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(2)Abstract 


The aim of this thesis is to show what factors should be prioritized when increasing fan engagement 
 in the North American Soccer leagues. A qualitative method research design has been employed, 
 involving  only  primary  qualitative  methods,  studying  two  club  case  studies,  namely:  Vancouver 
 Whitecaps FC, represented in Major League Soccer and Hartford Athletic, represented in United 
 Soccer League Championship. Theories, models and researches from Giulianotti, Sashi, Cialdini 
 et al. and Funk & James have been used to support our analysis of the two clubs. To find out what 
 factors should be prioritized to increase fan engagement, a spectrum model has been developed. 


This was done with the help of the respondents,  to find out what kind of soccer fans exist. Four 
 categorizations have been defined; The Entertainment Seeker and The Soccer Fan on the far left 
 as low, committed fans and The Active Follower and The Devoted Supporter on the right wing of 
 the  model  as  highly  committed  fans.  Research  on  BIRGing  and  CORFing  has  assisted  us  in 
 developing the model. Additionally, the Psychological Continuum Model has been used, since it is 
 important for the two clubs to gain fans from the awareness stage through to the allegiance stage. 


The third stage, Attachment, is a central stage for clubs when trying to increase fan engagement 
through social media platforms. However, Sashi’s Customer Engagement Model is also essential 
for this. Designated Players are also one of the key findings from the interviews and are a crucial 
factor  in  the  North  American  soccer  league  to  increase  fan  engagement.  The  history  and  the 
community  associated  with  a  club  is  a  factor  both  clubs  use  as  a  highly  prioritized  tool.  With 
Whitecaps’ long history in soccer, it is a tool for them to create a conversation with fans, but whereas 
Hartford  is  a  newly  founded  team  in  2019  with  barely  any  history.  The  absence  of  the 
promotion/relegation system in North American soccer results in the lack of attracting both players 
and fans from outside of the continent. The focus then becomes community rather than international 
based,  and  the  teams  both  make  great  efforts  to  enrich  their  respective  communities  which 
contributes to increasing fan engagement. 
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(7)
History and Organization of the Leagues - Introduction  


Chapter One will outline the introduction of this thesis with a brief history of American soccer and 
 how the organization works. Research question and sub questions will be introduced in this chapter. 


Soccer and football are not the same. Preserved, it is the same game, but outside the pitch 
 there are light years between how the football industry operates in North America and in Europe. It 
 feels as if the dominance of other sports in North America has had an effect on the way in which 
 the  industry  operates,  and  only  recently,  and  after  the  1994  FIFA  World  Cup,  entrance  of  the 
 designated player rule and other factors, has the sport started to attract new followers. 


Football, as we know it in Denmark, has its roots in amateurism sport. The Danish Football 
 Association was founded in 1927, and at that time football was seen more as a leisure activity where 
 there were few or no commercial considerations. This meant a decentralized management, where 
 the  clubs  had  a  high  degree  of  autonomy  and  where  the  sporting  considerations  were  weighed 
 above others. The globalization of sport, and in our case, football is due partly to global, or “mega-
 events” (Giulianotti and Robertson, 2009) and before the World Cup in 1994, the United States (US) 
 had not played a big role in the globalization of the sport (p. 51). Major League Soccer was founded 
 in December 1993, and after the World Cup in 1994 in the US and several years' run, the league 
 saw the light of day in 1996. 


It is difficult to imagine Major League Soccer, and in general the term of soccer, in the US 
 without the World Cup having taken place in the US in 1994. In part, the league was a requirement 
 for hosting, but in addition, the tournament was also a test of how popular football could potentially 
 be across North America. If we look at the World Cup in 1994 in isolation, it was a great success 
 and  soccer  proved  its  great  potential.  With  3,587,538  spectators  over  52  matches  between  24 
 teams, the tournament is still the World Cup with the largest number of spectators (Lønne, 2016). 


Would this amount of spectators translate to become consumers of Major League Soccer (MLS) 
and United Soccer League Championship (USL) in the future, and did the glory of such a large 
tournament give people the chance to be more open to the sport? At the same point in time, on the 
other  side  of  the  Atlantic,  a  generation  of  footballers  was  rising,  a  generation  that  would  later 
become celebrities in the modern age. 



(8)The amount of existing research into the sociological aspects of football fans as a whole, 
 has been focused on the fan culture in the United Kingdom (UK) and Europe, and therefore we 
 propose further research into the fan culture in North America surrounding its growth following the 
 1994 World Cup. The hype around the World Cup in the US was not as big as it had been in other 
 countries.  Skeptics  in-and  outside  of  the  US  often  point  out  that  one  could  have  easily  walked 
 around the host cities during the tournament without noticing that it had taken place. Despite this 
 lack of football fever during the tournament itself, it nevertheless kicked off an incredible growth in 
 the size and status of the sport (Lønne, 2016). To better understand fan engagement, we both need 
 to look at the organizations engaging with the fans and, of course, the fans themselves. We need 
 to address who they are, how devoted they are, and what is required to bring them to be active 
 members of the MLS and USL supporters communities. 


While  Denmark's  football  tournament  was  founded  in  the  spirit  of  amateurism  and 
 decentralization, the birth of Major League Societies cannot be further from this. Investors behind 
 MLS consisted, among other things, of the NFL team New England Patriots’ owner Robert Kraft, 
 Lamar Hunt, who was behind the Kansas City Chiefs of NFL and Phil Anschutz, the man behind 
 the global entertainment group AEG, which owns the NHL team LA Kings and several arenas and 
 stadiums around the world. While they believed in the potential of football, the past also frightened 
 them. The North American Soccer League (NASL) had a short but wild existence from 1968 to 1984 
 and  gained  traction,  especially  in  the  1970s  with  the  Brazilian  star  Pelé's  arrival  in  the  US  and 
 Canada at New York Cosmos. 


The lack of focus on financial management and long-term grassroot work meant, however, 
 that the league became disappointing, and as soon as Pelé and Cruyff left the league stood with 
 many expenses, debt and no income. The MLS’s owners would go on to avoid this collapse at all 
 costs. Therefore, a number of decisions were made on the league's structure, which would ensure 
 economic moderation and stability. The start was unstable and the MLS had a deficit of around 250 
 million American dollars over the first five years. 


USL started to see the light of day in 2011 and acts as the second tier of MLS today. The 
USL has had tremendous growth in the past four seasons, both on and off the pitch, growing from 
14 clubs in 2014 to 36 in the 2019 season. While attendance in the other professional major leagues 
is a highly contested topic, there is no denying that the USL and MLS have seen a tremendous 
return on its investment (Reynolds, 2018).  Moreover, the attendance in both leagues is increasing 



(9)annually. This paper will look at the development of fan engagement in such young leagues with 
 unpromising starts. An average attendance of 20,528 spectators since 2007 makes the MLS the 
 eight biggest league in the world, and USL the best second tier (Dalgaard, 2019) in the world. It is 
 important to note that the league still does not correlate with the North American continent size, 
 where leagues such as Major League Baseball (MLB) and National Football League (NFL) have 
 nearly the double amount of spectators (Statista, 2018).  


Table 1 shows the average attendance in the NFL, MBL, NBA, NHL, MLS and USL since 
 2007. Since David Beckham’s arrival in MLS, the average attendance has risen significantly at MLS 
 matches. Beckham’s importance in soccer will be discussed throughout. 


