinking feeling when you've lost or you think your team is losing. 

Probably more like in the middle of a game ... and your team might have been performing 

really really well and then slowly but surely it's slipping away from them. They've hit that 

iceberg, and the other team's hit them and that's it, they're losing it big time, and you've 

been on a big high thinking "yes, we're going to win" and then ... sinking down in despair 

thinking "we're going to lose, we're going to lose, we're going to lose" and we do. 

Phil expressed how he feels when his team loses: 

Inte,viewer: How long does it upset you for? 

Phil: I think if we lose and we've played reasonably well.. .it's not so bad ... but if we lost 

like this game [the French-Ali Black 1999 game], that was bad. I was in a state of 

depression for as much as I could be depressed, for about three or four days over a game of 

rugby. Other guys "it's just a game Phil". Jeez I could've hit that fella one day there. That 

was a game that we had in the bag ... and then all of a sudden a couple of bounced balls and 

a couple of penalties and ... [the French] are in the lead ... That meant a lot as a sports fan. 

That took a lot of getting over for me. 

Nigel claimed that the taste that represented his feelings about being a sports fan was 

"Sweet if it's a victory and bitter if it's a loss." 
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Figure 1: A Patriot's (Anna) summary image. Clockwise from the top: The boat represents the sinking 

feeling of her team losing; the man nailing his hand into the wall represents the pain and agony of 

losing; the queue of people is the length she would go to, to get a ticket for a game; the group of people 

together represents the need for belonging which is fulfilled by watching a game with other people; the 

New Zealand flag represents her feelings of patriotism; the picture above that represents her fulfilling a 

dream by watching a game at Wembley stadium; and the man jumping up in the air represents the 

elation of winning. 
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In fact, they feel wins and losses personally, to the extent that it affects their self

esteem. This is reflected in their language; they usually say "we won/lost" instead of 

"they won/lost." 

Patriots also may feel that winning is important because they may have influenced the 

outcome of the game through their support. 

Interviewer: What exactly is it about winning that you like? 

Nigel: The pride thing again, being better than the rest of the [world], New Zealand being 

on the map ... it boosts the morale. As a fan you might have been to some of the games, you 

might have influenced the result, not directly, but indirectly by maybe sending a fax, being 

to a game, cheering them on, and when they do win finally ... that you've had some wee ... 

On the whole it appears that Patriots place an average level of importance on 

compliance and belonging as reasons for following the sport; less than Socialites and 

more than Players or High-Achievers. 

It is intuitive that people who follow a sport for feelings of national pride may do so 

in part out of a need to comply with the values of their reference group. 

Nigel: You can talk about ... [the game] at work afterwards, "did you go?" Maybe someone 

ran on the field naked. "Oh, did you see that?" "I was there." Something to talk about. 

Interviewer: Does it make you feel more part of it? 

Nigel: Yeah. Part of it is community, especially if it's a local team. You feel part of it. 
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Anna: I would go to more Canterbury games than I would All Black games... I think 

probably because in Canterbury it is such a big thing and it is, proud to be a 

Cantabrian ... everywhere you go there's red and black around. They really get into it. 

Another aspect of patriotism is that it can satisfy the needs for belonging, love, and 

esteem proposed in Maslow's (1954) motivational theory. It helps create unity, 

cohesiveness, solidarity, and mobilisation (Bar-Tal and Staub, 1997). Therefore it is 

intuitive that when watching the sport that these fans would want to share the 

experience with like others in order to maximise the feeling of unity for which they 

watch. 

Anna: I would prefer to have other people there than watch by yourself because it gets a bit, 

it's not so exciting ... I'd kind of feel a bit lonely just sitting there ,vatc.hing it when there's 

no one else around, and you can't really, as much as you can jump up and down you seem a 

bit stupid. 

An important reason why Patriots are attached to their team and are drawn to winning 

is because they love the friendly rivalry and banter that goes on between the fans of 

the different teams. Not only does it help to create in-group unity, but Patriots also 

love the rivalry because they feel it brings everybody closer, including the fans of the 

opposing side. Whilst referring to the emotions of winning and losing, and the 

supporters of the opposing team, Anna said: 

Anna: ... it's quite good though because then you've got that competitiveness as well. 

Interviewer: How much of that competitiveness do you like? 
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Anna: Lots of it, it's good. I love it ... Just that competitive nature, it's like an international 

thing that people can relate to and talk about sport, like talking about the weather really as 

well ... I suppose it breaks down the barriers ... 

lnte,viewer: Can you tell me what sort of things we're talking about when we say 'rivalry'? 

Anna: Like jeering at each other and going "your team's useless." Just banter I 

suppose ... it's got to be friendly, definitely, yeah .... To be clean, and no :fighting, and 

niggling. 

Samantha: Without the rivalry the games aren't going to be the great games that they are. 

Like if you don't have any respect for the opposition then why watch the game. 

Samantha represented this concept with a picture of the world. 

Samantha: Sports, the universal language. It doesn't matter where you come from, sports is 

like a level playing field ... There's not many things that can bring everyone together, that 

everyone can identify with, like the English language, that's pretty universal but not 

everywhere. Whereas there's probably very few countries who don't play some sort of 

sport. 

It is likely that they become interested in the game itself and the skill of the play due 

to exposure over time. 

Two of the Patriots in this study had high levels of interest in the skill of the play. 

However, both of these Patriots had extensive experience with the sport; one being a 

physiotherapist and the other a coach. For the general population, however, it is 

reasonable to argue that Patriots would only be moderately interested in the skill of 
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the play, and predominantly follow the game for feelings of pride in their country and 

strong attachment to the national team. 

