Consequences of Being Deeply in Love: the Fan-football Club Relationship
Ricardo Cayolla, University of Aveiro, ricardo.cayolla@gmail.com
Sandra Maria Correia Loureiro, Prof. at Instituto Universitário de Lisboa (ISCTE-IUL) Business Research Unit (BRU/UNIDE), sandramloureiro@netcabo.pt 
Abstract
The aim of this research is to explore the consequences of being in love and committed to a football (soccer) club and a team for the fans. Data was collected through 28 in-depth interviews. In the qualitative data collection for this work first we realize 97 telephone interviews and then we made 28 in-depth interviews. In this paper we present the findings of the 28 in-depth interviews concerning the consequences of being deeply in love with the football club. Respondents were between 22 and 70 years of age and engaged in a range of different jobs and functions. The interviews were recorded and transcribed and the NVIVO software was employed to help in content data analysis. The findings reveal six major themes: personal, financial, family, life planning, job and friends.
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1.0 Introduction
Football (soccer) is one of the most popular sports in the world and it is associated with important monetary transactions and financial sponsoring (Maher, Wilson, Signal, Thomson, 2006). Since the work of Cialdini et al. (1976), giving a first glimpse of understanding the relationship between a spectator or a fan and a sport team, an interesting topic of research emerge and several works had been presented (e.g., Madrigal, 1995; Fisher & Wakefield, 1998; Madrigal & James, 1999; Funk & James, 2001; Funk & James, 2004).
Previous research in this field has been analyzing demographic characteristics (e.g., Branvold, Pan, & Gabert, 1997), attraction motives (e.g., Snyder, Lassegard, & Ford, 1986), cognitive, affective and behavioural factors (e.g., Madrigal, 1995), even committed sport fans (e.g., Mahony, Madrigal, & Howard, 2000). For instance, Funk &James (2001) presented a Psychological Continuum Model to explain the fan Psychological Connection to Sport with four level of connection as a models of escalating commitment: starting with awareness (recognition that different sports and teams exist) and goes through attraction (make the conscious decision that he or she likes one sport or team more than others), attachment (the extent to which certain mental associations linked to a sport or team are intrinsically important) and finally allegiance (devotion to some club or team). Later, Funk &James (2004) give more insights about the internalization process of a sport consumer in order to be completely embedded in a club team group. Later, the same authors highlight that optimal internalization “occurs when an individual fully integrates the target team within self. The individual no longer merely prefers the team, but by making it a part of self, the team becomes an extension of the individual” (Funk & James, 2004, p. 11). Despite the efforts to understand the phenomenon of being a fan of a sport group (like football), research is still inconsistent and less have been done in order to understand the consequences of being deeply in love with a sport group and a club brand. Our exploratory research attempts to contribute to fulfil such gap. 
2.0 Background
A football fan that evolved in order to fully integrate a football team within self and make the team and the football club an extension of him/herself, can be regarded as having a deeply passion, being in love with a football club. Strongman (1996) points out that love includes various emotions, some of them being positive. The following positive emotions contribute to explain this very complex phenomenon: interest, joy, pleasure, happiness, euphoria, victory, intense own satisfaction, delight, and so many others. Those emotions are present in football sport. Love phenomenon is not only associated to individuals (romantic partners) or even to animals. In fact, Ahuvia (1993, 2005a, 2005b), pioneer empirical research in the field of brand love, found that many consumers do have intense emotional attachments to some love objects such as a brand, a good, or a service. 

Based on Carroll and Ahuvia (2006), brand love is defined as the degree of passionate emotional attachment a satisfied consumer has for a particular trade name. The interpersonal triangular theory of love (Sternberg, 1986) adapted to the consumption context is closely related to the emotional attachment construct; it considers that brand love is made up of dimensions such as: passion, intimacy, and commitment (Kamat & Parulekar 2007; Keh, Pang, & Peng, 2007). Later, Loureiro (2011) shows that brand love is positively associated with commitment and a committed consumer can be more willingness to make sacrifices to continue he/she relationship with a brand. 
In the close relationships field, sacrifice is to forgo one’s immediate self-interest for the sake of a partner or a relationship (Van Lange, Rusbult et al., 1997). Loureiro (2011) found that committed consumers tend to pay more for the brand they love and tend to avoid activities that they also like to do (e.g., not dinning out, not having a family dinner, or not travelling abroad; also, they refrain from buying some other product, reduce the amount of money spent with family and friends, decrease their relaxation time) for their chosen brand. Therefore, it will be important to explore the consequences of a fan being in love for a club brand and team.   

