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The study combines disparate streams of research in order to develop a model
of devoted fan behavior. The theoretical foundations for this study are based
on literature examining social identity theory, involvement, attachment and sat-
isfaction. A model of the factors that influence fan identity salience and atten-
dance is developed and tested. First, the factors that influence fan identity sa-
lience and sporting event attendance are discussed and an integrated model is
developed. Second, the proposed model is tested using a sample of college
students. Third, the implications of the findings are discussed. The findings
suggest that identity salience is an important factor in explaining fan-related
behavior.
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Introduction

The avid sports fan is a persuasive part of our culture (Lieberman,
1991). Worldwide, millions of people view regularly sporting events, either
in-person or on television. In addition, sports fans follow their favorite teams
via radio, newspapers, magazines, and the internet. Evidence suggests that
more and more people are becoming sports fans. For example, attendance
at sporting events is increasing steadily and greater amounts of media time
is being devoted to sports (U.S. Census Bureau, 1993). In particular, inter-
collegiate athletics are enjoying large increases in fan attendance. According
to U.S. Census Bureau (1993) data, attendance at collegiate football and
basketball games increased over 30% in the period from 1983 to 1993. More-
over, National Collegiate Athletic Association (NCAA) figures indicate the
revenue generated from Division I intercollegiate athletics increased nearly
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15% from 1993 to 1995 (Fulks, 1996). Not surprisingly, men's football and
basketball are the primary sources of revenue for many Division I institutions.
However, the growth in the popularity of athletic events is not specific to
men's sports. A growing interest in women's athletics, particularly basketball,
is fueling a growth in revenues for women's intercollegiate athletics as well.
For example, there was a 20% increase in revenues from 1993 to 1995 alone
(Fulks, 1996).

The growth in the popularity of sports is creating a windfall for sporting
event promoters, sporting event venues, and manufacturers of sports-related
products. For example, consumer spending on sports apparel rose 13% be-
tween 1994 and 1996, going from $27.5 to $31.1 billion (Stankevich, 1998).
Yet, despite the prominent role of sports spectatorship in American con-
sumption culture few studies have focused on the factors that influence peo-
ple to become avid fans and how they impact fan-related consumption (Mad-
rigal, 1995).

Researchers have examined a number of factors that influence a variety
of fan behaviors. For example, Kerstetter and Kovich's (1997) study of
women's basketball fans explores die relationship among fan involvement,
sociodemographics, and behavioral variables. They adopt Laurent and Kap-
ferer's (1985) conceptualization and operationalization of involvement. Us-
ing this perspective they demonstrate that involvement, an unobservable
state of interest, motivation or arousal, is a useful concept for understanding
fan behavior. Their results suggest the number of years one attends sporting
events is positively associated with the pleasure and value linked to the ex-
perience. Furthermore, they find that college boosters (i.e., those people
who support regularly a particular sports team) place more value on being
a fan than do university faculty/staff, and that involvement does not vary
based on gender.

Cialdini et al. (1976) examines the strength of identification with a
sports team after a loss and after a victory. Their results suggest students are
more likely to wear university-related apparel after a victory. They conclude
that students attempt to associate themselves with a successful group in order
to bolster their self-esteem. This process is referred to as "basking-in re-
flected-glory" (BIRGing). In contrast, people may also try to maintain their
self-esteem by disassociating themselves from an unsuccessful group. This is
referred to as "cutting-off-reflected failure" (CORFing). Wann and Bran-
scombe (1990) demonstrate that higher fan identification can lead to an
increase in the likelihood of BIRGing and a decrease in the likelihood to
CORF. They conclude that die-hard fans believe that being a "fan" is an
important part of who they are and, as a result, they persevere, even when
their team is unsuccessful (Wann 8c Branscombe, 1990).

Madrigal (1995) develops and tests a model of sports fan satisfaction
based on the idea that affect influences satisfaction. He finds that fan iden-
tification with a team has a strong influence on affect and enjoyment and,
in turn, affect and enjoyment lead to satisfaction. The findings are consistent
with previous research that suggests the unique nature of sporting events is
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the primary appeal for many fans (Kerstetter & Kovich, 1997; Koppett, 1981).
Furthermore, research suggests fans may become loyal to a particular team
because of the enjoyment associated with spectating (Zillman, Bryant, & Sa-
polsky, 1989) or because of the sense of identity felt by associating themselves
with a particular group (Wann & Branscombe, 1990).

Thus, a great deal of research has explored fan behaviors. The purpose
of this paper is to bring the aforementioned streams of research together to
explore the factors that influence "fan" identity salience. Past research sug-
gests that involvement, identification and satisfaction are all related to fan
behavior. This research explores these constructs concomitantly by adopting
social identity theory to explore the fan identity. Specifically, the relation-
ships amongst involvement, satisfaction and fan identity salience are ex-
plored. In addition, the relationship between attachment to a team and fan
identity salience is considered. Understanding the forces that influence fan
identity salience is useful, as identity salience has been demonstrated to pos-
itively influence participation in identity related activities (Kleine et al., 1993;
Laverie, 1998).

This study sets out to achieve a more comprehensive understanding of
avid fan behavior by including a number of constructs that are posited to
influence "fan" identity. Thus, this paper combines disparate streams of re-
search in order to develop a model of devoted fan behavior. The theoretical
foundations for this study are based on literature examining social identity
theory, involvement, attachment and satisfaction. A model of the factors that
influence fan identity salience and attendance is developed and tested. First,
the factors that influence fan identity salience and sporting event attendance
are discussed and an integrated model is developed. Second, the proposed
model is tested using a sample of college students. Third, the implications
of the findings are discussed.

Social Identity Theory

Social-identity theory, rooted in the symbolic interaction tradition, fo-
cuses on the connection between self, role, and society (Stryker, 1980). In
this conceptualization, the self is composed of "multiple selves," some of
which are more important than others. This notion can be traced back to
James (1890). The view of multiplicity of selves is consistent across a variety
of conceptualizations in the social sciences literature (cf., Goffman, 1959:
Schlenker, 1980). This view of the self recognizes the social units that people
live in are relatively small networks of social relationships that impact indi-
viduals' identities.