THE IDGH-ACHIEVER 

The High-Achiever watches the skill level of the play and imagines that they have 

those skills, or uses it as motivation to achieve highly at things that are relevant in 

their lives. They also appreciate the aesthetic beauty of the sport. Furthermore, they 

tend to watch individual sports as opposed to team sports. 

High-Achievers have a medium level of fan-involvement, do not play the sport or 

only play it socially, have low identification with the team and winning, are highly 

interested in watching excellence in sports, have low social needs and are not drawn 

to the sexual attractiveness of the athletes. 

The following participants were fans of these sports in a High-Achiever role: Susan -

basketball, Suzi - Olympic gymnastics, Helen - yachting and basketball, Anna -

tennis, and Adam - boogie boarding. 

High-Achievers have a medium level of involvement with the sport; less than Players 

do. They would go out of their way to watch the sport, but wouldn't be too upset if 

they missed an event. They don't really follow athletes within the sport to a great 

extent, but might know the names of some athletes. As non or social participants in 

the sport, their knowledge is low for those who have not played and medium for those 

who are social participants. 
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Similar to Players, High-Achievers are highly interested in the skill of the play. They 

may not possess full knowledge of all the rules in order to observe the game as closely 

as Players may, but they do appreciate the high level of achievement or perfection of 

the athletes. They would also be more inclined to follow finals because they perceive 

the skill level to be much higher. 

Those that have played the sport socially emphasised the skill of the athletes as the 

dominant reason that they followed the sport. They mentioned words such as 'high 

achievement' or 'perfection'. 

Helen: I can also admire grace in sports, like gymnastics, I really like gymnastics and ice 

skating, figure skating, I can also really appreciate that but it's not an adrenaline sport, it's 

probably a perfection sport. I think maybe I like perfection in sports., In gymnastics I iook 

for energy and drive because I think that's what gives me motivation and then I'd look at 

perfection. You can have lots of energy, I know people who do karate, they have lots of 

energy but no technique, so basically all they do is thump. You'd like them instead to 

punch you. You still need the energy to punch but the technique makes you appreciate it a 

lot more, takes it to a punch from a thump. 

Suzi showed a picture of John Walker to demonstrate this point. 

Suzi: I think he was like in the 60's or 70's he ran really fast. So this is to show physical 

excellence in excelling and doing really well at sport. Things like the Olympics I might 

switch 011 to see the best there is. 
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Meanwhile, those that have never participated in the sport mentioned aspects of 

beauty or grace. Susan brought in a picture of a snowfield and a skier coming over a 

jump to represent her enjoyment of the aesthetics of a basketball game. 

Susan: Speed must be an issue, and I think flow. Something to do with flow which goes 

into that aesthetic region ... there's that whole rhythmic thing ... It's an aesthetic thing, top 

athletes performing. It's just beautiful to watch... [Grace] is definitely an aspect. 

Especially when they're playing really well and they just sort of float up and get a goal. It 

just seems to defy gravity ... 

For the sound that represents Susan's thoughts and feelings about being a sports fan, 

she said: 

Susan: A stone being thrown into the water. Because ... you hear it glide through the air and 

pink in the water. It's a simple sound but quite distinctive ... It relates to basketball because 

it's a kind of parallel sound to say the ball going through the air and into the goal. 

She said the sound that doesn't represent her thoughts and feelings about being a 

sports fan was: 

Susan: Machinery operating in a factory because although that sound has a kind of 

rhythm .. .it's constant and unchanging, uniform. Whereas something about the sound of 

the stone throwing and plopping ... it's that flow thing, the rhythm. 

High-Achievers respect the skill of the athletes and wish that they could achieve that 

level of high performance. Their aspirations may not necessarily be in the form of 

being an athlete in the sport. They may use their observations of the skill of the 
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athletes as a form of inspiration in other aspects of their life. Guttman (1986), who 

suggests that a spectator may fantasise that they are the athlete or may model their 

behaviour on a sports idol, supports this. Susan brought in a picture of a young boy 

with his hands cupped near his chin to represent 'inspiration.' 

Susan: It's about the potentials within me to be manifest and fulfilled. There is a process of 

identification that I'm aware of watching sports people, or watching my particular sports 

I'm interested in and seeing them perform at a really high standard. It inspires me and I'm 

reflecting on that. Not directly as the game's being played, but it's more an experience that 

stays with me afterwards, an exploration.. . Seeing them perform to peak or excellent level 

in the area of their choice or natural talent. That serves as an inspiration, so I reflect on my 

life in the goals and directions and achievement that I want to occur but not as a basketball 

player ... 

lnte1viewer: It motivates you to do things that you want to do? 

Susan: In the sense of seeing other people perform or achieve, that I can also do that in 

areas that I'm interested in. 

When asked to place herself in a picture during a Photoprobe exercise, Suzi 

demonstrated her aspirations by saying: 

Suzi: What I would like to see would be me being the best at something like dancing or 

gymnastics or something really graceful like that. 

Like Players they also appreciate the hard work that the athletes put in. A picture of a 

pregnant black woman, standing in the middle of a huge field was used by Susan to 

demonstrate this. 
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Susan: ... physical strength, ... endurance and perseverance. She's poorly clad, bare foot, in 

the middle section of a pregnancy and I'm imagining that she's been working in the field 

and that speaks to me about endurance and physical strength and perseverance, and that's 

representing certain aspects of sport in terms of a basketball team ... It's about physical 

strength, but on that endurance and perseverance side. 