3.0 Methodology
The interview technique was used to capture the consequences a being in love and committed to a football club and a team. This study consisted of 28 structured in-depth personal interviews (from a list of 97 potential respondents). Each interview lasted 30 to 75 minutes. Respondents were between 22 and 70 years of age. The percentage of men is 85% and profiles vary depending on jobs and functions: manager, university student, retired, sales man, bus driver, unemployed, professor, photographer, designer, free lancer, writer, architect, marketing director, journalist, engineer, judge, coach, business man, employee (public and private). This is in accordance with fans' gender, because football fans are mostly male (Haugaasen & Jordet, 2012). Variations in age and life cycle allowed understanding of the socio-cultural factors driving relationship behaviours regarding the club brand and the team. 
Participants were contacted in accordance with the procedures of snowball sampling type (Ford, 1975), starting with personal contacts (as mentioned, this process led us to build a list of 97 potential respondents and purposively select 28 in order to maximize the chance of providing insight on the consequences of being in love and committed to a football club (football club brand) (Erlandson et al., 1993). Starting the process through a network of personal contacts, it is important to note that there will be no dialogue between participants and researchers regarding the study itself before it begins. The authors conducted all interviews and analyses in order to enable a unifying vision and execution throughout the work and permit the holistic perspective (Fournier, 1998). The interviews were conducted confidentially and saved (recorded). 
The interviews were recorded (at the beginning of each interview we made the request to record) and later transcribed for analysis. The data analysis followed McCracken’s (1988, p. 41-48) process, which moves from an analysis of the particular utterances as individual units up through higher and higher levels of generality. In order to help the analysis process, NVIVO was employed. With NVIVO we proceeded as follows: a) one initial categorization by the authors; b) a review of a professor, expert, so that the initial categorization was less extensive; c) new categorization with authors and the expert; d) two other professors review the categories and sub categories; e) lastly proceeded categorization done by the authors.
4.0 Findings
Six consequences themes emerged from the analysis of verbatim transcripts of in-depth interviews and contend analysis using NVIVO: (a) personal, (b) financial, (c) family, (d) life planning, (e) job and (f) friends (see table 1). For a better understanding of the importance of the issues for the respondents and their final results here is Table 2.
	Personal


	Negatives: Physical risk – DA: "There is always the risk of aggression. "(...)" I walked with a limp for the three weeks after the police beat me." NS: "The most often in football stadiums you have poor security conditions." (...) "I just run these risks because it's my team, the passion." JP: "People shouting against you all the time, throwing coins against you, being spat on, ... if you didn’t live it you don’t believe it!" Physical sacrifices – JA: "To get up at 5am to watch the game." (...) "I do whatever it takes to see the games." DA: "Day and a half without sleep, without bathrooms, almost without eating." (…) "Travel uncomfortable in difficult situations, stadiums without conditions." LO: "I suffer from claustrophobia, I go to the stadium early and leave later than everyone. I live moments of great anxiety. "(...)" I have panic of flying and the night before I can’t sleep. And to follow the team I made, in one day, 10 h by a plane." (...)" In away games, I've seen games "camouflaged" among the fans opponents, not to subject myself to the police cordons made normally to fans. I have to always be aware, never saying or showing that I’m form the other club!"
Positives: Happiness – JO: "Year after year we were persistent, we always were with the team. The victories of the team are our victories too because we all made it possible what the club is today." RP: "The glory of the team is our happiness." GF: "Maybe in our century the great moments of happiness of the fans were provided by the victories of the team!" 

	Financial
	N: "With the crisis and the cuts in the wages, I can not keep up with the team as before." 

JO: "To be a member of my club (and pay every month) and go to the games I made ​​many sacrifices." AS: "I take a part of my salary to follow the team." (...) "As we had no money, we slept in the airport." (…) "Now I can not go to all games because I have another child..." 
DA: "In the summer I work in part time to get money to follow the team throughout the season." (...) "Throughout the year I manage the money I have and try to spend less, for example, when I go at night. " (…) "Sometimes I spending more on a match travelling than the minimum wage and I am only a student..." (...) "To get money to follow the team I did everything, for example to bet on the internet for almost two weeks, 4 to 5 hours a day!" 

	Family


	AJAB: “I leave my wife a lot of times alone to go see the games with my friends." 
IS: "My mother was only seen by the heart doctor after the game of the champions league. Before I had no time to accompany her. " JP: "To date me she must know the importance of the club in my life and how much space she will have." N: "I leave all to do not to lose a game."