Social-identity theory can be contrasted with the traditional social psy-
chological view of the global self. In the social psychological view, the self is
a single entity. This conceptualization has been the dominant view in con-
sumer behavior research (Sirgy, 1982) and leisure research (Ingham, 1987).
However, evidence suggests that it may be more fruitful to work with multiple
conceptions of the self. For example, Shamir (1992) uses social identity the-
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ory to reveal important psychological dimensions of leisure that have not
been considered in streams of research that have focused on 'state of mind'
dimensions such as pleasure and freedom. In addition, Kleine et al. (1993)
find that a social identity perspective is a useful way to study the many dif-
ferent types of consumption people routinely partake in. A single, global
conception of the self can be misleading since people tend to describe them-
selves in highly differentiated ways (Gergen, 1991).

Another important characteristic of the social identity perspective is that
individuals enter into only a subset of the many social networks that exist in
society (Callero, 1985). The theory suggests that society is important to the
self because the individual is part of social networks that are formed on the
basis of common identities. Because of these specialized networks it follows
that the self can best be conceptualized as independent, yet partially over-
lapping selves. Thus, an important factor in how people relate to the social
world is the organization of their identities. Identities are organized hierar-
chically by the likelihood of invoking them across a variety of social situations
(Stryker, 1968).

Stryker (1980) suggests that we have a relatively distinct social self for
each role that we play. When we personalize these roles, they become iden-
tities. Thus, the self consists of many different identities. The goal of identity
theory is to understand how and why individuals select certain identity re-
lated activities, given all of the possible alternatives (Serpe, 1987). For ex-
ample, why does one person chose to play tennis and another chose to attend
a sporting event? Identity theory suggests that these types of choices can be
explained by identity salience. Identity salience is concerned with the im-
portance of a given identity, relative to other identities.

Salient identities are those that are an important part of who we are
and ones we display routinely. Hoelter (1983) finds that identity salience is
influenced positively by positive feelings related to the identity. Identities are
socially derived and require self-expression and positive feelings affirming
the identity (McCall & Simmons, 1966). Stryker (1968) suggests that positive
evaluations by others will be interpreted as appropriate identity perform-
ances and will generate positive affect. On the other hand, negative evalua-
tions would lead to negative affect and suggest inappropriate identity per-
formances. In this instance individuals would likely attempt to takes steps to
improve their performance or abandon the identity.

In addition, identity salience is likely to be influenced by social ties and
the use of identity related products. There is a great deal of evidence sup-
porting the relationship between social connections and identity salience
(Callero, 1985; Hoelter, 1983; Kleine et al., 1993; Shamir, 1992; Stryker and
Serpe, 1982). Identity related products are often used in situations where
others can easily examine these products, for instance a fan wearing team-
related paraphernalia. Because the use of these products is visible to others,
it is likely to provide opportunities to enhance identity salience.

Identities insinuate action by definition, and "it is through action that
role identities are realized and validated" (Callero, 1985, p. 205). Thus, it is
expected that differing levels of identity salience affect identity related be-
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havior (Callero, 1985). For example, as fan identity becomes more salient,
specific fan activities should be acted out more frequently (e.g., attending
games, watching games on television, following scores in the newspaper).

The importance of the self-behavior relationship is a central feature of
identity theory as proposed by Stryker (1968). Therefore, it is not surprising
that this relationship has received a great deal of attention. For instance,
Santee and Jackson (1979) demonstrate that identity salience is a meaningful
predictor of activities such as athletic participation and church attendance.
Likewise, Stryker and Serpe (1982) find that the salience of a religious iden-
tity is related to time spent in a religious role. In addition, Callero (1985)
and Charng et al. (1988) demonstrate that identity theory is useful in pred-
icating repeated behavior in the context of blood donation.

Nuttbrock and Freudiger (1991) offer further support for the relation-
ship between identity salience and behavior. They show that identity salience
predicts two facets of role performance in the context of motherhood: mak-
ing sacrifices for the child and accepting the burden of motherhood. Shamir
(1992) finds identity salience is related to commitment to participation in a
leisure activity and to the time invested in the activity. Additional support,
in the context of leisure is offered by Laverie (1998) who demonstrates that
identity salience is an effective predictor of motivation for participation in a
specific leisure activity.

The focus of social identity theory research has been on the relationship
between identity salience and behavior. This relationship seems to be strong.
However, little research has been conducted that focuses on the factors that
influence identity salience. Thus, this research will explore factors that influ-
ence identity salience in the context of a fan identity.

The wisdom of applying identity theory to devoted fan behavior is based
on the assumptions that the theory applies to the context in question and
that the theory has merit. Social identity theory is applicable because fan
behavior is socially visible, involves relationships with others, can lead to the
formation of a fan role and one can experience satisfaction associated with
that role. Identity theory has been subjected to empirical examination in
leisure, sociology, and consumer research (cf., Stryker and Serpe, 1982;
Serpe, 1987; Hoelter, 1983; Kleine et al., 1993; Laverie, 1998; Shamir, 1992).
Those people with high identity salience are more likely to participate in
identity related activities (Kleine et al., 1993; Laverie, 1998). Therefore, it is
posited that those who have high identity salience for being a fan of a sport-
ing team will attend games more often than diose low in identity salience.
However, it is also clear that identity theory needs further development to
understand the forces that influence identity salience. Next, three factors
(attachment, situational involvement, and enduring involvement) are dis-
cussed and their relationships to the salience of a "fan" identity are explored.

Attachment

Attachment is defined in the consumer behavior literature as the "extent
to which an object which is owned, expected to be owned, or previously
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owned by an individual, is used by the individual to maintain his or her self-
concept" (Ball & Tasaki, 1992, p. 158). Possessions with emotional signifi-
cance are likely to be objects of attachment and reflect who we are (Kleine,
et al., 1995). The focus of consumer attachment research has been on how
meaningful possessions are used to support the concept of self. Possessions
are symbolic in nature and are unspoken self-expressive statements (Laurent
& Kapferer, 1985). Researchers have empirically demonstrated that consum-
ers relate brands and product to their self-concepts (Dolich, 1969). Consum-
ers become attached to products that help them to express their self-
concepts. Thus, individuals are attached to products that are self-expressive.
Individuals possess sets of products organized around their various identities.

