Sport Psychology Studies Volume 11, No 39, 2022, Page 127-150

Research Paper
Evaluation of the Sports Fans' Enthusiasm Model (Case
Study: Iranian Women's Basketball Premier League Fans)

Tayebeh Moradi', Reza Nikbakhsh?, Abalfazl Farahani®, and
Mohamad Safania*

1. Department of Sports Management, Faculty of Physical Education and
Sport Sciences, Islamic Azad University, South Tehran Branch, Tehran, Iran.
2. Department of Sports Management, Faculty of Physical Education and
Sport Sciences, Islamic Azad University, South Tehran Branch, Tehran, Iran
3. Department of Sports Management, Payame Noor University, Central
Tehran Branch, Tehran, Iran

4. Department of Sports Management, Faculty of Physical Education and
Sport Sciences, Islamic Azad University, Science and Research Branch,
Tehran, Iran.

Abstract
Received: The purpose of this study was to evaluate the sports fans'
01 Feb 2021 enthus.lasm mod.el .|n Iranian Women's Basketball. The present
study is a descriptive correlational study based on structural
equation modeling, and in terms of purpose is considered as an
Accepted: applied study. The data of this study were collected using a
05 May 2021 questionnaire. The statistical population of the study was the
fans of the Iranian Women's Basketball Premier League. Due to
Keywords: the uncertainty of the number of fans, according to Morgan's
Fans, Loyalty, table, the statistical sample size was 384 people selected as the
Basketball, statistical sample. In this study, the fans' enthusiasm, intention

to refer, and purchase intention, identification with the team
and the expression of emotions, and positive emotions
guestionnaires were used. The results of structural equation
modeling showed that positive emotions on participation
management, socially desirable behaviors and performance
tolerance in sports fans, identifying with the team on
participation management, socially desirable behaviors and
performance tolerance of sports fans and showing emotions on
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participation management, socially desirable behaviors and
performance tolerance and participation management, and
socially desirable behaviors and performance tolerance had a

significant  effect

purchase intention. Participation

management was significant with negative intention to
referring, and the effect of socially desirable behaviors with
positive intention to referring were significant. Hence, it can be
seen that factors such as engaging emotions, managing
participation, and aligning the identities of the fans and their
favorite team play a significant role in the enthusiasm of the
fans and also the continuation of this process.

Extended Abstract

Background and Purpose

The relationship between sports
teams and their fans is one of the
most important dimensions and
aspects of professional sports that is
highly regarded today and is the
subject of many studies (Williams &
Pantaleoni, 2014). The social role of
sports teams has also become more
prominent (Tangari et al., 2010).
Creating and maintaining groups of
enthusiastic fans is critical to the
success of sports teams today
(Biscaia et al.). Research in the field
of sport psychology and marketing
reveals that attachment and
passion have been developed
beyond personal and kinship
relationships (Vlachos et al., 2010).
Attachment and  passion in
psychology are defined as a strong
emotional connection between a
person and a particular object. On
the other hand, fans do not just
watch and buy, but also show a
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special passion for their favorite
team (Robinson & Trial, 2015). In