She went on to say that: 

Susan: Must be to do with this aspect of the rhythm and the flow, but to get into that there's 

a level of focus and precision to build up to that. You know, the hours of practice and 

technical development that have raised the skill to such a level that it seems like the flow. 

It seems like it's just natural, but actually, there's a lot of hard work. It's an 

appreciation ... I am recognising in the skill they have what it's taken to get there; an 

appreciation factor. 

Their appreciation of the hard work was reflected in their high level of respect for the 

athletes. 

Adam: They're awesome athletes ... [I have] complete awe of the level of skill that these 

particular people have. And they're an elite bunch that do this. Only a handful of people in 

the world can do this ... These guys have lived and surfed these things all their life. It's 

almost like being an astronaut. That's how far away they are from the normal people who 

surf ... I've got the utmost respect for the people that do it. 

As High-Achievers are so interested in the skill of the play and are in awe of the 

individual athletes, they place less importance on patriotism or following any 
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Figure 2: The summary image of a High-Achiever (Susan). Clockwise from the top: The young boys 

jumping represent the fun of sports; the skier on the skifield represents the aesthetic beauty of sports; 

the hurdler represents an appreciation of hard work; the young boy represents the inspiration that 

watching sports gives her in her own life; and the group of people around a campfire represents 

teamwork. 
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particular team. They would watch high-level games where the team that they 

support is not playing in simply because they appreciate the skill of the athletes and 

the game itself. Sloan (1979) suggests that those fans who follow sport for the 

aesthetic value "do not identify with a team, experience no victories or defeats and 

may actually go just to see a 'good' game"(pg. 256). For example: 

Jnte1viewer: Do you identify with the team yourself, with the Rams? 

Susan: No, I don't think so too much. Because they're the local team I know about them 

and have access to them, but say if it was two non-home teams playing, I'd still probably 

go ... I wouldn't even say I was a Rams' fan, I wouldn't describe myself in those terms, but 

I do really enjoy basketball. 

Helen: The rush for me is not seeing us win the America's Cup ... This year for example it 

wouldn't have mattered to me which team won, whoever, if the best sort of won. 

wlioever's got the best skill level or the best ability ,v:ins. So for me it's, o.k. New Zealand 

didn't win, I don't feel devastated. It just means our skill level wasn't up to the skill level 

of the opposing team so I don't feel a loss in that sense, it just means we have something 

more to work for. 

Jnte,viewer: You'd be happiest if the best person wins? 

Helen: Yeah. 

High-Achievers watch the sport for their own personal interest, not for compliance. 

They also prefer to watch it by themselves or with only a few people and find that 

watching it with others does not increase their enjoyment. This is because they are 

focused on the sport itself and are therefore not as interested in conversing with 

others. 
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Anna: I'd be quite happy watching a game of tennis by myself. I wouldn't put the same 

kind of emphasis on having other people around as I would watching rugby. 

For those participants that were High-Achievers for team sports, they mentioned that 

team unity was important to them. Susan, who chose a picture of a group of people 

around a campfire, demonstrated this. (Susan's ,3ummary image is shown in figure 2). 

Susan: I enjoy ... seeing teams play together and that team interaction and co-operation as a 

means of achieving a goal, which is probably winning the game, but even if they don't, the 

way they work together ... Working together, you know they'll place a ball somewhere and 

their person isn't there yet but then they are at that moment. So it's the unity of effort .. : 

Helen also mentioned the importance of team unity: 

Helen: T'ney're all working together to achieve a common goal. .. This \vould foster 

relationships with people and you're creating a network and you're appreciating each 

other's individual skills and abilities that you bring to that area. And that you all work 

together to create a ... positive outcome. 

THE SOCIALITE 

The Socialite will follow a sport to fit in with their friends, regardless of how 

interested they are in the sport itself. Their sporting interest is easily influenced by 

the behaviours of their reference group and society in general. They are simply 

interested in socialising with their friends and use sport as the medium through which 

to do this. 
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Excellence and identification are only of low importance to Socialites and sex appeal 

is of no importance. They are non-participants with a medium level of involvement 

and high social needs. 

There were four Socialites identified; Tony, Nancy, Suzi and Helen. They were all 

Socialites of the same sport, rugby. Rugby is New Zealand's national game and 

certainly it's most popular. Given that this is the case, it will become clear why these 

Socialites are all following the same sport. 

As the Socialite has never played the sport that they follow. Their knowledge of the 

rules of the sport is low. 

Tony: ... there should be a publication for armchair viewers such as myself. .. if you're in 

mixed company with other blokes, you can't tell them that [you don,t know all the rules]. 

Socialites do, however, have a medium level of involvement with the sport. They 

would make an effort to watch the 'main' games; those that their team is playing in. 

They v10uldn't be motivated enough to watch games where their team, either region 

or country, was not playing in. They also wouldn't be motivated enough to travel out 

of town to see a game for it's own sake and would not search for information on the 

sport, but may take a passing interest in information that comes their way. 

lnte1viewer: Would you ever go out of town to see a game? 

Suzi: If a group of friends said, "hey, let's go down to Dunedin to watch a game", yeah. A 

weekend away. But the game would just be a part of that. I wouldn't probably go down 

for the sole reason of seeing a game; it would be to have a weekend away. 
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Social needs are the dominant motivation for Socialites. .As rugby is the most popular 

sport in New Zealand, it makes sense that this is the sport that these people follow. 