The emotions associated with attachment are likely to reinforce identity
salience. The relationship between positive emotional feelings and identity
salience has long been posited in social identity theory (Hoelter, 1983). How-
ever, the relationship between emotions and identity salience has not been
elaborated on in social identity theory. One way to capture the emotions
associated with identity salience is through the attachment construct. Attach-
ment to a team could be an important part of one's sense of self.

In the leisure literature, it is well documented that self-expression is an
important part of leisure as leisure allows for the presentation of different
identities. Participation in leisure activities is symbolic and leisure theory
acknowledges that participation in leisure can be self-expressive (Dimanche
& Samdahl, 1994). Thus, it appears there is a parallel between the symbolic
component of leisure participation and the symbolic component of con-
sumption. Kelly (1983) suggests identities assumed in leisure may reflect dif-
ferent images of the self. The symbolic component of leisure allows partici-
pants in leisure to express different portions of their self (Dimanche &
Samdahl, 1994). Thus, because of the self-expressive and social nature of
most leisure participation it seems likely that individuals become attached to
leisure activities that help them to express their self-concepts. Based on the
relationship between attachment and self, it is likely that attachment to a
leisure activity will be positively related to identity salience.

This study extends research in this area by exploring attachment to a
sports team. Leisure researchers have suggested attachment may be a useful
construct in understanding loyal leisure behavior (e.g., Kim et al., 1997).
People can use a sports team for the purpose of self-concept maintenance
(Dimanche & Samdahl, 1994). Thus, it seems that attachment to a team may
be related to fan identity salience. Attachment to a team will likely lead one
to make statements such as "I am a Raider fan." These types of statements
imply an attachment to the sports team and may be evidence that the team
is linked to the self-structure. Thus, the act of being a "fan" can be a per-
sonalized role, a part of the self, and, therefore, a vehicle by which people
can maintain their self-concept. As discussed earlier, fans that form an iden-
tity related to a team may experience strong feelings associated with "their"
team and may feel a sense of attachment to the team, which, in turn, tends
to increase the salience of their "fan identity." It is posited that high levels
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of attachment enhance identity salience. Thus, the more attachment a per-
son feels to a team, the more important that identity becomes to their sense
of self.

Involvement

Involvement has been defined as a state of motivation, arousal, or in-
terest toward a recreational activity or associated product (Rothschild, 1984).
Involvement research delineates situational involvement (SI) from enduring
involvement (El) (Houston & Rothschild, 1978; Richins & Bloch, 1986; Ri-
chins, Bloch & McQuarrie, 1992). El is conceptualized as the ongoing base-
line level of concern with an activity or product. In the case of this research
it would be the individual's ongoing concern with a team. SI is a passing
increase in concern for the activity or product due to temporary circum-
stances (Richins & Bloch, 1991). For example, a fan that is preparing to
attend a game may have high situational involvement on that evening. Thus,
enduring involvement represents an individual's ongoing level of interest in
an activity or product class (Houston & Rothschild, 1978). El is independent
of situations. High levels of El are likely to occur when the individuals per-
ceives an activity or product offers hedonic benefits or is closely linked with
the self (Laurent & Kapferer, 1985).

Leisure research has examined the role of involvement in leisure activ-
ities (e.g., Bryan, 1977; Havitz & Dimanche, 1997). These experiences are
often viewed as highly involving and affectively charged. If we are to under-
stand leisure activities, we must understand the personal meaning of recre-
ation participation (Bryan, 1977; Buchanan, 1985; Wellman et al., 1982).
Participation in leisure activities is often an ongoing state. Leisure research-
ers view El as ongoing enthusiasm and interest in an activity (Green &
Chalip, 1997; Havitz & Howard, 1995; Mclntyre, 1989). Therefore, El may
be more useful than SI for explaining ongoing participation (Mclntyre,
1989). El suggests a degree of specialization that implies an identity related
to the activity and self-expression (Bryan, 1977; Buchanan, 1985; Mclntyre,
1989).

Leisure research tends to focus on either SI or El—but not both. It is
maintained that fan behavior is likely to involve both SI and EL During the
course of a season, SI may be high as fans follow the results of games, watch
games on television, listen to games on the radio, and attend games. How-
ever, for many fans their association with a team is a long-term relationship
(i.e., they experience enduring involvement). These devoted fans are often
referred to as "die-hard" fans (Wann 8c Branscombe, 1990).

Following the suggestion of Havitz and Dimanche (1997), both SI and
El are included in this study. This study examines these concepts under the
umbrella of social identity theory. Positive affect and the importance of an
activity influence the foundation and maintenance of the identity associated
with the activity (Hoelter, 1983). El, an ongoing interest in a team, is likely
to lead a person to establish an identity related to the team (e.g., "I am a
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Fighting Irish fan"). As a result, an increase in one's El tends to lead to a
situation where the identity becomes a part of the person's self-structure.

Fans often experience an increase in SI as well. For example, fans will
be more involved with "their" team during the season than during the off-
season. A person's involvement with their team's performance and standing
will likely influence positively identity salience. As mentioned earlier, fans
bask-in-the-reflected glory of "their" team's performance, if the team is doing
well. SI represents an increase in arousal, which will influence positively iden-
tity salience. Therefore, it is posited that both El and SI will serve as ante-
cedents of a "fan" identity. That is, as El and/or SI increase for a particular
sports team, so will the salience of the "fan" identity.

Although research (e.g., Mclntyre, 1989) has suggested that self-
expression is simply a facet of involvement, it is important to note that self-
expression not be included as a component of involvement. Attachment cap-
tures the emotional and self-expressive feelings that people have for an
object or activity, while involvement does not. In consumer research, involve-
ment deals with the product category while attachment deals with a specific
product (Ball & Tasaki, 1992). Thus, one may be involved in basketball and
attached to a particular team. Or, an individual may be involved in watching
a basketball game, but not be emotionally attached to any particular team.
Furthermore, due to the importance of self-expression in leisure activities
Shamir (1992) suggests that attachment should not be included in other
psychological constructs. Instead, he suggests that it should occupy a more
prominent role in explaining leisure activity. Therefore, for the purpose of
this research, attachment is not included as a component of involvement.