When comparing the Super Bowl Final versus the MLS Cup Final, there was a huge difference as 
 an estimated 103,4 million people watched the Philadelphia Eagles beat the New England Patriots 
 in the Super Bowl 2018 (the smallest audience for television's biggest yearly event since 2009) but 
 the 2018 MLS Cup Final averaged 1,5 million viewers Atlanta United beat Portland 2-0 (CBS News, 
 2019). 


Table 1: Average attendance in the NFL, MBL, NBA, NHL, MLS and USL since 2007.  


Year 
   


NFL  MBL  NBA  NHL  MLS  USL 


2007  66,836  32,696  17,757  17,265  16,770  (2011*): 


2,274 


2014  68,331  30,345  17,826  17,587  19,148  3,114 


2015  68,216  30,349  17,864  17,439  21,574  3,369 


2016  69,487  30,131  17,884  17,482  21,692  3,439 


2017  67,405  29,909  17,884  18,117  22,112  4,302 


2018  67,042  28,660  17,987  17,446  21,875  4,923 


Average 
 2007-2018 


67,886  30,348  17,867  17,556  20,528  3,570 


Source: Statista, 2018 & Reynolds 2018 


*Have in mind USL Championship started 2011. 



(10)"We've got a rabid core fan base, but to reach a larger universe of the viewing public is a 
 difficult thing, and it's going to take a long time for it to happen." 


(Logan, 2004) 


As Logan, the former commissioner of MLS stated, the MLS has problems to become public, but 
 the question for MLS is not if it will survive, but if it will grow into a product that is largely accepted 
 by the mainstream sports fan (New York Times, 2004). Logan is not concerned with turning football, 
 baseball or basketball fans into soccer fans. His first priority, he said, was to turn fans of soccer in 
 the US into MLS fans. The situation is the same with USL, with only eight years of existence it has 
 already  seen  strong  and  continued  growth  both  as  a  league,  in  membership  and  in  attendance 
 across its venues (USLsoccer, 2019). 


The paper will look at new rules such as the Designated Player Rule or “The Beckham Rule” 


as it is called, the social media's impact on engagement with fans, promotion/relegation and the 
 commercial strategies to make both the MLS and USL more interesting for players, fans and as 
 business factors. Former FC Nordsjælland player and now acting captain at Atlanta United Michael 
 Parkhurst, states that there have been massive changes in the past decade in the MLS: 


  


”Absolutely, there have been big changes in the league the last couple of years. Grown in 
 leagues and bounds and continues to do so in a couple of different aspects. First of all the 
 different players on the field is far better than six to seven years ago. This has a big influx 
 in foreign players. Notable such as Pirlo, David Villa and bigger names like Beckham but 
 really the core of the league is been made of by young players from South America who 
 really  has  taken  the  league  to  another  level.  The  other  aspect  is  the  stadiums  and  the 
 crowds and the atmospheres on game day.”  


(Parkhurst, 2018) 


Furthermore,  the  Danish  Vice  President,  Brand  &  Fan  Engagement  director  at  Vancouver 
Whitecaps, Mikkel Strøjer, states that many clubs have started focusing on acquiring quality players 
from South American countries, which can bring the team more quality on the field rather than older 
stars  such  as  Andrea  Pirlo,  Steven  Gerrard  and    Bastian  Schweinsteiger,  who  have  all  had  a 



(11)disappointing  run  at  their  respective  MLS  clubs.  Strøjer  argues  further  that  there  is  a  possible 
 income when selling these quality players for the European leagues, and at the same time these 
 players  attract  new  audiences  to  the  stadium  because  of  their  background  (Mediano,  2017). 


Improving the quality of play is a critical way to expand the fan base, particularly as MLS hopes to 
 go  up  against  the  world's  top  soccer  leagues.  Those  fans  are  ultimately  the  core  driver  behind 
 almost every league revenue stream, from ticket and merchandise sales to sponsorship and TV 
 deals (Smith, 2015). Moreover, Swedish superstar player, Zlatan Ibrahimović stated in an interview 
 with  the  MLS  commissioner,  Don  Garber,  that  the  American  soccer  leagues  would  be  more 
 interesting if the rules were not as strict as they are. Ibrahimović goes on to say that the leagues 
 will grow if the salary rules were to be revised to attract new players (Wahl, 2019). Ibrahimović’s 
 first season in MLS was not as a designated player (DP) and he earned 1,4 million American dollars. 


He  is  now  a  DP,  and  is  allegedly  the  league's  highest-earning  player  with  7,5  million  American 
 dollars in annual salary (Blond, 2019). 


The purpose of this study is to obtain a deeper understanding of fan engagement in North American 
 soccer. Therefore the problem statement of this study is: 


  


With an estimation of roughly 80 million soccer fans on the continent of North America, 
 what factors should be prioritized when increasing fan engagement in the North American Soccer 
 leagues?  


  


Sub questions: 


●  How did the designated player rule influence the fan’s choice of a club to support? 


●  How big is social media’s impact when increasing fan engagement? 


Background and the emergence of the modern definition of Soccer 


Throughout the 20th century, the game of football was a dominant sport in Europe and has 
its  roots  ingrained  in  the  cultures  of  such  places  as  the  United  Kingdom.  When  it  comes  to  its 
development in the United States, however, it does not have as many roots in the culture. From the 
late  19th  century,  old  forms  of  the  British  football  were  adapted  differently  in  the  United  States, 



(12)which resulted in a different game referred to as ‘American football’, and that game is now known 
 for its particular characteristics (Giulianotti and Robertson, 2009. p. 52). By maintaining their own 
 traditions  and  versions  of  American  football,  doing  this  “in  part  by  consciously  rejecting  modern 
 European  games  redolent  of  the  Old  World’s  colonialist,  nationalist,  and  socialist  cultures.” 


(Giulianotti and Robertson, 2009. p. 52)  


The development and focus on more traditionally American sports such as baseball and ice 
 hockey has reflected itself into the society in multiple ways. Many aspects and traditions associated 
 with these sports have trickled into American society, culture and media. The MLS and USL have 
 not been able to fully grow to having these aspects associated with their league, or the sport known 
 as soccer in general. Society still seems reluctant in some ways when it comes to embracing it, but 
 we have still seen many positive reasons as to why people practice and follow the sport. Another 
 reason why the popularity is high is because of the large amount of immigrants coming to the US 
 from nations where soccer is the most popular sport (Haden, 2018), and if they have the option of 
 receiving that experience through the MLS and USL, they will take it.  


The reasons for the globalization of football not reaching the US in this case was due to 
 Americans trying to have a relatively independent stance; a touch of protest and development of an 
 independent sports culture is valid in itself, but have these reasons become outdated after the new 
 developments of the MLS and USL? We wonder whether these reasons dwell in the current and 
 future states of the leagues, and if they reflect these reasons in being independent from the models 
 of European football leagues and clubs respectively. 


So, how has a nation with a history of trying to get away from the ‘Old World’ connotations 
 of European football, developed into having a large soccer following in the 21st century? With our 
 definitions of fans and spectators as a whole, we can start to apply them to the modern-day soccer 
 fan. 