They start following the popular sport so that they can fit in with the norms of their 

reference groups and feel the need to comply with their reference group's behaviours 

and interests so that they are accepted. 

Interviewer: What's your main reason for watching rugby? 

Helen: Enjoyment and that whole social acceptance thing. Everybody watches 

rugby ... You know how you can train yourself to like beer? When you first taste it, it tastes 

revolting, but everybody has it so you train yourself to like it. I think I've probably done 

that with rugby ... Probably a unity feeling as well, that whole belonging thing ... the fact is if 

you go to the pub and everybody's talking about the rugby match and you're the only one 

that's not ... "oh, I don't follow rugby" then you look a bit on the out. So it's that whole 

acceptance thing. 

This was further demonstrated by Suzi who brought in a picture of male suits to show 

that she perceives sport as "very manly" and that one of the reasons she watches sport 

is to fit in with her male friends. 

Suzi: I have to pretend to be one of the boys so that I would be accepted ... I don't go to that 

many games now because my friends now aren't big rugby fans, but if a game's on TV and 

I'm at a friends place or people around or whatever, I'll watch it then. I wouldn't go out of 

my way (to go to a game) unless like I said I suddenly started going out with friends who 

were rugby fans. 

In fact, Socialites may comply to the extent that they alter their behaviour to fit in 

with their peers. 
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lnte,viewer: Would ... [a win or a loss] affect your behaviour of what you do the rest of the 

night? 

Suzi: I guess, no, probably not. Unless I was with a group of :friends and all of them were 

so happy or so miserable at the outcome of the game that we'd want to either celebrate or 

commiserate or whatever. That might affect it a bit more. 

Interviewer: You personally? You don't? 

Suzi: Not personally, no. 

Interviewer: If the All Blacks were on a losing streak, would you keep watching them? 

Suzi: Probably not. No, I wouldn't. Unless you're with friends and everyone was like 

"let's watch the rugby", but I probably wouldn't bother. 

They need to watch the game with members of their reference group, in order to enjoy 

it. Suzi had a picture of"a group of peopie just sitting around laughing. She said: 

Suzi: .. .It symbolises :friendship and just being with :friends and having a good social time 

out. 

Inte1viewer: Am I correct in saying this is the main reason you watch rugby? 

Suzi: Yes. 

Interviewer: How less enjoyable is it to watch by yourself? 

Suzi: It's quite a bit less enjoyable. I have a hard time focusing and watching the whole 

[game]. That's why I'd only watch the last half-hour because I wouldn't be able to stay 

focused and sit there and watch the game for the whole 80 minutes. If there's :friends it's 

not a problem. You sit and chat and watch the game, have a few beers, whatever. .. The 

social thing is the main reason [I watch rugby]. If it wasn't there I probably wouldn't 

watch hardly any games at all ... 
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They tend to appreciate social aspects outside of the sport itself. They emphasise the 

importance of watching the sport for social enjoyment and during the game they are 

socialising with their friends. They might be making jokes and the game itself is 

peripheral to their enjoyment. Tony had a picture of a group of men having fun doing 

a Baka because it "epitomises blokes getting together and enjoying themselves." 

Inte,viewer: What's most enjoyable [to watch a game of rugby]? 

Tony: Three or four others ... the beer ... we can take the mickey out of each other ... it's 

because it's blokes together taking the mickey ... 

He also had a photo of young kids who are obviously enjoying themselves, with their 

hair all blown about and clinging to a piece of string. 

Tony: The key is that these kids are all out there, and there's a certain element of illicitness 

in it. These kids have got the day off school or they've pinched the day off school. .. and 

they're enjoying their company, and sport itself might actually be secondary to the 

pleasure. They're there enjoying themselves as a group and the environment around them 

is enough to give them pleasure and they might not even know who's playing what. 

Socialites also appreciate side entertainment at a game more than other fan types. 

Side entertainment might include cheerleaders, horses, fireworks, sponsor's 

promotions, mascots or musical bands at the games or humourous alcohol 

advertisements on the television. Socialites are more likely to paint their face and get 

into the social aspects of the crowd. 

Tony: I've organised things before ... The recreation side of... [organising sports] I found 

fairly important ... I want to see that as part of a game. 
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Interviewer: What other forms of social entertainment ... cheerleaders, beer ads ... appeal? ... 

Is that part of the appeal for watching? 

Tony: Yes, the pizzazz ... TI1at' s the sort of thing I like, the pizzazz that goes with it. .. while 

I don't actually go to matches I still don't mind seeing the audience ... to drive through town 

after a match, the whole city was celebrating, it looked marvellous; huge queues outside 

pubs, I quite like that. 

Suzi: ... cheerleaders is (sic) kind of interesting, you know I like dancing, so I'm checking 

out what they're doing. And if the band, if th0 music, I sort of bop along. If it's a 

Crusaders game I love those horses that go around. It's like "Yeah, go Canterbury." ... It's 

just like an added bonus. 

Socialites get some enjoyment out of the friendly rivalry between the fans of different 

teams. This inciudes banter, jokes, teasing and good-natured relations with the 

opposing team's fans. Unfriendly rivalry such as fighting or abusive remarks does not 

provide any enjoyment for Socialites. 

Suzi: If it's against Otago or Auckland, they're the two big ones that we really want to 

beat ... I guess it would have to be something close to home. If we were playing Italy or 

something, it wouldn't really mean much... With Otago we've got the whole sort of 

Southern unity thing. We're like, you know, sort of sibling rivalry and things, which is 

kind of nice... But with ... the big rivalry against Auckland, big city envy, whatever it is I 

don't know. 
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They do not aspire to be one of the athletes playing. 