Satisfaction

Marketers of consumer products and services tend to focus on customer
satisfaction. Satisfied customers are seen as a key to profitability because
maintaining current customers is often less expensive than gaining new ones
(Hawkins et al., 1997; O'Boyle, 1983). The objective of retaining satisfied
customers is paramount in the leisure industry as well, where retention rates
are historically low (Howard, 1992).

Research demonstrates that positive affect can predict satisfaction (Oli-
ver, 1993). People react to product or service consumption with either pos-
itive or negative affect. In turn, these affective states influence satisfaction
(Madrigal, 1995; Oliver, 1993; Westbrook & Oliver, 1991). That is, positive
affect tends to lead to an increase in satisfaction. When people experience
high SI, they are more likely to experience high levels of satisfaction with
products and services associated with the situation (Richins & Bloch, 1991).
Thus, it is posited that SI is positively related to satisfaction and that satisfied
fans are more likely to attend games on a regular basis.

The Model

Based on the previous discussion, the relations amongst the constructs
are depicted in Figure 1 and represent the hypothesized model. The model
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Situation
Involvement

Enduring
Involvement

Figure 1. A Model of the Factors that Influence Sporting Event Attendance.

begins with direct effects from, situational involvement, attachment, and en-
during involvement to identity salience. In addition, there is a direct rela-
tionship between situational involvement and satisfaction hypothesized. Sat-
isfaction and identity salience are then directly related to attendance at the
sporting event.

A Rival Model

A stronger test of a proposed model is to compare it with a rival model
(Bollen & Long, 1992). Our proposed model posits that situational involve-
ment, attachment, and enduring involvement influence fan attendance only
through the mediating variables of satisfaction and identity salience. There-
fore, satisfaction and identity salience are both viewed as having central nom-
ological status. A possible rival view could be one that posits only direct paths
from each of the precursors to fan attendance (see Figure 2). This rival
model, therefore, allows no indirect effects. That is, satisfaction and identity
salience are not allowed to mediate any of the relationships. As a result,
satisfaction and identity salience are viewed as nomologically similar to the
other precursors of fan attendance. Although this rival model has not been
hypothesized specifically in the literature, it is implied by numerous studies
that consider situational involvement, attachment, and enduring involve-
ment to be independent variables directly influencing outcomes. Examples
include situation involvement influencing future intentions (Kim et al.,
1997), situational and enduring involvement and their relationship to prod-
uct related behaviors (Richins and Bloch, 1986), the effect enduring and
situational involvement have on consumer responses (Richins et al., 1992),
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Situation
Involvement

Figure 2. A Rival Model.

and the influence of attachment on conflict resolution strategies (Styron and
Janoff-Bulman, 1997).

Method

This study examines the factors that influence fan identity salience. Spe-
cifically, this study focuses on women's basketball fans at a large southwestern
university. Multiple item, self-report measures are used, when applicable, for
the constructs in this study. All of the measures have been employed in
previous research. Some of the measures have been adapted to fit the context
of the study. The mean, standard deviation, and reliability for each scale are
shown in Table 1.

Measures

Respondents' situational involvement is measured using the Personal
Involvement Inventory (Zaichkowsky, 1985). The scale consists of 16 seman-
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TABLE 1
Scale Means, Standard Deviations, and Reliabilities

Scale

Attendance
Satisfaction
Salience
Attachment
Situational Involvement
Enduring Involvement

Mean

2.52
5.62
3.43
3.49
4.51
4.60

Std Dev

2.34
1.52
1.41
1.28
1.19
1.27

Coefficient-ct

*

0.75
0.76
0.87
0.96
0.90

•Attendance is a single-indicant item.

tic differential items (7-point scales; see Appendix A). Enduring involvement
is measured using the Enduring Involvement Scale (Higie & Feick, 1988).
The scale items consist of 9 semantic differential items (7-point scales; see
Appendix A). These scales were selected because research has shown that
they are unidimensional (Higie & Feick, 1988; Kim et al., 1997; Mclntyre,
1989). Because this research is exploratory in nature and predominantly
interested in relationships among the constructs unidimensional scales were
chosen. Clearly, leisure and consumer research have demonstrated that in-
volvement is a multi-dimensional construct (Havitz & Dimanche, 1997; Ri-
chins et al., 1992). However, there have been consistent problems with the
dimensions of involvement cross-loading with each other. Therefore, both
the situational and enduring components of involvement are explored sep-
arately using scales that have historically represented these constructs well.
As a result, the relationships between the two facets of involvement and the
other constructs in the model can be more fully explored.

Attachment is measured using an adaptation of Ball and Tasaki's (1992)
nine-item scale. Identity salience is measured using a scale adapted from
Callero (1985) and Kleine et al. (1993). The scale consists of 4 items each
measured on a 7-point Likert scale (strongly disagree to strongly agree). A scale
developed by Oliver (1980) measures satisfaction. The scale consists of 3
items each measured on a 7-point Likert scale (strongly disagree to strongly
agree). Finally, attendance is measured by asking the respondents to indicate
how often they had attended women's basketball games during the past sea-
son. This item was measured on a 7-point scale. This frequency measure is
a simple scale that has been effective in past research (Kleine et al., 1993).
These scales are included in Appendix A.

Data Collection

The questionnaires were distributed using a campus-intercept technique
at the end of the 1997/1998 NCAA women's basketball season. Students
from a market research class were trained on the proper method of admin-
istering the questionnaire and received course credit for their role in the
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project. The students were assigned to various locations on campus (e.g., the
bookstore, the university center, etc.). A variety of days and times were used
to facilitate access to all students. Potential respondents were approached
and asked if they would be willing to participate in a research project. A total
of 190 people participated in the study. All of the questionnaires were used
in the analysis. The sample consists of 31 freshmen, 35 sophomores, 35 jun-
iors, and 89 seniors. The average age of the respondents is 21.1 years old.
In general the respondents were highly involved in the sport (see Table 1).
In addition, the respondents reported high levels of identity salience and
attachment.

Testing the Proposed Model

The data are analyzed using path analysis (Loehlin, 1987). The use of
path analysis offers certain advantages over regression. It allows the re-
searcher to: (1) simultaneously test a system of theoretical relationships in-
volving multiple dependent variables, (2) restrict the relationships among
variables to those that have been hypothesized a priori, and (3) more thor-
oughly investigate how well the model fits the data (e.g., through the use
residuals and goodness-of-fit indexes). The covariance matrix is used as input
for the path analysis (see Table 2). The path coefficients are standardized in
order to see the relative importance of each construct in the sample (Schu-
macker & Lomax, 1996). Single, composite indicators are used for all vari-
ables and the reliability of each composite measure is used to set the error
terms and the exogenous variables are allowed to correlate.