Commercialization aspect of fans 


When considering the fan base as an aspect, it is equally important to address the commercial side 
of  it.  One  of  the  most  prominent  characteristics  of  modern  sport  is  its  strong  relationship  with 
commercial enterprises. Stadiums and arenas allow the names of businesses that pay to buy the 
naming rights, like we see with Atlanta United’s new stadium that bears the name Mercedes Benz 
Stadium  (Slack,  2005).    Sponsors’  logos  appear  on  athletes’  clothing  and  equipment,  on  the 



(13)facilities  where  they  train  and  play,  and  in  the  titles  of  the  events  in  which  they  compete. 


Furthermore, the media companies use large amounts of money to broadcast sport events, and 
 advertising  is  often  used  in  many  of  the  arenas  and  stadiums  around  the  world.  Cities  invest 
 massive sums of money into sport events to attract professional teams to their arena, as well as 
 the influx of fans that come with the teams. Star athletes are transferred for millions of dollars like 
 we witnessed with Beckham in 2007, and sport franchising is sold for millions such as MLS and 
 USL clubs (Slack, 2005). We will discuss this later in our club case studies. 


According to Bill Gerrard, Professor of Sport Management and Finance at Leeds Business 
 School, professional team sport has become a set of commodities to be bought and sold in the 
 marketplace.  He  states  that  the  sport  industry  is  a  complex  micro-economy  consisting  of 
 independent markets, such as teams buying the services of players and coaches. Fans buy game 
 tickets,  subscriptions  to  sport  channels,  and  club-related  merchandise.  To  reverse  it,  the  media 
 companies  buy  sports  broadcasting  rights  to  deliver  games  to  the  stay-at-home  fans.  Large 
 companies buy luxurious suites, corporate hospitality and sponsorships in this scenario.  


To narrow this down, one can see that at the top end of the team sports hierarchy, it is a 
 seller’s market. There is a limited supply of star players and top coaches. Even more, there are 
 relatively few big teams with large fan bases and valuable broadcasting and sponsorships. The star 
 players, top coaches and big teams have a considerable amount of market power, and with it, are 
 able to extract high economic rents (Slack, 2005. p. 247).  


New York Yankees rank, according to Forbes (2019) as the most valuable team of the MLB, 
 for example, with an estimated current value of 4,6 billion American dollars, whereas the average 
 value of a MLB team is 1,7 billion American dollars. Compared to the English Premier League, the 
 home of the largest soccer team in the world, Manchester United, which has a record market value 
 of 4,1 billion American dollars (Forbes, 2018). This development of the professional sport industry 
 has derived from the acquisitions of teams by media groups, which changes the dynamic of the 
 relationship between sport and media.  


There  has  been  an  international  development  in  several  sports  but  it  has  been  most 
prevalent in the North American major leagues and in European soccer. Strøjer from Vancouver 
Whitecaps, refutes this argument and says that the media industry around the MLS has not grown 
enough, and therefore many of the teams focus on other independent markets, like Gerrard states 
there are, in the micro-economy. As it stands, sponsorships, ticket sales and general merchandise 



(14)are the primary products MLS clubs offer and therefore the highest contribution to their revenue 
 stream. 


The  most  popular  team  sports  in  the  US  are  American  football,  Baseball,  Basketball,  Ice 
 Hockey and Soccer. All five of these team sports are popular with fans, and are widely watched on 
 television. Table 2 demonstrates the five major leagues’ popularity in television viewings: 


Table 2: Major leagues popularity in television from 2005 


Sport  Favourite sport  TV viewing record 


(2005) 


Major professional 
 league 


American football  37 %  111,9 million  NFL 


Basketball  11 %  30,8 million  NBA 


Baseball  9 %  40 million  MLB 


Soccer  7 %  27,3 million  MLS 


Ice Hockey  4 %  27,6 million  NHL 


 Source: Hickey, B. 2018 & Das, S. 2019 


Disadvantaging the fan 


After having briefly explained the effects of commercialization, we will now look at it from the fan's 
 perspective. Sponsorships have unquestionably brought a number of benefits to sports fans, but 
 on the other hand, it has also created some disadvantages. 


Observing  on  an  elementary  level,  it  is  possible  to  argue  that  the  fans  indirectly  pay  the 
money from sponsorships that the team and players receive. Schlossberg (1996) discussed in his 
article about professional sport stadiums and arenas, that it is the fans that are paying more and 
more for the privilege of being exposed to such marketing strategies. Sport marketing is a method 
for clubs to use the emotional bonds of fans to their star players and teams to position themselves 
in  a  position  of  higher  advantage  to  sell  more  merchandise  etc.  Further,  it  will  increase  the 
awareness  and  goodwill  of  the  organization  in  question.  It  has  been  discussed  that 



(15)commercialization in professional sports has created interest from fans and that the essence of the 
 sport is lost. The comment from Davids coherently describes how commercial sponsorships have 
 affected a fan’s view on the sport. 


  


“It is not about profit and loss. It is about glory and excitement, about loyalty and legends. 


About  local  identity  and  family  history,  about  skills  and  talents,  none  of  which  can  be 
 computed on balance sheets. Football doesn’t have a product. Every year [Manchester] 


United fans have their ashes scattered on the turf at Old Trafford. How often do you see 
 that happening at Tesco’s?”  


(Davids, 1995) 
   


If we shift this point of view on to Marxist terms, sponsorships are said to have an alienating 
 effect on fans. Spectators become physically passive, watching sport on television screens from 
 the  comfort  of  their  own  home  and  therefore  hardly  participating  in  the  total  experience.  It  then 
 becomes a mental experience rather than a physical one at the stadiums. In the article by Carn et 
 al, about Scottish football, The Celtic Trust, they argue about the emotional bond between club and 
 supporters or, in other words, fan equity.  


Fan equity is what the media thrives on when reporting from the stadiums and arenas, and 
this turns football into a product; one which consequently destroys fan equity. With the growth of 
football as a business (Van Uden, 2005), the more genuine fans decrease and the consumer fans 
increase, which also contributes to the destruction of fan equity. Furthermore, this has an effect on 
the normal spectators, classified as traditional working class fans, who attend every game, each 
weekend to watch and support their team. These traditional working class fans have been outset 
by the more middle class supporters that are willing to pay the extensively increased tickets prices 
seeing as, according to TicketiQ blog, the most significant ticket price increase in the MLS occurred 
between the 2017-18 seasons, when the average ticket price jumped from 66 American dollars to 
77  American  dollars.  We  have  also  witnessed  this  in  the  English  Premier  league,  where  the 
cheapest season ticket holds the price tag of 100 pound sterling (Huddersfield), and the season 
tickets  ranging  from  891  to  1,768,50  pound  sterling  at  Arsenal  Football  Club  (Telegraph  Sport, 
2017). 



(16)Another  disadvantage  for  the  fans  is  that  the  corporations  purchase  the  tickets  to  invite 
 clients and to participate in networking, which has a negative effect on the passionate fan base. 


The  former  Manchester  United  captain,  Roy  Keane,  refers  to  these  clients  as  “prawn-sandwich 
 eaters  who  would  be  unable  to  spell  football” (Slack,  2005  p.  281).  This  both  has  an  effect 
 financially, as well as on the pitch, because if there are empty seats it can be argued that it will 
 affect the player’s performance. Vincent Kompany, captain at Manchester City, has supported this 
 on his Twitter account in a tweet. Figure 3 demonstrates how players see the effect of this.   