Interviewer: Would you ever picture yourself on a rugby field? 

Nancy: No. Even if I lived my life again I wouldn't have chosen rugby. 

This is reflected in their descriptions of where they would place in a picture relating to 

rugby. Socialites put themselves in the crowd instead as one of the athletes. 

Nancy: Well, I wouldn't want to be an All Black so I'd be in the crowd I suppose or maybe 

behind my TV at home, watching. 

Suzi: Just in the middle of the crowd,just one of the crowd, enjoying everything. 

A quick glance at the pictures that Socialites brought to the interview, compared to 

those of Players or Perfectionists, indicates that they are not skill-based observers. 

For general pictures or pictures that related to rugby, Socialites brought in 

predominantly pictures that represented the sodal aspects of being a sports fan. For 

example, all the pictures that Tony brought in focused on the enjoyment and social 

behaviour of the fans. None of them symbolised the skill or hard work of the athletes. 

Picture 1: Female ball boys - people like to be linked with success; 

Picture 2: Todd Blackadder - hero-worshipping; 

Picture 3: Dad and kid- enjoyment of sports fans; 

Picture 4: Haka - involvement and enjoyment of spectators; 

Picture 5: Kids - enjoyment of spectators which is peripheral to the actual game; 

Picture 6: Kids welcoming back their hero - appreciating athlete's efforts; 
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Picture 7: Two boys supporting Tana Umaga (All Black) - enjoy seeing others enjoy a 

relationship with a sportsman; and 

Picture 8: Two women that knit - behaviour of other sports fans. 

When these pictures are contrasted against those that a Perfectionist or Player (who 

are interested in the skill of the athletes) brought in, it becomes clearer that Socialites 

are not nearly as interested in the skill as other sports fan types. For example, Susan 

(a Perfectionist) brought in pictures that predominantly represented an appreciation of 

the skill of the athletes and how she uses that as a personal motivation tool. 

Picture 1: African American boys - the excitement from watching and play; 

Picture 2: Y oQ.ng boy with his hands cupped -- inspiration and self-reflection on her 

potential to be successful; 

Picture 3: Yosemite National Park - relaxation and self-reflection on her goals; 

Picture 4: A campfire- the unity and cooperation ofthe sports team; 

Picture 5: An outdoor scene - rest from work, relaxation; 

Picture 6: A hurdler - focus of the athletes and the appreciation of their hard work 

Picture 7: A pregnant woman - the physical strength of the athletes; and 

Picture 8: Snowfield and skier- top athletes performing are beautiful to watch. 

Socialites tend to watch only rugby games where a team from their region or country 

is playing. However, this is due to their lesser involvement ( e.g. compared to a Player 

or Perfectionist), rather than a high level of team attachment. When they do watch the 

sport, they naturally watch the games that their peers would watch due to compliance 

and the need for belonging. In fact, their attachment to the team is low, as is the level 

of importance they place on winning. 
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Helen: I don't get an adrenaline rush of seeing us win ... As sports fans, a lot of people feel 

the loss really personally. There are fans that get right behind the team. Not so much for 

me personally ... I don't feel any great loss. 

THE FRIEND 

Friends watch a sport to provide moral support for friends and family. They may or 

may not enjoy the actual game or skill of the play, but they watch to support their 

friends or family. Consequently, they are a diverse group with various levels of 

involvement and participation and place various levels of importance on identification 

and excellence. As they are watching a friend or family member, they score highly on 

social needs as a motivation and are not motivated by sex appeal. 

There were five Friends in this study, all of whom played a medium to high support 

role. Nancy has two young boys and is highly involved in supporting them. She 

watches as much of their sport as she can. Pam's partner, Pete, plays club rugby. She 

is also a highly involved supporter and watches all of his games. Justine watches her 

boyfriend play rugby. She watches nearly all of his games, except when she's 

working, but usually every week. David and Samantha sometimes watch their friends 

play sport. They are not as involved as the other three Friends as their level of 

attachment is presumably less for their friends than the other three for their children or 

their boyfriends respectively. 

Friends have varying levels of involvement and interest in the actual sport itself. 

Their level of involvement is closely related to how strong their relationship is with 
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the athlete. Their personal levels of participation in the sport vary as well and 

consequently so does their knowledge. 

Support for friends and family is the primary motivation to watch a game. The two 

most involved Friends brought in pictures of their loved ones: Nancy brought several 

pictures of her children and Pam brought in a picture of her partner playing rugby. 

Pam: As a fan, I probably prefer to go and watch his games live than go and watch an 

international live. I don't miss a game of his at all. .. Just because he's involved. It comes 

back to that personal thing I guess ... Even if it's pouring with rain, I'll still be there. I 

always go ... 

Interviewer: If the skill's not as good, how enjoyable is it to watch this compared to All 

Black games? 

Pam: The actual game I wouldn't say is that enjoyable. I think it's just that he's involved, 

that I focus on him and what he's doing. T probably enjoy it just because it's Paul 

playing ... Because I get so frustrated with the actual game. Because it's so much slower. .. 

Inte,viewer: So if it was a different sport completely would you still go and watch? 

Pam: Yeah. Ifhe played soccer, I'd still be there on the sideline every Saturday. I'd still go 

to every single game ... 

Inte,viewer: So the game's not the focus, he could be doing anything? 

Pam: Yep. 