	Life planning


	GF: "I plan my life to be available to go watch the games." IS: "I make my living depending on the calendar of the team." (...) "I'm just going on vacation when there are no games, after the season." (…) "I've been doing this for many years..." RP: "I turn on the team's calendar to my daily life." (…) "Where we go when we follow the team, we always go to the same places, same restaurants." AJAB: "I attach the club calendar to my daily life."

	Job


	AS: "To be always with the team I change shifts in my work." JS: "I organize all my life not to lose any game. Changing shifts at work is a consequence." JP: "I was so unfocused in the work, because of the importance of the match, but I was working and I couldn’t be at the stadium… My boss said: “go see the match.”  RS: "My vacations are when the team plays abroad and I never explain to my boss why I reserve the holidays so suddenly. It’s better that way."

	Friends


	JA: "Often, it depends on where we are, we can not have our own opinions..." (...) "If my team is playing, a real friend never invites you to do anything because he knows that I will not." 
DA: "Even among friends there are many discussions, conflicts of ideas and interests” (…) “In this city since most of the population is not fan of my team you have to withstand pressures, hear unpleasant words..." NS: "Even among friends (not fans of the same club) is always a tense atmosphere during the games." RS: "You waive is a lot to see the matches, for example, be with your friends or in the birthday party of your best friend."


Table 1. Some transcriptions from the interviews (quotes).
[image: image1.emf]Themes Sources References

(a) Personal 100% 54%

(b) Financial 58% 15%

(c) Family 58% 11%

(d) Life planning 58% 8%

(e) Job 43% 5%

(f) Friends 29% 7%


Table 2: Themes, Sources and References.
The most mentioned theme is Personal. Table 2 shows that all sources have focused on this theme (100%) and more than half of the total volume of references (54%). Therefore, Personal was split into two sub categories, focusing on the positive aspects and negative and divide them in the most relevant issues, for the sources and the references (see figure 1).
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 Fig. 1. Sources and References of the theme Personal.
Regarding Sources, is noteworthy the positives aspects, appearing happiness as a key factor. For the negative aspects, the values of the Physical risk and Physical sacrifice are approximately equal and that can be explained by the fact that the Physical risk being taken for granted.
Considering References, starting with the topic Personal, the positive aspects of the importance of happiness is distinguished by how the fans feel when they are with the team, the joy of victory, the welfare that accompany their team provides. In the negative aspects the Physical risks are the most frequently cited factor, either in aggressions suffered or that can happen, but also the lack of security in the stadiums, which makes each game a risk, admittedly. The Physical sacrifices are very evident in the infrastructural conditions (travel, meals, overnight stays).
On Financial the act of putting money aside as soon as the wage is received, is common, to guarantee access to the game, to be with the team. Refrain from buying clothes or eating a meal are some of the least sacrifices to be with a team.
For the Family theme, some consider that the love they feel for the club is as important as the love they feel for the family. To watch a match is current to leave the woman alone in the house but other examples are clearly demonstrators of the importance to be with the team: from fool the mother to go to a high-stakes game, or the pre-established condition to date, even the family gatherings that are not realized due the game.
The Life planning theme appears as something intrinsic in the life of the fan. The competition schedule shapes the life of the fan, either personally or professionally. Everything is planned for the entire season.
The Job theme is a crucial one: without money the fan can’t follow the team, so the job is really important to make money for following the club (and also for the family). However, the fan does almost everything to be present, to watch the game, to be with the team. The change of shifts is a constant in order to always be present at games, meetings changed or post-phoned, to leave the work early and even simulate situations in order to be able to go and follow the team. 
Concerning the Friends, this theme is viewed by the fact that are moments of tension and uncomfortable situations in moments of conviviality and the fact that a real fan, to be with the club, leave the friends/family behind even in important dates for those friends/family.

5.0 Conclusions
For those who are football club fans, this fan-club relationship leads them to spend lot of time following the club and the games. Moreover, fans are part of the experience, they contribute to create the events and sustain the magic (Piven, Davis, & Lim, 2012). A fan is a consumer and football allows the possibility to attract to the level where the senses and emotions are well present (Morrison & Crane, 2007). A fan should be engaged in a group, to feel part of a whole, where the emotional component is so important (Chakrabarti & Berthon, 2012). The club and the team is like an anchor that shapes the daily life of the fan (Tuominen, 2007). As far as we know, to date there are no studies trying to capture the consequences of being deeply in love with a football club. In this study emerge six consequences themes contributing to a better understanding of the phenomenon of relationship among the fan, the club and football team.
As limitations, we can point out two: data was collected only in one country and most of participants in the interviews belong to only one football club. Regarding future research, more interviews should be carried out in countries with more and less tradition in football; consider more clubs, of all competitive levels, in order to capture how committed is the fan with the club of his/her heart.
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