Figure 3: Vincent Kompany  


Source: Balls.ie 


Another negative example of this derives from the 1988 Winter Olympics in Calgary, where 
 approximately  ten  percent  of  all  tickets  were  sold  to  sponsors.  At  FC  Barcelona’s  Camp  Nou 
 stadium, the percentage of sponsor ticket-holders is around 12,6% (Slack, 2005 p. 281). 


Lastly,  an  example  can  be  taken  from  US  university  sports  programs  and  professional  sport 
 franchises. Big-time college athletics (BTCA) has shown remarkable staying power as otherwise 
 reputable and rational universities have continued to operate their programs (Hoye & Parent, 2017). 


College football is a big business in the US and has, in some way, more spectators than any of the 
other  major  leagues.  Michigan,  Ohio  State,  Alabama  and  Texas  have  all,  for  example,  had  an 
average of more than 100,000 spectators for every home game during the 2013 season. The record 
is  115,109  fans  attending  a  Michigan  game,  which  is  around  10,000  more  than  the  record 
attendance for an NFL game.  



(17)To  put  this  into  perspective  against  some  European  clubs,  the  average  attendance  in 
 Borussia Dortmund was 80,520 and Manchester United 75,529 in the 2012-13 seasons (Langford, 
 2013). In the sport programs mentioned, corporations have sponsor deals that provide luxury boxes 
 to watch the game. The allocation of seats to companies hurt fans in a various number of ways. 


One way in which it hurts the fans, is that the revenue the stadium earns from sponsorships goes 
 directly to the team and the players and not to the public authority. The space, which is required for 
 the luxury boxes results in it not being available for regular, lower priced seats, thus reducing the 
 available opportunities for seating (Slack, 2005 p. 282).  


From a football sponsor’s view, however, it is good strategy for enhancing brand awareness. 


Studies  show  that  the  banners  at  the  stadiums  affect  season  ticket  holders  and  results  in  them 
 buying the products that are being advertised on the banner. Sponsors should, however, help attract 
 fans to the stadium and provide discounts on products to those individuals interested buying season 
 tickets in order to increase brand exposure during a season (Biscaia et al., 2014).  


Turning to stakeholder management, as argued by Wolfe and Putler (2002), “the desired 
 result  of  stakeholder  process  is  to  create  compatibility  between  organizational  outcomes  and 
 priorities of salient stakeholders to increase the likelihood that the organization will be successful” 


(Hoye and Parent, 2017).  


Soccer United Marketing 


An important player in MLS and USL commercial rights is Soccer United Marketing (SUM), which 
 is  the  for-profit  marketing  arm  of  MLS  and  the  exclusive  marketing  partner  of  the  United  States 
 Soccer  Federation,  which  the  USL  belongs  to.  SUM  primarily  deal  in  both  the  promotion  and 
 sanctioning of professional soccer in the US. 


MLS teams are now, on average, worth 240 million American dollars, having increased eight 
 percent from last year, where Atlanta United, LA Galaxy and Seattle Sounders were valued highest. 


This is due to the expansions of new teams such as LAFC, Minnesota United and the most recent 
2018 MLS Cup winners Atlanta United; a significant development in value for the soccer clubs in 
North America. The rapid increase in expansion fees also points to the surging value of SUM. When 
a new expansion occurs, large amounts of money are funneled into SUM. The newest target for 
SUM was their involvement in the major corporate partnership in the North American soccer scene 
where  SUM  and  MLS  agreed  with  Adidas  on  a  six-year,  117  million  American  dollar  per  year 



(18)extension (Smith, 2017). We will touch upon the Adidas agreement in detail and its impact on MLS 
 in the case studies. SUM is also responsible for the league’s broadcasting agreement with ESPN, 
 Fox  and  Univision,  who  pay  them  an  average  of  around  90  million  American  dollars  per  year. 


Furthermore,  SUM  plays  a  big  role  outside  of  MLS  with  the  agreements  with  Copa  America 
 Centenario, commercial rights for the national team etc. In total, to sum up the annual revenue for 
 SUM, it is estimated to 350 million American dollars, with roughly three fourths of that sum coming 
 from MLS broadcast and sponsorship deals (Smith, 2017). 


Figure 4: Outline of the Thesis


The outline of the thesis is shown in figure 4 with a thesis of six chapters. First, the introduction, 
where we will present the purpose of our thesis leading up to the research question. Secondly, a 
literature  review  where  we  will  present  the  theories  used  in  aiding  our  research.  Thirdly,  a 
methodology chapter where we will show a description of what data we will use and how we have 
collected the data. Fourth, a case study analysis of Vancouver Whitecaps FC and Hartford Athletic 
will be presented and analyzed. Fifth, a discussion where we will discuss the relevance of this thesis 
and lastly in the sixth chapter a conclusion with future research and limitations will be presented. 



(19)
Literature Review 


Intro and Overview 


Throughout Chapter Two we will discuss how and why the theories used to analyze our problem 
 are relevant and reliable. To best make sense and give reason for our research and analysis, we 
 believe the following models contribute the best level of coherence.  


With these theories at hand, and creating a new fusion, we will best be able to contribute the best 
 analysis of fan engagement in the MLS and USL. To create this fusion of definitions, it is important 
 to take the most essential elements of each theory relevant to our paper. It is important to note the 
 changes of fans throughout history, and the emergence of new definitions are required with every 
 new era of the football industry.  


Our theories are loosely split in two main areas; the sociology of football fans and football 
 fans as a customer target group in marketing scenarios. In this section we will compose a coherent 
 guide  of  these  theories  and  how  they  will  be  applied  throughout  the  paper.  From  the  extensive 
 works of Richard Giulianotti to the in-depth research on customer engagement by Sashi and Funk 
 and  James’  Psychological  Continuum  Model  (PCM),  the  theories  are  used  in  anticipation  of 
 supporting our analysis, however it is also important to challenge both.  


One  might  be  able  to  demand  a  definition  of  fans  in  North  America  in  particular,  as  they 
 might not have the same characteristics of those in Europe, and therefore it would be difficult to use 
 the same definitions that include characteristics that arose through observing spectators in Europe. 


Do these definitions apply when, for example, we are talking about North American fans, and fans 
 of the MLS and USL more specifically. 


Despite no true definition of the fans of the MLS and USL as it stands from research that 
 has been published, these theories can still aid us in developing new definitions for fans in North 
 America, with attention to their culture, surroundings, team history and their level of commitment to 
 their respective teams. 


With these extensive definitions of sports consumers, we can begin to find ways in which 
the  factors  we  are  defining  increase  their  engagement  with  the  sport  and  businesses.  First,  by 
looking  at  several  specific  definitions  of  the  consumer  we  can  then  place  those  consumers  in 
different audience or spectator groups with Abercrombie and Longhurst and Ingar Mehus’ research. 



(20)Sociology of fans and the taxonomy of spectators 


Richard  Giulianotti  has  given  us  a  broad  range  of  literature  to  support  our  analysis,  and 
 therefore we deem it important to focus on his, as well as Roland Robertson’s writings in perhaps 
 more  weight  than  others  on  this  subject.  We  do  put  more  weight  into  their  work  because  other 
 theorists and writers reference his work, and therefore they also contribute to its importance. This 
 might be seen as too narrow of a focus for some, however we will only extract the aspects of his 
 research that are relevant to our paper and the situational purposes of fan engagement in North 
 America in particular. It is noted that with the sports consumer not being a large research field, the 
 amount of research does not portray the quality of the research. 