addition, when fans have a strong
commitment to their favorite team,
their enthusiasm manifests itself in
a variety of ways, including
attendance at games,
recommending the favorite team to
others, and buying more products
(LuWang, 2017). In the field of
sports marketing, this level of
support, identity, and emotional
attachment to a sports club is
known as passion (Yoshida et al.,
2014). An avid fan is defined as a fan
that is committed to the growth and
development of his or her favorite
sports club, and actively and
consistently seeks to increase
interest in the club (Yoshida et al.,
2014). Thus, enthusiastic fans
around the world guarantee the
growth of the sports industry
(Giampiccoli et al.,, 2015).
Enthusiastic fans often develop
exchange behaviors such as positive
word-of-mouth advertising,
showing sports fascination,
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consumer-consumer interactions in
fan groups, as well as studying
about their favorite team (Ahearne
et al.,, 2005). These behaviors and
other unique behavioral patterns in
sports fans can be considered as the
most important stimulus for the
enthusiastic behaviors of customers
(Vale & Fernandes, 2018). Besides,
in the field of sports, the term of fan
enthusiasm has been replaced with
consumer enthusiasm. Yoshida et
al. (2014) defined fan enthusiasm as
spontaneous, interactive, and
creative consumer behaviors with
sports organizations or other
consumers that are performed to
achieve individual or societal goals.
Thus, fan enthusiasm is a non-
exchangeable transcendental
behavior that refers to the fan
experiences with the team, the
creativity that is stimulated by the
team, and the communication that
is established with the fans of a
team in the virtual environment.
Therefore, the present study has
tested the model of sports fans'
enthusiasm. It also sought to
answer whether the model of
enthusiasm of sports fans among
Iranian Women's Basketball
Premier League has a sufficient fit.

Materials and Methods

The present study is a descriptive
correlational study based on
structural equation modeling and in
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terms of purpose is considered as an
applied study. The data of this study
were collected using a
questionnaire. The statistical
population of this study was the
fans of the Iranian Women's
Basketball Premier League in the
1398 season. According to Morgan's
table, the statistical sample size was
384 people and with the possibility
of not completing all the
guestionnaires, a total of 400
questionnaires were distributed
among the spectators in the
stadium. In this study, the
enthusiasm guestionnaire of
Yoshida et al (2014) was used, which
was designed as a Likert 7 values
scale with 12 questions. This
guestionnaire includes  three
components of participation
management (questions 1 to 3),
socially desirable behaviors
(questions 4 to 6), and performance
tolerance (questions 7 to 9). Other
research tools were the team
identification questionnaire, the
positive emotions questionnaire,
the motions questionnaire, and the
intention to buying and referring
guestionnaire to collect data were
used. The validity and reliability of
these questionnaires have been
positively confirmed by Yoshida et
al. (2014). To check the face and
content validity, 15 professors and
experts were surveyed, as well as to
check the construct validity,
confirmatory factorial analysis was
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used, which had factor loads above
0.4. Also, the reliability of the
guestionnaire was evaluated
through Cronbach's alpha
coefficient which its value was 0.71,
indicating the desired reliability.

Results

Based on the results of Table 1, the
value of the obtained coefficient of
determination is 0.245, 0.330,
0.104, 0.382, and 0.385, as well as
the acceptance criteria are 0.19,
0.33, and 0.67, which represent
weak, average, and strong,
respectively (Sahaf et al.,, 2014).
According to the obtained
coefficients of determination, it is
observed that this criterion has a
moderate fit. Based on the results of
Table 2, the value of the effect size
index obtained according to the
acceptance criteria of 0.02, 0.15,
and 0.35, which indicates the size of
the small, medium, and large effect
of each structure on another
structure, respectively (Rasafiani et
al.,, 2020). Hence, it indicates that
the obtained effect size s
moderate. The predictive fit
criterion introduced by Stone and
Geiser (1975) determines the
predictive power of the model in
endogenous  structures.  They
believe that models with acceptable
structural fit should be able to
predict the endogenous variables of
the model. This means that if in a
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model, the relationships between
structures are properly defined, the
structures have a sufficient
influence on each other and thus
the hypotheses are correctly
confirmed. Hensler et al. (2009) set
three values of 0.02, 0.15, and 0.35
as low, medium, and strong
predictive power. According to the
results presented in Table 3, it can
be said that this criterion has the
desired value in all variables. The
GOF index is also used to check the
fit of the model. To obtain the
model fit, first, the common value of
the dependent variable (purchase
intention) and then the value of the
dependent variable determination
coefficient (purchase intention)
must be considered. As a result, the
value of the GOF index is equal to
0.424, which is a number for the
GOF index, given the three values of
0.01, 0.25, and 0.41 as a weak,
medium, and strong values.
According to the results presented
in Table 4, it can be said that the
research model has a good fit.
According to the results of Table 5
and the comparison of the obtained
means, it can be seen that the
positive emotion is higher than the
hypothetical average, so the
amount of positive emotions is high
among the participants. Also, the
enthusiasm of the fans is lower than
the hypothetical average, so the
level of enthusiasm of the fans is
low among the participants. Finding
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out identity is higher than the
hypothetical average, so the rate of
identification among participants is
high. Finally, the intention to
referring is below the hypothetical
average, so the amount of purchase
intention is low among participants.
The results of Table 6 show that all
the significant coefficients of the
research components are more
than 1.96, so they have a reciprocal
effect on each other, and also the
values of standard beta coefficients
and significance level are in good
condition and show the normality of
research variables in the standard
model.