The overall fit of the proposed model is good (x2 = 8.78, df = 6, p =
.19; GFI = .99; and RMSEA = .05). Furthermore, all of the hypothesized
paths are significant and in the hypothesized direction. In addition, die
model accounts for 65% of the variance in identity salience, 26% of the
variance in satisfaction, and 22% of the variance in attendance.

Situational involvement, attachment, and enduring involvement were
hypothesized to be related positively to identity salience. These hypotheses

Table 2
Correlations of Constructs*

Constructs

Attendance
Satisfaction
Ident Sal
Attachment

SI
El

Attendance

1.00
0.30
0.45
0.33
0.36
0.34

Satisfaction

1.00
0.38
0.35
0.51
0.41

Identity
Salience

1.00
0.71
0.73
0.72

Attachment

1.00
0.68
0.66

Situational
Involvement

1.00
0.79

Enduring
Involvement

1.00

*A11 correlations are significant at p < .01.
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are supported: situational involvement —»identity salience (7 = .28, t = 2.98,
p < .01); attachment —<• identity salience (7 = .33, t = 4.19, p < .01); and
enduring involvement —> identity salience (7 = .29, t = 2.98, p < .01).

Situational involvement was hypothesized to have a positive influence
on satisfaction. The hypothesis is supported (7 = .51, t = 7.56, p < .01).
Identity salience and satisfaction were posited to have a positive influence
on frequency of attendance. These hypotheses are supported: identity sali-
ence —* frequency of attendance (P = .39, t = 5.15, p < .01) and satisfaction
—• frequency of attendance (3 = .15, t = 2.01, p < .01).

Testing the Rival Model

We compare the proposed model with its rival on the following criteria:
ability to explain the variance in the outcome variable, fan attendance, and
percentage of hypothesized parameters that are statistically significant.1 Al-
though the amount of variance explained in fan attendance is identical in
both models (R2 = .22), only 2 out of the 5 (40%) hypothesized relationships
are significant in the rival model: identity salience —• frequency of attendance
(P = .43, t = 2.98, p < .01) and satisfaction —» frequency of attendance
(P = .17, t = 21.97, p < .01). In contrast, all of the hypothesized paths
(100%) are significant in the hypothesized model. In the rival model, the
three paths leading from situational involvement, attachment, and enduring
involvement are not significant. Indicating that these variables have no direct
effect on fan attendance. As a result, we suggest that the proposed model
more accurately reflects the relationships found in the data.

Discussion

A model of the factors that influence fan attendance is developed and
tested. The model examines variables from disparate streams of research
(identity salience, involvement, attachment, and satisfaction) and demon-
strates that they are useful for explaining fan behavior. The results have
implications for researchers examining activity-related behavior and for mar-
keting practitioners.

Although it has been suggested that involvement, attachment, and iden-
tity salience are related (Kleine et al., 1992; Ball 8c Tasaki, 1992), the rela-
tionship between these constructs has never b t ^ tested empirically. This
study is the first to explore concomitantly these constructs. More importantly,
the results suggest that examining them in the context of activity-related
behavior is beneficial. All of these factors are related strongly (all 3 path
coefficients are ~.3O) and significandy to identity salience and explain a
significant amount of the variance in this construct (65%). If a person is

1 Researchers often compare the differences in model fit when comparing models. However, the
rival model has 0 degrees of freedom (i.e., it is fully saturated) and, therefore, fits the data
perfectly. Therefore, model fit is not an appropriate point of comparison in this study.
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R2=.26

= 8.78 (p=.19)
GFI = .99
CFI=.99

Figure 3. Results Proposed Model.

involved with and/or attached to a sports team, he/she is more likely to rate
their "fan" identity as more important than other identities. Therefore, it is
important for sports marketers to take actions that enhance fans' situational
involvement, enduring involvement, and attachment. For example, by en-
couraging additional media coverage of their team and its players managers
could enhance involvement. In addition, promotions such as contests could
be doubly beneficial. The contest would both encourage fans to be more
involved and facilitate interaction between groups of fans and players, which
could enhance attachment. For example, a contest could be conducted to
select the most avid fan who would then win a dinner with the team. This
type of activity would also generate word-of-mouth communication about the
team and its activities.

Interestingly, the paths from SI and El to identity salience are almost
identical (.28 and .29, respectively). The questionnaire was distributed ap-
proximately one month after the end of the season, which might lead one
to expect that SI would not influence identity salience as much as El. That
is, since SI is influenced by activities related to the sports activity (e.g., at-
tending games) and those activities had not been experienced recently, one
might expect that SI would have decreased—making it a weaker predictor
of identity salience than EL However, this does not seem to be the case. Two
explanations seem plausible: (1) the time period between the end of the
season and when the questionnaires were distributed may not have been long
enough to allow the fan's SI to dissipate or (2) it may be the case that the
fan's SI was even stronger during the season, which means the path between
SI and identity salience is actually stronger during the season. Regardless,
the results demonstrate that SI is an important explanatory variable.
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Situation
Involvement

Enduring
Involvement

R2=.22

Figure 4. Results Rival Model.

In addition to SI and El, attachment is also related significantly to iden-
tity salience. The results suggest that as a person becomes more attached to
a team his/her "fan" identity becomes a more important part of his/her self-
concept. Attachment has been a useful explanatory variable in product re-
search. The results indicate it is also a useful concept in understanding be-
haviors related to sports teams. Therefore, by combining SI, El, and
attachment, in the same study a deeper understanding of the forces that
influence a "fan" identity is obtained. If an individual is higher in situational
involvement, enduring involvement, and/or attachment, then he/she is
more likely to rate his/her "fan" identity as being an important part of his/
her self-concept.