The book Football: a sociology of the global game by Giulianotti, gives us the insight and 
 tools to continue to analyze not only fans, but the cultures they create and the way they behave. It 


“seeks to explore the social, cultural and historical complexities of the game” (Giulianotti, 1999 p. 


xi) as well as searches for answers as to why this sport in particular brings so many people together. 


The  insight  into  how  the  commodification  and  commercialization  of  the  game  on  fans  and  their 
 relationship as consumers is important for us to both have background knowledge and be able to 
 analyze  the  development  of  further  patterns  in  fan  behavior.  He  highlights,  with  support  from 
 Cresswell  and  Evans,  that  football  in  most  settings  can  give  outsiders  “a  kind  of  cultural  map” 


(Giulianotti,  2000  p.xii)  and  therefore,  if  we  can  place  fans  on  said  cultural  map,  then  we  can 
 determine the best ways in which to engage with them. Despite the research being supportive, we 
 cannot ignore the lack of focus in this research on the fans based in North America. 


His most relevant writing to our paper, as it stands, is the research into defining fans, more 
 specifically creating a taxonomy of spectators. As we start to understand fans as a whole, we need 
 to  have  a  coherent  overview  of  their  characteristics,  as  well  as  preferred  definitions  to  use 
 throughout. Giulianotti proposes a taxonomy to explain spectator identities in the football industry. 


Four main spectator identities are proposed in the paper; spectators, followers, fans and flâneurs. 


Using ideas from Marshall McLuhan’s definitions of hot and cool mediums, Giulianotti gives us an 
understanding of spectators and their level of attachment and commitment to a team, or to the sport 
in general. 



(21)Despite Giulianotti focusing on the spectators in England (Giulianotti, 2002 p. 22), we can 
 still apply this model to the general football fan, and see which aspects are appropriate to analyze 
 the fans existing in North America. These spectators will eventually have similar characteristics as 
 the ones in England, but not necessarily to the same degree when we take history into account 
 through the analysis. The game of football and its spectators in North America does not have the 
 same connotations as the English spectator. Although he focuses on the professional football club 
 model that is most commonly seen across Western Europe, we still believe this model is relevant 
 to  the  North  American  business  model  apparent  in  the  MLS  and  USL.  With  the  inevitable 
 commodification of football came a new type of fan, with less “ritual sublimations”, that bound more 
 seasoned fans to their respective clubs (Giulianotti, 2002 p. 28).  


To  help  explain  football’s  culture  with  the  hyper-commodification  of  the  sport  and  the 
 changing landscape of factors that affect fan engagement, we can reference Giulianotti’s notes to 
 this change. Dependent on a person’s level of association with a football club, Giulianotti examines 
 how  the  impact  of  the  commodification  of  football  on  the  identities  of  spectators.  The  model  he 
 proposes includes four types of identities that are most common in today’s commodified football 
 world. The following definitions in his model are the proposed ones from Giulianotti are in a person’s 
 relation to a specific football club. 


Table 5. Giulianotti “taxonomy of spectators” 



(22)In  table  5,  Giulianotti  uses  the  horizontal  axis  to  measure  the  level  of  investment  a 
 traditional/consumer has with a club. This axis is heavily influenced by the terms put forth by Taylor 
 and Critcher during the 1970s.  


Traditional  spectators:  Possess  a  more  personal,  location-bound  and  long  lived 
 relationship with a club. 


Consumer  fans:    Their  relationship  is  reflected  through  their  consumption  of  marketed 
 material such as merchandise and other products. 


The vertical axis of the model portrays the level of hot-cool degrees which a person’s identity 
 is linked to a club. The strong amount of commitment and loyalty towards a club is represented by 
 the hot end of the axis, where the cool end represents the opposite of those traits (Giulianotti, 2002 
 p. 31). The hot and cool levels of loyalty also derive some ideas from an essay by Bryan Turner 
 (1999) regarding how individuals mark their bodies, where he argues that in the postmodern world 
 a person is less likely to opt for a tattoo which has a strong meaning behind it, a ‘hot’ relationship, 
 and  more  likely  to  seek  a  tattoo  for  its  aesthetics  rather  than  cultural  meaning  and  therefore 
 reflecting minimal association with a social group. Giulianotti argues that Turner’s model does assist 
 his research into sports spectators in the sense that their level of attachment can be seen through 
 their behavior and actions, as well as their forms of identification. 


Supporters→ Fall on the traditional end of the horizontal and hot end of the vertical axes. 


The support has a commitment to a club in many different forms, ranging from emotional and long-
 term to monetary support. The relationship with the club in a collective acceptance of the term would 
 be similar to that of a person’s relationship with their family and friends (Giulianotti, 2002 p. 33). 


Supporting the club for this individual plays a large part in how they identify themselves and in the 
 structure  of  how  they  occupy  their  time.  Regular  visits  to  the  home  ground  also  show  a  thick 
 solidarity with other supporters to create a community surrounding the club. As we mention later in 
 discussion of the first stage of Funk and James’ PCM model, an individual’s awareness of a club 
 through  parental  relationship  is  the  most  common  reason  for  a  child’s  integration  to  become  a 
 supporter of a certain club (Giulianotti, 2002 p. 34). 


Followers → Also fall on the traditional end of the horizontal axis but on the cool end of the 
vertical axis. These individuals have the tendency to lean towards following a certain club, however 
it  is  not  the  only  aspect  of  the  sport  they  follow.  They  lean  towards  following  certain  players  or 



(23)managers  and  are  attracted  to  their  skills  or  tactics  rather  than  the  particular  club  they  are 
 associated  with  (Giulianotti,  2002  p.  34).  The  follower’s  identification  is  formed  through  cooler 
 behaviors  such  as  consumption  of  information  about  a  club  through  social  media,  for  example. 


There is no definite way of identification or support when it comes to deciding whose side to be on 
 when, for example, a follower’s favorite manager’s team is competing against a follower’s favored 
 star player. 


Fans → On the other end, the consumer end, of the horizontal axis and the hot end of the 
 vertical axis we can find the fan. Giulianotti describes the fan as a more modern spectator, and their 
 commitment  is  more  towards  a  club’s  current  team  or  star  players  than  its  history  or  cultural 
 associations (Giulianotti, 2002 p. 36). This relationship is more market-centered than say, the one 
 of the supporter, mostly due to football’s becoming such a business orientated sport and it’s hyper-
 commodification.  A  fan’s  level  of  identification  is  thus  measured  through  product  consumption 
 (Giulianotti, 2002 p. 36).  


Flâneurs  → The  cool  consumer  would  be  the  most  postmodern  definition  of  a  football 
 spectator.  The  term  has  derived  from  previous  definitions  proposed  by  Baudelaire,  Simmel  and 
 Walter  Benjamin.  The  flâneurs  tends  to  be  a  fleeting  character  with  no  commitments  and  it’s 
 spectator identity has postmodern tendencies. His or her relationships tend to be predominantly 
 virtual, and they communicate through the internet and or television (Giulianotti, 2002 p. 38). 