Conclusion

The overall purpose of this study
was to test the model of sports fans'
enthusiasm among Iranian
Women's  Basketball Premier
League. The findings of the present
study showed that positive
emotions have a significant effect
on the participation of sports fans.
Researchers  consider  positive
emotions as positive variables that
reflect emotions such as joy,
pleasure, and happiness while
watching sporting events.
Therefore, when the fans
participating in this study have such
positive attitudes towards their
favorite team while watching the
matches, they will probably be
more willing to participate in
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providing sports-related services
and provide more positive feedback
based on the findings of this section.
In line with the findings of this
section, Chen et al. (2020)
conducted a study entitled
"Experimental study of passion for
the fan page." The data of this study
were analyzed through structural
equation modeling and the results

showed that customer
identification has a significant
positive effect on purchase
intention. Therefore, it can be

concluded that the alignment of the
identity of the person and the
favorite team can be an important
factor in the willingness to buy and
pay for services and products
provided by team-related agents
and fans. The results showed that
positive emotions have a significant
positive effect on participation
management and performance
tolerance. Further, the results
showed that identification has a
significant positive effect on the
performance tolerance of fans.

In general, it can be concluded, from
this research, that the positive
motivations of the fans can lead to
their presence in the stadiums and
supporting their favorite club. Given
that loyal spectators are the key to
the success of sports organizations,
they show behaviors such as
repeating ticket purchas and
constant attendance that will be of
great benefit to sports
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organizations. If the factors that
influence this loyalty are identified
and developed, they provide a
competitive advantage for sports
organizations. Therefore, the
present study, as one of the applied
studies, can be a useful road-map
for sports club managers as a
practical way to identify and
provide the infrastructure for the
development of club activities and
improve interaction with fans, on
the one hand, to make the club
more active in revenue generation.
Furthermore, by providing various
services, they increase and improve
the fans' enthusiasm for their
favorite team and are useful in
attracting the maximum number of
spectators to the stadium. By
considering the results of this
research, the managers of sports
clubs can use the members of the
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fan club as volunteer forces in the
current affairs of the club to
improve the cooperation with the
fans. Also, to improve the
identification of fans with sports
teams, they can consider the results
of this study and determine the
identification factors for sports
teams. Additionally, according to
the results of this study, the

managers of fan centers can
perform behaviors. Support the
team's performance, including

supporting the players and the club,
and also encourage other fans to
endure the team's performance by
providing clips, interviewing loyal
fans who have endured and
remained loyal to the team during
losses and critical situations.
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Table 1- R coefficient

O g g W ko
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Table 2- F2 coefficient
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Table 5-Status of research variables

Sl oS ot R
SD Mean Mean Variables
\EY Y/ay ¥ S b apa
1.43 3.92 4 Participation
Management
V/$Y vIVE ¥ elenlis ola,lis,
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VY- ¥/ ¥ 23es Joxd
1.70 4.44 4 Performance
tolerance
AN YAy ¥ olslen slasl
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Table 6- Standardized regression weights
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Table 6- Standardized regression weights
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