Inte,viewer: So when you watch the game, are you watching him mainly, or everything? 

Pam: I watch everything, but mainly him I guess. 

Often a Friend will watch a game by themselves, not necessarily because they want to 

be alone, but because there are not many people who would go and watch it with 

them. 
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Interviewer: Does anyone else watch with you? 

Justine: Some of the girlfriends ... 

Interviewer: How enjoyable was it when you were standing by yourself? 

Justine: It was pretty embarrassing .. .I was the only person at Jade stadium ... I was miles 

away from them as well. .. once some other people started arriving it was a bit better 

because you don't feel like you're supporting by yourself. .. I just felt totally lonely sitting 

there by myself ... It's definitely not a personal thing to sit there and support by myself. I 

would prefer to be with a couple of people. 

As Friends are a very diverse group, their interest in the skill levels, their identity with 

the sport, their level of national pride as a reason for watching the sport and the 

importance they place on which team wins will vary. 

THE VOYEUR 

A Voyeur watches a sport that they would not normally be interested in because they 

find the athletes to be sexually attractive. They tend to watch the sport by themselves 

and they take interest in information on attractive athletes. They are non-participants 

that have low involvement, identification, exceilence and sociai needs as motivations, 

while sex appeal is high. 

Two Voyeurs were identified in this study. David was a Voyeur for women's tennis 

and hockey. Samantha was a milder Voyeur for sports that she's not really interested 

lll. 
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As a result of the fact that they are watching the athletes instead of the game and do 

not play the sport, their knowledge and involvement in watching the sport is low. 

They are not as fanatical as other fan types. They are more likely to watch the sport if 

they are flipping through television channels rather than to make a special effort to 

watch it. 

The sexual attractiveness of the athlete is the sole reason that Voyeurs follow the 

sport. Samantha brought in a picture of a muscular male physique and David brought 

in a picture of Anna Kournikova to demonstrate this idea. 

David: Basically it's a sex symbol and that's something that I enjoy about it. 

Interviewer: ... would you ever watch when Anna Kournikova is playing? 

Dav;d: Yeah, that's the thing and that's when .. .I would watch it. .. 

lnte,viewer: So you'd be more likely to watch her than Martina Hengis? 

David: Yeah. It's the same with the hockey. Just being aware of a couple of sex symbols 

in the hockey team like Mandy Smith, you just take more interest in it, just because ... [of] 

the attraction ... Sometimes you watch it just to look at them rather than watching to look at 

their skill ... I just find the men's game more interesting because there's a lot more power 

and skiH and things like that to it ... And it annoys me the way [femaie tennis piayers] make 

those stupid squealing noises every time they hit the ball ... If I wanted to watch a game of 

tennis purely for watching tennis, I'd probably prefer to watch a guy's game, but if I 

wanted to look at a game of tennis and ettioy looking at the game of tennis, I'd watch a 

women's game. 

A Voyeur is not interested in following the team so much as the individual athletes. 

They frequently talk about the athletes themselves instead of mentioning the teams. 
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For example, David mentioned Mandy Smith and Anna Kournikova and Samantha 

talked about her adoration ofTane Randall. 

Interviewer: Why do you follow him in particular? 

Samantha: Because he's quite attractive ... Tane Randall's my hero. My Auntie got him to 

send me a photo and a birthday card. I've got photos of him and I've got the new All Black 

new millennium poster ... 

As the Voyeur's sole reason for watching the sport is actually unrelated to the sport 

itself, they have very little interest in the skill of the athletes. 

Inte1viewer: Is the skill much of. .. [a reason to watch]? 

David: I don't know because it's kind of one of those sports where I think yeah, the women 

are skilful, but compared to ... I just find the men's game more interesting because there's a 

lot more power and skill and things like that to it ... 

Inte,viewer: They can't hit it as hard? 

David: No ... If I wanted to watch a game of tennis purely for watching tennis, I'd probably 

prefer to watch a guy's game ... Sometimes you watch it just to look at them rather than 

watching to look at their skill. 

The Voyeur does not need the company of others to enjoy lusting after their favourite 

sexy athlete. They are equally happy watching by themselves or with friends. 

Inte1viewer: Would you watch that by yourself or with friends? 

David: Either or. If I have friends around I'll watch it with them, if it's on TV I'll watch it 

by myself. 
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Likewise, they also do not watch out of a need to comply with the norms of their 

reference group; this is more of a personal involvement. In fact, it is arguable that 

Voyeurs may not be particularly vocal about their behaviour of watching games to see 

the sexy athletes play, as they may be concerned about others' opinions of their 

behaviour, in case they are viewed negatively. 

Similarly, national pride and winning are not important. The Voyeur will watch the 

athletes that they personally find attractive, regardless of their nationality. Although 

they might be watching one particular athlete or team, it does not matter to them if 

that athlete or team wins as the Voyeur is watching them, not necessarily backing 

them. In fact, the Voyeur will readily watch the sport even when their country is not 

playing. 

Interviewer: Do you have any favourites that you want to win? 

David: Not particularly. 

Interviewer: So there's no national pride thing? 

David: No. I mean there's no New Zealanders who really play tennis at the top level. 
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Discussion 

This section discusses the typology and its implications. One type of fan that was 

identified in the study, but not included in the typology, is mentioned. Then the 

characteristics of fan-types are discussed in terms of gender and their mode of 

watching. Finally, research implications, a brief evaluation of ZMET® and 

limitations and suggestions for areas of future research are considered. 