The fan as a consumer: Segmentation in Marketing (Tapp & Clowes) 


With these extensive definitions of sports consumers, we can begin to find ways in which the factors 
we are defining increase their engagement with the sport and businesses. The sports consumer is 
argued  to  be  different  to  that  of  those  conventional  consumers  of  “more  “mainstream”  areas  of 
commerce” (Tapp & Clowes, 2002 p. 1249). The aim of their paper is to not divide consumers by 
factors  such  as  sex,  age  or  class,  but  to  focus  on  segmenting  the  market  by  their  level  of 
commitment  to  the  sport. This will allow marketing strategists to focus more on these levels, as 
other researchers such as Sashi (2012) and Giulianotti (2002) have deemed this a preferred way 
of segmenting football consumers. With their focus on the business of football, we can tie this with 
Sashi’s customer engagement model to further support our analysis. 



(24)Rather than focusing on dividing supporters into categories that depend on geodemographic 
 data collected, Tapp & Clowes rather take a more behavioral approach to their research. This is by 
 focusing on segmenting customers by their levels and types of loyalty shown towards a particular 
 club  as  well  as  what  kind  of  relationship  they  are  seeking  (Tapp  &  Clowes,  2002  p.  1249).  The 
 research  is  also  aimed  to  show  that  football  fans  are  an  underserved  group  when  it  comes  to 
 segmentation  possibilities  to  eventually  answer  who  the  modern  football  supporters  are  and 
 whether  they  fit  any  profiles  to  potentially  be  segmented.  The  sector  of  sport  has  different 
 characteristics  to  other  markets,  which  Mullin et  al.  (2000)  have  pointed  out  some  of  these 
 characteristics being, but not limited to:  


●  The consumers of sport have a high level of identification with the product 


●  The  demand  of  consumers  fluctuates  due  to  the  product  being  inconsistent  and 
 unpredictable 


●  Control over the product is little 


From the research conducted, Tapp & Clowes eventually divided the supporters into three 
main  categories;  casuals,  regulars  and  fanatics  as  seen  in  figure  6.  From  their  research,  the 
definition of casual supporters consists of those individuals who have a low commitment to the team 
or club and only attend, on average, five games per season (Tapp & Clowes, 2002) They are also 
less likely to live in the close vicinity of the game’s home turf, and do not necessarily participate in 
community-based events surrounding the team. Regulars have a stronger and higher amount of 
commitment  than  the  casuals,  with  an  average  attendance  of  15  games  per  season.  They  are, 
despite a high amount of commitment, likelier to BIRG and CORF. 



(25)Figure 6: Three supporter categories 


 Source: Tapp & Clowes, 2002 


Basking in Reflected Glory 


In 1976, Cialdini et al published “Basking in Reflected Glory: Three (Football) Field Studies”, which 
 is considered one of the more important and influential studies relating to sport consumer behavior. 


We deem this necessary in our research in order to understand fan behavior, despite the research 
not  being  on  association  football  in  particular.  This  is  also  important  because  the  study  was 
conducted in the United States at a time where the MLS and USL had not been formed and has 
given us insight into the sports culture before its formation and the entrance and influence of the 
World Cup in 1994. Cialdini started this research after attending and experiencing the atmosphere 
at a Ohio State University football game. The results came to coining the term Basking in Reflected 
Glory, or BIRGing as we will use from hereon. Jensen et al (2016) decided to revisit this study 40 
years after to see the developments since with the changing landscape of sports spectators. The 



(26)need  for  understanding  consumer  behavior  in  the  context  of  sport  is  an  ongoing  theme  in  the 
 research presented and this study acts as no exception. 


Fan’s association and the level of it with a team is not necessarily a new concept, however 
 the study conducted by Jensen et al., (2016) is one of the first to give evidence for this behavior. 


Having collected data, they discovered that, if a student believed they had a direct relation to the 
 player,  they  were  more  likely  to  BIRG  and  feel  as  if  they  had  an  influence  on  a  team’s  positive 
 performance. It has become more fitting to refer to the celebration of a win or big accomplishment 
 on the field as COATing, or Celebrating Our Accomplishment Together. This is because what was 
 achieved on the field can be seen as a collective result and enjoyed by everyone in the community. 


As much as the fans can celebrate victories with the team, they also have a tendency to Cut 
 Off Reflected Failure (CORF) if the team is not performing well. The term was introduced because 
 if  the  term  BIRGing  were  to  have  any  legitimacy,  the  negative  effects  had  to  be  observed  and 
 defined as well. If we are examining a fan’s level of commitment, it is important to see how easily 
 they  can  CORF  and  therefore  we  can  define  how  strong  the  commitment  is.  Despite  the 
 commitment being high, what it takes to lower it also matters. 


The location of the game did not seem to have an effect on the amount of BIRGing in Cialdini 
 et al’s., study the first time around, and Jensen et al., (2016) found the same results. An important 
 note made in Jensen et al’s. (2016) updated study is that the supporters during the 1976 study did 
 not have an easy way to experience the games with their friends and family through a shared online 
 experience.  Social  media  plays  a  large  part  and  therefore  the  Jensen et  al., study  serves  the 
 purpose of filling the gaps between the changes in information, technology and experiences. 


Audiences 


After  focusing  on  Giulianotti’s  taxonomy,  we  can  start  looking  into  the  relevancies  of  the 
 research surrounding the audience as a whole. We can use Ingar Mehus’ model of the diffused 
 audience  to  support  claims  of  the  more  cool  and  passive  audiences.  As  well  as  Nicholas 
 Abercrombie and Brian Longhurts’ research on audiences. They derive from their book “Audiences: 


a sociological theory of performance and imagination” (1998) The importance of using Abercrombie 
and  Longhurts’  research  on  audiences  is  to  understand  the  fans,  not  only  individually,  but  as  a 
whole. The definitions proposed by Giulianotti, Tapp & Clowes and Hunt et al., are focused on the 
individual, and do place that individual in a collective, however we do not see much on the collective 



(27)itself in their research. This will give us support in analyzing fans as collectives, fans as consumers 
 in a cultural setting, and fans as a spectacle. Fans as a spectacle is also noted in other research, 
 where the football audience becomes part of the experience other spectators pay for (Mehus, 2010) 
 (Junghagen & Lillo, 2017). 


Mehus  proposed  that  the  audiences  of  football  were  becoming  more  diffused  after  the 
 constant  transformation  of  football  into  a  big  business  (2010).  The  business  and  entertainment 
 aspect brought an increase in middle-class spectators, and therefore more consumer-centric fans. 


This was the start of the decline of that traditional supporter who has a deeper commitment to the 
 sport.  Consumer  fans  were  perceived  as  less  authentic  and  created  friction  with  traditional 
 supporters. 


Abercrombie  &  Longhurst  derived,  from  researching  audiences  in  a  sociological  manner, 
 that their collective influence on the performer becomes a two-way performance. This aspect will 
 help us understand the relationship between spectators and professional athletes. They also help 
 us understand the religious tendencies of sport fandom, where fans develop a loyalty to a team or 
 player in order to participate in such activities as BIRGing.  