When making marketing mix adjustments, sports marketers often use
satisfaction to predict fan attendance. The results suggest that satisfaction is
indeed an important variable. However, as the results (and the leisure liter-
ature) suggest, fan behavior is a complex phenomenon. Therefore, research-
ers need to employ multiple constructs in their explanatory models to yield
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a deeper understanding of fan behavior. The analysis indicates that identity
salience explains more variance in fan attendance than does satisfaction
(The path coefficients are .39 and .15, respectively.) Therefore, in order to
understand more fully what motivates fans to attend games, researchers must
assess the importance of the team to the fans (i.e., their identity salience).
People for whom a "fan" identity is salient will be more likely to attend
games, regardless of their level of satisfaction. Therefore, identity salience
may be a useful segmentation variable for sports marketers. People whose
"fan" identity is salient to them may provide a steady stream of revenue.
That is, they will attend games and support their team regardless of the
success of the team. As a result, it may be beneficial for marketers to provide
special promotions for these fans; promotions that provide fans with a means
of maintaining their "fan-identities."

The results suggest that there are complex dynamics associated with
being a fan. Although this study represents an important first step toward
understanding fan-related behavior, further research needs to be conducted.
For example, researchers could investigate the role that social connections
play in forming and maintaining a "fan" identity. Avid fans are more likely
to discuss aspects of their team frequently with others and seek out social
settings in which discussion of their team is of interest to others. As Hoelter
(1983) maintains, identity salience is effected positively by the number of
social connections tied to a role. As a result, interpersonal relationships con-
tingent upon a "fan" identity for identity related social connections that may
enhance the salience of the identity. An exploration of the impact that social
connections have on fan-related behavior may be useful in understanding
these complex phenomena. Do social connections act as antecedents to in-
volvement, attachment, and identity salience or do they play some other role?

Future research could also explore identity-related products. A "fan
identity" may be related to large set of products (i.e., shirts, flags, cups,
license plate frames, etc.) Since they are often highly visible, the use of iden-
tity related products provide cues that may enhance identity salience (Belk,
1988; Wicklund & Gollwitzer, 1982). Research suggests that products are of-
ten most important to novices as these products send signals to others re-
garding identity related behaviors. Take for instance the novice fan that has
all of the fan paraphernalia to assure that he/she "looks the part." Wicklund
and Gollwitzer (1982) refer to these phenomena as symbolic self-completion.
It may be interesting to explore the role that identity related products play
in fan identity formation and maintenance. An exploration of avid fans' team
related product sets would be interesting to explore.

Consumer research has suggested that media information influences
identity salience (Kleine et al., 1993). The sheer abundance of information
available and money spent in the media regarding leisure pursuits makes
this an important factor to study. Research can examine how media infor-
mation influences fan identity salience? For example, does positive and fre-
quent information in the media enhance one's fan identity? And, does neg-
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ative information (e.g., scandals and rules violations) decrease fan identity
salience?

In addition, fan identity salience could drive fans to be overzealous. For
instance, avid fans in their zest to support their teams may act in a manner
that violates regulations. For instance, there have been numerous instances
at the collegiate level where boosters have lavished star players with illegal
gifts. In addition, avid fan behavior could influence institutions to focus on
the athlete portion of the student-athlete equation.

Finally, future research could consider the concept of place attachment.
Leisure research has focused on the strength of attachment to a "place"
(e.g., Kaltenbon, 1997, Williams et al., 1992). It is possible that place attach-
ment could be related to attachment to a team. For instance, many people
are Green Bay packer fans due to their roots in Wisconsin or neighboring
states. Likewise, many fans of athletic teams may be drawn to the teams
because of their geographic location (e.g., a particular city or on a University
campus). This may be an important variable in distinguishing between avid
collegiate sports fans and professional fans.

As with any research, a number of limitations should be acknowledged.
First, this study was conducted at the end of the season. Fan attachment,
satisfaction, involvement and identity salience are likely to change over the
course of a season as well. Therefore, future research should examine
whether the constructs identified in this study change over the course of a
season. Studies could measure the levels of these variables before, during,
and after the season. This would allow researchers to assess differences in
fan behavior and provide a more stringent test of the theory presented here.
Second, the sample was limited to college students. Fans of college athletics
need not be college students. In the context of some collegiate sports, such
as women's basketball, the most avid fans may not necessarily be the student
body. Other populations, who are also avid fans, should be studied to better
understand the complex dynamics of fan behavior.

A third limitation was that as this study was exploratory in nature the
research did not focus on the importance of the fan identity relative to other
identities. In the tradition of social-identity theory this question should be
explored in future research. A comparison of leisure identities to other iden-
tities such as mother, father or, professor might provide an understanding
of leisure's role in individuals' self schemas.

With the exception of Laverie (1998) and Shamir (1992), leisure re-
searchers have not explored the usefulness of identity salience for explaining
leisure-related behaviors. The findings suggest that identity salience is an
important factor in explaining fan-related behavior. In order to examine
whether the results are context specific, the model should be tested in other
populations (e.g., fans of professional football, basketball, and hockey). In
addition, the model may be a useful in exploring other leisure behaviors,
such as ongoing participation in tennis or golf.
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Appendix A

Measurement Scales

I. Situational Involvement (Zaichowsky, 1985).
(Semantic differential scale scored froml to 7)

Please indicate your feelings in regard to (team name) basketball.

important : : : : : : : : unimportant
of no concern : : : : : : : : of concern to me

irrelevant : : : : : : : : relevant
means a lot to me : : : : : : : : means nothing to me

useless : : : : : : : : useful
valuable : : : : : : : : worthless

trivial : : : : : : : : fundamental
beneficial : : : : : : : : not beneficial

matters to me : : : : : : : : doesn't matter to me
significant : : : : : : : : insignificant

vital : : : : : : : : superfluous
mundane : : : : : : : : fascinating

essential : : : : : : : : nonessential
undesirable : : : : : : : : desirable

wanted : : : : : : : : unwanted
not needed : : : : : : : : needed

II. Enduring Involvement (Adapted from Higie and Feick 1988).
(Semantic differential scale scored from 1 to 7)

Please indicate your feelings in regard to attending (team name) basketball
games.