THE SPIRITUALIST 

There was another fan-type identified in this study, the Spiritualist, that was not 

included in the typology as it is unique to martial arts and hence not generalisable 

across all sports. The Spiritualist is interested in certain spiritual beliefs and the sport 

itself is just a way of expressing their larger value system. The beliefs of the 

Spiritualist stem from religions within Eastern cultures, and the sport is just a medium 

to express those beliefs. A Spiritualist would also have participated in the sport and 

knows a lot about the sport. They are very interested in the skill of the fight and 

entirely uninterested in who wins or loses. The Spiritualist in this study also followed 

individuals who were leaders or teachers of the discipline and saw himself as a 

student. 

FAN GENDER 

Some studies have tried to identify differences between male and female spectators. 

Gantz and Wenner (1995) found that men and women experienced televised sport 
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differently. However, when men and women were both identified as fans, the 

viewing experiences tended to be similar. Surely, it is possible that certain fan types 

may lend themselves to a gender split, while other fan-types do not? 

While it would be nonsensical to draw conclusions from this thesis with such a small 

sample size, there are some gender characteristics that differ across the fan-types that 

are worth mentioning. 

Four of the five High-Achievers in this study were female. Perhaps women relate 

more to the aesthetic quality of sports? Greendorfer (1993; cited in Gantz & Wenner, 

1995) may provide the answer to this question. He states that men and women have 

been socialised differently with regard to sports. He claims that males are more likely 

to be encouraged to participate in active and aggressive sports whereas females are 

passive and non-aggressive sports. 

Socialites were also predominantly female (three out of four). Keeping in mind that 

Socialites are less involved than other fans, Gantz, Wenner, Carrico, & Knorr (1995) 

may help to explain these findings. They found that men were more interested in 

watching sports and spent more time viewing sports on television than their wives do. 

They also found that men were more likely to watch a wife's favourite sport with her, 

but women were less likely to watch with their husbands as they viewed a favourite 

sport. Further, Gantz and Wenner (1995) found that female non-fans watch television 

sports because their friends and family were watching. Both these studies support the 

notion that Socialites would be more likely to be female. 
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The Psychologists were all males. This is interesting as Lull (1990) suggests that men 

prefer sports, action-oriented programmes and information programming while 

women prefer dramas (including serials, soap operas, and films) and 

music/dance/comedy based programmes. This suggestion could lead us to believe 

that women, who prefer dramas, would be more likely to be a Psychologist. The only 

explanation offered here is that perhaps men see sport as a battle and are drawn to 

some sports for this reason. 

More women than men (four out of five) formed the Friend. It could be argued that 

this is because women are more communal (i.e. other-oriented, concerned with social 

acceptability, and being alterocentrist) and men are more agentic (i.e. aggressive, 

achievement-oriented, and self-centred) (Bakan, 1966). Therefore women would be 

more likely to fall into a support role than men. 

GAME ATTENDANCE VERSUS HOME SPECTATING 

Certain fan types may also be more likely to attend games while other fan types may 

be more likely to follow the sport in other ways. Two fan types that might be more 

likely to attend a game are Patriots and Friends. For instance, one Patriot (Nigel) 

claimed that by attending a game, he might have in some small way had an influence 

on the outcome of the game. Consequently, since winning is very important for 

Patriots, it seems likely to conclude that they may be more likely to attend a game 

than stay at home. Friends would also be likely to attend a game since their aim is to 

support their loved ones and attending a game would be likely to show a higher level 

of involvement and support. People with higher levels of disposable income might 
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also be more likely to attend a game. Alternatively, these people might be more likely 

to sit in the better seats at a game. 

Those fans who are more likely to watch the sport on television are Socialites and 

Psychologists. Fans who watch television sports claim that television sports are 

something to do with friends and talk about with friends (Gantz, 1981). Furthermore, 

the Socialites in this study were only likely to attend a game if their friends wanted to 

go and were more likely to watch a game on the television. However, although 

Socialites will watch a sport on television, it must be in a party situation or with a 

group of friends. Psychologists on the other hand, who also prefer to watch a game 

on television, prefer to watch by themselves. They prefer television as a medium to 

watch the sport because it allows them to see close-up shots of the athletes' faces and 

hence expressions. 

RESEARCH IMPLICATIONS 

This information gathered from this study clearly needs further testing to ensure its 

validity and generalisability. However, there are two clear impiications. A typoiogy 

of sports fans adds to the knowledge on consumer behaviour and the motivations for 

watching sport. Secondly, sports marketers such as stadium managers, sports event 

organisers and consumer goods marketers could use the typology to target different 

segments of the market more efficiently for promotional purposes. For example, 

sports marketers wishing to fill empty seats at stadiums could target those types of 

fans that watch the sport on television. They could emphasise the side entertainment 

at the game to Socialites such as cheerleaders, sponsor's promotions and musical 
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bands. Since Psychologists like to get inside the athlete's head, stadium managers 

could organise large-screen televisions to be installed and could emphasise the clarity 

of viewing 'the drama' or 'the battle' up-close. 

Furthermore, this study used a qualitative interview structured around the ZMET® 

research technique. ZMET® has proved to be a useful tool for gathering information. 