Sashi and the Customer Engagement Model 


Sashi (2012) and his research throughout “Customer engagement, buyer-seller relationships, and 
 social media” has helped us develop towards more well-rounded research. Customer engagement 
 has emerged in the last few years as a topic of great interest to managers and consultants in diverse 
 industries  and  companies.  The  evolution  of  the  Internet  has  especially  had  an  increasingly 
 significant effect on customer engagement. This means that MLS and USL teams, have seen and 
 used this new phenomena as tool to create a fan base, and therefore will subsequently attract more 
 fans  and  spectators  to  the  stadiums.  Social  media  can  provide  the  opportunity  to  connect  with 
 customers using richer media with great reach (Sashi, 2012). With using social media, the clubs 
 can  forge  relationships  with  existing  as  well  as  new  customers  and  form  communities  that 
 interactively  collaborate  to  identify  and  understand  problems  and  develop  solutions  for  them. 


Empirical studies by the Economic Intelligence Unit states the following; 


  



(28)“Engagement refers to the creation of experiences that allow companies to build deeper, 
 more meaningful and sustainable interactions between the company and its customers or 
 external stakeholders” and proposes that “It is not a fixed point that can be reached but a 
 process that expands and evolves over time.”  


(Economist Intelligence Unit, 2007) 
   


There are many definitions of customer engagement but the one we are using comes from Sashi 
 (2012), who states customer engagement is the focus on satisfying customers by providing superior 
 value to your competitors to build trust and commitment in long-term relationships. Sashi (2012) 
 has  developed  the customer  engagement  cycle.  The  seven  factors  (as  are  shown  in  figure  7) 
 explain the process of creating customer engagement; 


Figure 7: Customer Engagement Model 
 1.   Connection:  Emotional  bond  is 


for  sellers  and  customers  to 
 connect  with  each  other. 


Traditional  and  online 
 connection. 


2.   Interaction:  Once  connected  the 
 customer can interact with seller 
 personally  and  other  customers. 


Web  2.0  has  made  it  easier  to 
 connect rather than face-to-face. 


3.   Satisfaction:  Only  if  interactions 
 between a seller and a customer, 


or  among  the  members  of  a  community  including  seller  and  customers  result  in 
 satisfaction will they stay connected and continue to interact with one another and 
 progress towards engagement. 


4.   Retention: Customer retention can result from either overall satisfaction over time or 
highly positive emotions. Therefore the satisfaction process is important to keep fans. 



(29)5.   Commitment:  Commitment  in  a  relationship  has  two  major  dimensions:  Affective 
 commitment  (more  rational  –  if  you  like  one  club,  you  only  like  that  club)  and 
 calculative commitment (higher levels of customer loyalty and enduring relationships 
 with sellers) Therefore customer loyalty may be considered the result of calculative 
 commitment to a product, brand or company. But if customers are loyal as well as 
 delighted,  that  is,  customer  commitment  to  a  seller  encompasses  both  calculative 
 and affective commitment. 


6.   Advocacy:  Delighted  customers  may  keep  their  delight  to  themselves  or  in  a 
 connected world interact with others in their social networks to spread the word about 
 their positive experiences with a product, brand, or company. 


7.   Engagement:  When  delighted  or  loyal  customers  share  their  delight  or  loyalty  in 
 interactions with others in their social networks and become advocates for a product, 
 brand,  or  company,  the  foundation  has  been  laid  for  proceeding  to  the  next  and 
 perhaps most important step in the cycle, customer engagement. 


(Sashi, 2012) 


Thus, the theory and model will help us doing our analysis by looking at the seven factors which 
 help us to create an overview of how to work with customer engagement for the respective club 
 case studies we will focus at. 


Psychological Continuum Model 


To  understand  the  development  of  sports,  Zeigler  (2007)  argues  involvement  provides  ability  to 
understand  the  social  importance  and  value  of  sport.  Terms  such  as  identification,  attraction, 
communication,  attachment,  involvement,  validity  and  importance,  commitment  and  loyalty  are 
various terms which have been used to describe the relationship between fans and a club or a sport 
event  (Taghizadeh et  al.,  2015).  A  theory  we  will  use  is  the  Psychological  Continuum  Model  as 
initially  introduced  by  Funk  and  James  in  2001.  This  approach  is  supported  by  recent  sport 
consumer  behavior  theory  that  suggests  loyalty  evolves  through  a  psychological  continuum 
characterized by four stages. Before going into detail with the theory, we will briefly explain similar 
models, such as the Hierarchy of Effects Theory. A model which belongs to this, is the AIDA model 
(Barry, 1987) who looks into four steps (Awareness, Interest, Desire and Action). The focus of this 



(30)model, is the outcome of desired behavioral changes. AIDA propose to explain consumer purchase 
 behavior, in contrast to the PCM which focuses on the psychological relationship an individual may 
 form  with  a  sport  object  (Funk  &  James,  2001).  Three  Orders  Model  is  another  model  from  the 
 Hierarchy of Effects Theory. Ray (1973) suggests that different assets determine which of the three 
 hierarchies (learning, dissonance, low-involvement) becomes dominant in a given situation. Other 
 models in stages of adoption, and escalating commitment are model similar to PCM, but we will not 
 elaborate on them.  


The  PCM  is  a  stage-based  conceptual  framework  for  understanding  an  individual's 
 sociological and psychological connection to a sport consumptive object (SCO). The SCO can be 
 defined as a sport in general, a specific league, a team or a player etc. (Junghagen et al. 2016). In 
 this case, the MLS and USL and the clubs chosen as case studies are our SCO’s. It examines the 
 process that influences attitude formations and change through the four stages of the PCM. Figure 
 8 shows these four processes:  


Figure 8: The Psychological Continuum Model (PCM)  


Source: Funk & James, 2001 



(31)The process explaining the movement of a consumer from a state of awareness of a sport team (or 
 event), to eventually allegiance, which can be loyalty towards a sport team. Funk and James (2001) 
 suggest that consumers can move vertically upwards from awareness, to attraction, to attachment 
 and lastly allegiance. Notable with the approach, is that it can also go in the other direction. Not 
 every consumer who becomes attracted to a club will automatically become loyal to the club. Funk 
 and James (2001) state that it is the clubs or marketers who have the job of getting the possible 
 consumers to their brand. We will now explain the four stages of the model as shown in figure 8. 


Awareness: The first stage of the PCM suggests that when an individual first learns that certain 
 sport  or  club  exists,  but  does  not  have  a  specific  favorite.  According  to  Funk  &  James  (2001) 
 awareness  of  sport,  teams  and  events  stems  from  formal  and  informal  channels  such  as  an 
 individual’s  parents,  friends,  school  and  media.  Research  has  stated  that  parents  are  primary 
 socializing agents of shaping a child’s interest in games and activities, and fathers play a primary 
 role in introducing their children to sports during their preschool years (ages zero to five). When 
 kids turn five to nine years, they begin to be aware of sports and teams through television. After 
 beginning  to  be  aware  of  this,  they  can  start  climbing  the  stages.  The  awareness  of  sports  and 
 teams for children is driven by the socialization process (Funk & James, 2001). When focusing on 
 adults,  they  socializing  with  sports  and  teams  through  a  varying  different  of  socializing  agents. 


Example the working community, geographical proximity, mass media etc. are high influencers.  


Attraction: In the attraction stage, the individual has a favorite sport, event, team or leisure hobby. 