Fun : : : : : : : : not fun
unappealing : : : : : : : : appealing

boring : : : : : : : : interesting
unexciting : : : : : : : : exciting

dull : : : : : : : : fascinating
not part of my self : : : : : : : : part of my self image

image

If you were to see someone at a (team name) basketball game, it would:

show me nothing : : : : : : : : tell me about the

person

If other people were to see me at a (team name) basketball game, it would:

be used to judge me : : : : : : : : not used to judge me
not tell others about : : : : : : : : tell others about me

me
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not portray an image : : : : : : : : portray an image of
of me to others me to others

III. Attachment (Adapted from Ball and Tasaki, 1992).
(Likert scale, 1 = strongly disagree to 7 = strongly agree)
Please indicate the degree to which you agree with each of the following
statements.

1. If someone ridiculed the (team name) basketball team, I would feel irri-
tated.

2. The (team name) basketball team reminds me of who I am.
3. If I were describing myself, the (team name) basketball team would

likely be something I would mention.
4. If someone verbally attacked the (team name) basketball team, I would

feel a little bit personally attacked.
5. If I the (team name) basketball team were disbanded, I would feel like I

had lost a little bit of myself.
6. I really don't have too many feelings about the (team name) basketball

team.
7. If someone praised the (team name) basketball team, I would feel some-

what praised myself.
8. Probably, people who know me might sometimes think of the (team

name) basketball team when they think of me.
9. If I couldn't go to the (team name) basketball games, I would feel a lit-

tle less like myself.

IV. Identity Salience (Adapted from Callero 1984).
(Likert scale, 1 = strongly disagree to 7 = strongly agree)

1. Going to a (team name)' basketball game is something I rarely even
think about.

2. I would feel at a loss if I were not allowed to attend (team name) bas-
ketball games.

3. I really don't have any clear feelings about the (team name)' basketball
team.

4. The (team name)' basketball team is an important part of who I am.

V. Attendance (New Scale).
(1 = not at all to 7 = every game last season)
I attended Lady Raider basketball games (check one):

not at all last season
at least once last season
at least 5 times last season
at least 10 times last season
at least 15 times last season
almost every game last season
every game last season
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VI. Satisfaction (Adapted from Oliver 1980).
(Likert scale, 1 = strongly disagree to 7 = strongly agree)

1. I am satisfied with my decision (s) to attend this (these) games.
2. I think that I did the right thing by deciding to attend this (these)

games.
3. I am not happy that I attended this (these) games

References

Ball. A. D., & Tasaki, L. H. (1992) The role and measurement of attachment in consumer
behavior. Journal of Consumer Psychology, 1, 155-172.

Belk, R. (1988) Possessions and the extended self. Journal of Consumer Research, 15 2, 139-168.
Bollen, K. A. & Long, J. S. (1993) Testing structural equation models. Newbury Park, CA: Sage

Publications.
Bryan, H. (1977) Leisure value systems and recreational specialization: The case of trout fish-

ermen. Journal of Leisure Research, 9, 174-189.
Buchanan, T. (1985) Commitment and leisure behavior: A theoretical perspective. Leisure Sci-

ences, 7, 401-420.
Callero, P. L. (1985) Role-identity salience. Social Psychology Quarterly, 48, 203-215.
Chanrg, H. W., Piliavin, J. A. & Callereo, P. L. (1988) Role identity and reasoned action in the

prediction of repeated behavior, Social Psychology Quarterly, 51, 303-317.
Cialdini, R. B., Border, R. J., Thome, A., Walker, M. R., Freeman, S., & Sloan, L. R. (1976)

Basking in the reflected glory: Three (football) field studies. Journal of Personality and Social
Psychology, 34, 366-375.

Dimanche, E, & Samdahl, D. M. (1994) Leisure as symbolic consumption: A conceptualization
and Prospectus for future research. Leisure Sciences, 16, 45-53.

Dolich, I. J. (1969) Congruence relationships between self images and product brands. Journal
of Marketing Research, 6, 80-84.

Fulks, D. (1996) Revenues and expenses of Division I and II intercollegiate athletic programs:financial
trends and relationships, 1995. Overland Park, KS: The National Collegiate Athletic Associa-
tion.

Gergen, K. J. (1991) The saturated self: Dilemmas of identity in contemporary life. New York: Basic
Books.

Goffman, E. (1959) The presentation of self in everyday life. New York: Doubleday.
Green, B. C, & Chalip, L. (1997) Enduring involvement in youth soccer: The socialization of

parent and child. Journal of Leisure Research, 29, 61-77.
Havitz, M. E., & Dimanche, F. (1997) Leisure involvement revisited: Conceptual conundrums

and measurement advances. Journal of Leisure Research, 29, 245-278.
Havitz, M. E., & Howard, D. R. (1995) How enduring is enduring involvement? A seasonal

examination of three recreational activities. Journal of Consumer Psychology, 4, 255-276.
Hawkins, D. I., Best, R. J., & Coney, K. A. (1997) Consumer behavior: Building marketing strategy-

New York: Prentice Hall.
Higie, R. A., & Feick, L. F. (1988) Enduring involvement: Conceptual and methodological issues.

Advances in Consumer Research, 16, 690-696.
Hoelter, J. W. (1983) The effects of role evaluation and commitment on identity salience. Social

Psychology Quarterly, 46, 140-147.
Houston, M. J., & Rothschild, M. C. (1978) Conceptual and methodological perspectives on

involvement. In S.Jain (Ed.), 1978 Educators' Proceedings (pp. 184-187). Chicago: American
Marketing Association.



AFFECTING FAN ATTENDANCE . . . 245

Howard, D. R. (1992) Participation rates in selected sport and fitness activities. Journal of Sport
Management, 6, 191-205.

Ingham, R. (1987) Psychological contributions to the study of leisureCPart two. Leisure Studies,
6, 1-14.

Iwasaki, Y., & Havitz, M. E. (1998) A path analytic model of the relationships between involve-
ment, psychological commitment and loyalty. Journal of Leisure Research, 30, 2, 256-280.

James, W. (1890) Principles of psychology, New York: Holt.
Kaltenbon, B. P. (1997) Nature of place attachment: A study among recreation homeowners in

southern Norway. Leisure Sciences, 19, 175-189.
Kapferer, J., & Laurent, G. (1985) Consumers' involvement profile: New empirical results. Ad-

vances in Consumer Research, 22, 290-295.
Kelly, J. R. (1983) Leisure identities and interactions. London: Allen & Unwin.
Kerstetter, D. L. & Kovich, G. M. (1997) An involvement profile of Division I women's basketball

spectators. Journal of Sport Management, 11, 234-249.
Kim, S., Scott, D., & Crompton, J. L. (1997) An exploration of the relationships among social

psychological involvement, behavioral involvement, commitment, and future intentions in
the context of birdwatching. Journal of Leisure Research, 29, 320-341.