It is the opinion of this author that ZMET® has several advantages. Using pictures 

and the other interviewing techniques was found to be an effective way of accessing 

participants' thoughts and feelings. As respondents were free to bring in any pictures 

of their choice, the information elicited was less constrained. Giving respondents a 

task to complete prior to the interview definitely helped them to think about the topic 

in depth and provide useful information. It also proved to be an interesting way for 

participants to provide information, thereby maintaining their attention and hence 

aiding in the retrieval of information. 
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Limitations and Future Research 

The most obvious limitation of this study is that the results can not be generalised to 

the population, as it is an exploratory qualitative study. The aim of this study was to 

uncover the motivations of sports watchers and identify different types of fans. The 

best way to do this was to use an exploratory qualitative study. However, this means 

that there are biases present. For instance, although care was taken not to influence 

respondent's answers, interviewer bias is always an issue for this type of research. 

Furthermore, the interviewer's age (23) and gender (female) could have influenced 

how comfortable participants were in sharing information. However, it is the belief of 

the author that these demographics actually aided the collection of data, as several 

participants mentioned that they felt totally comfortable and that the interviewer was 

very easy to talk to. There was only one participant (a teenage male) that the 

interviewer thought may have felt uncomfortable as he was not as articulate as other 

participants. Furthermore, the data was only coded by one person and is therefore 

subject to extensive interpretation bias. These biases mean that these results will not 

have external validity. 

An obvious area for future research would be to test this typology with a quantitative 

research technique to determine if it is generalisable to the population. Scales need to 

be developed to test for each of the fan-types identified in this thesis. From this 

information, these types can be more clearly identified in terms of the differing levels 

of several motivations. They can also be characterised according to demographic and 

psychographic traits. For example, there is a lack of studies regarding how different 

age groups experience fandom. Both of the two Voyeurs in this study were 21 years 
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old. It needs to be determined if being a young adult is a typical characteristic of 

being a Voyeur. It also seems reasonable to argue that Players would be 

predominantly young adults as those are the people who tend to be participants of 

sport. Furthermore, the Friend might have two distinct age groups: late thirties or 

forties for parents that follow their children ( e.g. Nancy) or twenties for friends of 

Players ( e.g. Samantha, David and Pam). Adolescents report that they turn to their 

peers for social support as they move into, and through, adolescence (Furman and 

Buhrmester, 1992). It is therefore likely that Socialites are formed predominantly of 

adolescents or young adults (e.g. Suzi was 18 and Helen was in her twenties). A 

typology that included the ages of different types of fans would certainly be 

beneficial. 

Social class is another aspect that would add to the usefulness of the typology and 

could be measured with a quantitative survey. Social class is based on things such as 

type of occupation, income level, education level, area of residence and family 

background. It is possible that particular social classes are more likely to be a certain 

type of fan. For example, people from the Upper Class are professionals or college 

graduate managers with a high income whose lifestyle centres on private clubs, 

causes, and the arts (Coleman, 1983). It seems logical that the Upper Class might 

form a large proportion of those who are High-Achievers since they have a common 

characteristic; the Upper Class are interested in the arts and self-expression and High

Achievers are interested in the aesthetic beauty of sports. 

Working Class men (lower-Middle Class) are more likely to name local sports figures 

as heroes (Coleman, 1983). Similarly, the Player follows top athletes because they 
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are a form of motivation. Therefore, perhaps Players are formed largely from 

members of the Working Class. Furthermore, Coleman (1983) claims that the 

Working Class has a parochial view in almost every respect. This would indicate a 

high likelihood that Patriots would be comprised of members of the Working Class. 

The Working Class also depends heavily on relatives for emotional support and is 

more likely to be conservative and family oriented (Coleman, 1983). This could 

mean that the Working Class is also more likely to be a Friend, who follows a sport to 

support a friend or family member. 

One of the characteristics of the Middle Class is their desire to "do the right thing" 

and do "what's popular" (Coleman, 1983). This sounds similar to the motivations of 

the Socialite who is a sports fan simply to fit in with their peers. Consequently, it 

may be that the Socialite is formed largely from members of the Middle Class. 

Other characteristics that could be measured with a quantitative survey that would be 

useful for sports marketers to know include determining which fan-types attend 

games and which ones stay at home. Determining the size of the fan-types would also 

provide valuable information: Sports marketers could focus their efforts on targeting 

the larger types while others could focus on niche marketing strategies by targeting 

the smaller types. Furthermore, sports marketers would be interested to know which 

types of sports attract which types of fans. For example, individual and team sports 

may attract different types of fans, as might violent or graceful sports. 

The next limitation is that this study was conducted in Christchurch, New Zealand. 

Canterbury sports fans are known within New Zealand to be particularly involved and 
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it is possible that they may have some unique characteristics. Therefore it is possible 

that the typology may not fit other cultures. Consequently, it will also be of value to 

test this typology in different countries as it is possible that cultural differences may 

alter the typology. 

Another limitation is that the advertisements seeking participants for the study were 

placed in fitness centres, on the assumption that members of these centres would be 

interested in sports. These members may be different from the general population and 

therefore it is possible that the typology may be incomplete. Further exploratory 

research would be necessary to uncover other types. For example, other types that 

might exist include the Gambler and the Hooligan. Spectators may become and stay 

involved with sport spectating because of the opportunities to gamble on the events 

(Guttmann, 1986; Wann et al., 9199; Chorbajian, 1978; Layden, 1995). Another type 

of fan that this study failed to find is the Hooligan. For instance, at the 1985 

European Cup final, Liverpool soccer fans violently attacked the Italian fans. Forty 

were reported dead and more than a hundred injured (Guttmann, 1986). Alternatively 

it may be that the Hooligan is just an extreme type of Patriot, as more aggressive or 

vioient fans are those that identify strongly with a team (Branscombe & Wann, 1992, 

Simons & Taylor, 1992). 
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