Attraction is based upon a number of extrinsic and intrinsic motives, in other words based upon 
 various social-psychological and demographic-based motives. The quote exemplifies well how an 
 individual increasing their level of awareness and move towards attraction:  


“Knowing that sports and teams exist, but having no interest in sports, signals that a person 
 has archived a level of awareness, but not attraction. For example, a person may know 
 that popular sports in North America include football, baseball, basketball and ice hockey. 


The same person, however, may not like any of those sports and will not invest his or her 
time, money or emotions to follow them. As a person begins to distinguish between different 
sports  and  teams,  learns  the  rules  of  play,  knows  the  names  of  different  teams,  and 



(32)understands  the  different  levels  of  a  sport  (e.g.,  high  school,  college  and  professional 
 football),  he  or  she  experiences  an  increasing  level  of  awareness  and  moves  towards 
 attraction.”  


(Funk & James, 2001 p. 127) 


When an individual has a favorite sport or team, they have reached the attraction level. Again, the 
 family, and especially the father, is almost always the reason why a child chooses a team to support. 


If the father changes his favorite team, it is likely the child would choose to do so as well (Funk & 


James, 2001).  


Moreover, various forms of advertising, that promotes specific attributes and benefits of a 
 the sport product, such as entertainment on and outside of the stadiums in North America is huge 
 (e.g., national anthem and tailgate parties). This may affect an individual's choice of a favorite sport 
 or team (Funk & James, 2001) The following factors have an influence when selecting a favorite 
 sport or club. First, hedonic motives, such as the skills of an specific athlete, for example, if you 
 admire Cristiano Ronaldo or Lionel Messi, you come to the stadium to see them as an entertainment 
 aspect of the game. Furthermore the excitement of the game can be a factor to select a game. 


Second, psychological features of a social situation such as achievement (BIRGing) and supporting 
 the winning team or acceptance as aforementioned, where the favorite team you choose often is 
 the father’s team or supporting the local team to fit in. Third, physical features such as the stadium 
 facilities e.g., heaters in the roof on Santiago Bernabéu to the cold nights, good Wi-Fi or soft seats 
 etc. Lastly, situational factors such as special events, price discounts and give-away promotions 
 are likely to influence the individual to decide what club or sport to support (Funk & James, 2001). 


Having all these factors in mind, there is also the opposite part of it, namely CORFing, it is a low-
 level connection that characterize attraction has been documented in research dealing with cutting 
 off reflected failure (Funk & James, 2001 p. 130) When a person enjoys following a team in glory 
 and win a lot of the games, the person associate with the team, but when a team begins to lose, 
 the individual no longer support the team. It is therefore arguable that attraction is reached when 
 CORFing is demonstrated. 


Attachment: A person has reached the level of attachment when he or she has formed a stable 
physiological connection to a sport or team. Funk & James (2001) state that attachment is also 



(33)based on intrinsic than extrinsic processes. This stage in the PCM brings benefits, and the sport 
 objects  are  internalized  and  therefore  take  on  a  collective  emotional,  functional  and  symbolic 
 meaning. The psychological connection towards a sport, event, team or leisure hobby strengthens, 
 for example, attributes and benefits associated with a team such as success, star player, stadium, 
 identification and community pride. The attachment stage is more complex and difficult than the 
 others, but it is clear that through a sport fans increased participation, the stronger and more stable 
 the psychological connection to a sport or club becomes. Participation leads to more personalized 
 meaning  and  subsequently  to  more  stable  and  predictable  behavior.  The  strength  of  the 
 psychological connection to a sport or club is the main focus for distinguish between attraction and 
 attachment, and also between the last stage in the PCM, allegiance and attraction 


Allegiance: This last stage of the PCM represents the zenith of the continuum. The Cambridge 
 Dictionary  defines  allegiance  as:  “Loyalty  and  support  for  a  ruler,  country,  group  or  belief”.  The 
 notion that allegiance represents loyalty to a group is important because the approach focuses on 
 an individual’s loyalty to a sport or club. When looking at previous research about this topic, the 
 phenomenon of consumer loyalty in the areas of marketing, consumer behavior and recreation are 
 important.  Turning  the  focus  towards  sport  related  research,  early  investigations  relied  primarily 
 upon game attendance figures to measure the behavioral component of loyalty. This topic has not 
 gotten much attention, and therefore fan loyalty has remained underdeveloped and largely ignored 
 (Funk & James, 2001 p. 135). 


Persistence and resistance are two concepts that belong to allegiance, and they have an 
 impact on cognition and behavior. Persistent attitudes are thought to remain unchanged and stable 
 over an extended period of time regardless of the type of information being encountered. In addition 
 to persistence, highly formed attitudes are thought to be resistant to change. Thus, an allegiant fan 
 can develop some feelings and connections to a sport team, and then the attitudes that strengthen 
 their psychological involvement (Funk & James, 2001 p. 136). 


Behavioral loyalty is another concept of loyalty developed by Jacoby and Chestnut (1978), 
who conceptualize loyal behavior as a phenomenon expressed by a biased, behavioral response 
expressed  over  time,  made  by  some  decision-making  unit,  and  with  respect  to  one  or  more 
alternative brands within a set of brands (Funk & James, 2001 p. 138). It consists of two components 
namely, a behavior itself, like purchase of merchandise and tickets, and attendance at the sport 



(34)event,  and  lastly  a  behavior  that  expressed  with  some  duration  in  a  situational  context  such  as 
 watching every game every Sunday (Funk & James, 2001). Finally, to end the last stage of the 
 PCM, an allegiant fan is an individual who watches every game, follows sport news and players, 
 and discusses sports with other fans and spectators. 


The  PCM  provides  a  useful  framework  for  conceptualizing  four  different  psychological 
 outcomes (awareness, attraction, attachment and allegiance) related to sport objects, but has some 
 major limitations. It has provided an understanding for shift along a continuum from awareness of 
 a  sport  or  club  to  allegiance  to  a  sport  or  club.  The  model  describes  it  well  and  gives  a  good 
 theoretical framework for analyzing the stages in an individual’s psychological development towards 
 finding one’s sport or club. It can be argued, however, that another limitation is that the model does 
 not sufficiently address how individuals progress between the four stages. The framework offered 
 limited  discussion  on  how  individual  process  create  distinct  outcomes  as  one  moves  up  the 
 hierarchy.  It  fails  to  explain  the  development  progression  of  the  last  stages,  and  therefore  it  is 
 arguable to categorize it as a framework rather than a model.  


Thus, this theory section will have an great influence in the analysis, where the data collected will 
 be compared with the aforementioned theories. Next chapter will be our methodology section.  



Methodology 


Chapter  Three  will  give  an  outline  of  the  research  method  used  for  this  thesis.  The  chapter  will 
 include descriptions and discussions about the research, the approach to the research, strategy, 
 design and data collection etc. Lastly, a small section of philosophy of science will end this chapter. 


  


Purpose of our research 


The book “Research Methods For Business Students” from Saunders, Lewis and Thornhill from 
 2007 gives a unique blend of practicality and rigor for students to acquire knowledge, understanding 
 and skills necessary to complete a successful research project. Firstly, we will look at our purpose 
 of  this  research.  Saunders  et  al.,  (2007)  has  formulated  three  types  of  purposes  to  use  when 
 presenting research: 
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