Kleine, S., Kleine, R., & Allen, C. A. (1995) How is a possession "me" or "not me"? Character-
izing Types and an antecedent of material possession attachment. Journal of Consumer Re-
search, 22, 327-343.

Kleine, R. E., Kleine, S., & Kernan, J. B. (1993) Mundane consumption and the self: A social-
identity perspective. Journal of Consumer Psychology, 2, 209-235.

Koppett, L. (1981) Sports illusion, sports reality. Boston: Houghton Mifflin.
Laurent, G. & Kapferer, J. N. (1985) Measuring consumer involvement profiles. Journal of Mar-

keting Research, 22, 41-53
Laverie, D. A. (1998) Motivations for ongoing participation in a fitness activity. Leisure Sciences,

20, 277-302.
Lieberman, S. (1991) The popular culture: Sports in America—a look at the avid sports fan.

The Public Perspective: A Roper Center Review of Public Opinion and Polling, 2, 28-29.
Loehlin, J. C. (1987) Latent variable models. Hillsdale, NJ: Lawrence Erlbaum Associates.
Madrigal, R. (1995) Cognitive and affective determinants of fan satisfaction with sporting event

attendance. Journal of Leisure Research, 27, 205-227.
McCall, G. J. & Simmons, J. L. (1966) Identities and interactions. New York: Free press.
Mclntyre, N. (1989) The personal meaning of participation: Enduring involvement. Journal of

Leisure Research, 21, 167-179.
Nuttbrock, L. & Freudiger (1991) Identity salience an motherhood: A test of Stryker's theory.

Social Psychology Quarterly, 54, 146-157.
O'Boyle, J. (1983) Telemarketing customer service into a profit center. Telemarketing, 2, 12-15.
Oliver, R. L. (1980) A cognitive model of the antecedents and consequences of satisfaction

decisions. Journal of Marketing Research, 17, 460-469.
Oliver, R. L., (1993) Cognitive, affective, and attribute bases of the satisfaction response. Journal

of Consumer Research, 20, 418-430.
Richins, M. C, & Bloch, P. H. (1991) Post-purchase product satisfaction: incorporating the effects

of involvement and time. Journal of Business Research, 23, 145-158.
Richins, M. L., & Bloch, P. H. (1986) After the new wears off: The temporal context of product

involvement. Journal of Consumer Research, 13, 280-285.
Richins, M. L., Bloch, P. H., & McQuarrie (1992) How enduring and situational involvement

combine to create involvement responses. Journal of Consumer Psychology, 1, 143-153.
Rothschild, M. (1984) Perspectives on involvement: Current problems and future directions.

Advances in Consumer Research, 11, 216-217.



246 LAVERIE AND ARNETT

Santee, R. & Jackson, S (1979) Commitment to self identification: A sociopsycholgical approach
to personality. Human Relations, 32, 141-158

Schlenker, B. R. (1980) Impression management: The self-concept, social identity and interpersonal re-
lations, Monterey, CA: Brooks/Cale.

Schumacker, R. E., & Lomax, R. G. (1996) A beginners guide to structural equation modeling. Mah-
wah, NJ: Lawrence Erlbaum Associates.

Serpe, R. T. (1987) Stability and change in the self: A structural symbolic interactionist expla-
nation. Social Psychological Quarterly, 50, 44-55.

Shamir, B. (1992) Some correlates of leisure identity salience: Three exploratory studies. Journal
of Leisure Research, 24, 301-323.

Sirgy, M. J. (1982) Self-concept in consumer behavior: A critical review. Journal of Consumer
Research, 9, December, 287-300.

Stankevich, D. G. (1998) How rough is the game? Discount Merchandiser, 38, 90.
Stryker, S. (1968) Identity salience and role performance: The relevance of symbolic interaction

theory for family research. Journal of Marriage and the Family, 30, 558-564.
Stryker, S. (1980) Symbolic interactionism: A socio-structural version. Menlo Park, CA: Benjamin/

Cummings.
Stryker, S. & Serpe, R. T. (1982) Commitment, identity salience, and role behavior: Theory and

research example. In W. Ickes and R. Kidd (Eds.) Personality, roles, and social behavior, New
York: Springer-Verlag, 199-218.

Styron, T. & Janoff-Bulman, R. (1997) Childhood attachment and abuse: Long-term effects on
adult attachment, depression, and conflict resolution. Child Abuse & Neglect: the International
Journal, 21, 1015-1023.

U.S. Census Bureau (1993) Parks, recreation, and travel. Statistical abstract of the United States:
1993 (113th ed., p.252). Washington, DC: U.S. Government printing Office.

Wann, D. L., & Branscombe, N. R. (1990) Die-hard and fair weather fans: Effects of identification
on BIRGing and CORFing tendencies. Journal of Sport and Social Issues, 14, 103-117.

Wellman, J. D., Roggenbuck, J. W., & Smith, A. C. (1982) Recreation specialization and norms
of depreciative behavior among canoeists. Journal of Leisure Research, 14, 323-340.

Westbrook, R. A., & Oliver, R. L. (1991) The dimensionality of consumption emotion patterns
and consumer satisfaction. Journal of Consumer Research, 18, 84-91.

Wickland, R. A. & Gollwitzer, P. M. (1982) Symbolic self-completion. New Jersey: Lawrence Erlbaum
Associates, Publishers.

Williams, D. R., Patterson, M. E., Roggenbuck, J. W., & Watson, A. (1992) Beyond the metaphor:
Examining emotional and symbolic attachment to a place. Leisure Sciences, 14, 1, 29-46

Zaichkowsky, J. L. (1985) Measuring the involvement construct. Journal of Consumer Research, 12,
341-352.

Zillman, D., Bryant, J. & Sapolsky, B. (1989) Enjoyment from sports spectatorship. InJ. Goldstein
(Ed.), Sports, games, and play: Social and psychological viewpoints (2nd ed., pp. 241-278). Hills-
dale, NJ: Lawrence Earlbaum Associates.




