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Research on sport spectators and sport fans is examined to develop a model
of the psychological connections that individuals experience with sports
or sport teams. The Psychological Continuum Model (PCM) is introduced.
It provides an extended view of sport spectator and sport fan involvement,
and outlines general parameters that may mediate the relationship between
an individual and a sport or team. The PCM provides a framework that
may account for an individual’s movement from initial awareness of a
sport or team to eventual allegiance. Four levels are described and
differentiated: awareness, attraction, attachment and allegiance. The model
proposes that the psychological connections between an individual and a
sport or team are governed by the complexity and strengthening of sport-
related mental associations. The PCM provides a model that integrates
current research and suggests new directions for future research and
applications.

The extent to which people are interested in and follow sports and sport teams ranges
from occasionally watching a televised game or attending a live event, to owning
season tickets and attending or watching as many games as possible. One result of a
strong connection to a sport team is that an individual feels a sense of personal success
when the team wins and a sense of loss when the team loses. Pooley (1978) described
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a continuum that characterises people’s interest in sport, with spectators at one end
point and fans at the other:

Whereas a spectator of sport will observe a spectacle and forget it quickly, the fan
continues his interest until the intensity of feeling toward the team becomes so
great that parts of every day are devoted to either his team or in some instances, to
the broad realm of sport itself. (p. 14)

The growth and interest in research on sport spectators and fans has been grounded
in a multi-disciplinary approach drawing theoretically from sociology, psychology,
consumer behaviour and marketing. Beginning with the work of Cialdini, Borden,
Thorne, Walker, Freeman, and Sloan (1976), understanding the relationship between
spectators or fans and sport teams continues to be a topic of much interest (e.g.,
Fisher & Wakefield, 1998; Madrigal & James, 1999; Melnick, 1993; Murrell & Dietz,
1992; Sloan, 1989; Wakefield, 1995; Wann, 1995; Wann & Branscombe, 1990, 1993;
Zillmann, Bryant, & Sapolsky, 1989). What has emerged is a potpourri of instruments
and concepts intended to evaluate this relationship.

Previous research has utilised demographic and environmental characteristics
(Baade & Tiehan, 1990; Branvold, Pan, & Gabert, 1997; Hansen & Gauthier, 1989),
examined attraction motives (Cialdini et al., 1976; Snyder, Lassegard, & Ford, 1986),
measured cognitive, affective and behavioural factors (Madrigal, 1995; Murrell &
Dietz, 1992; Wann & Branscombe, 1990, 1993), and profiled committed sport fans
(Mahony, Madrigal, & Howard, 2000; Smith, Patterson, Williams, & Hogg, 1981).
Despite efforts to understand the unique characteristics of “fanship” in spectator sport
(Hirt, Zillmann, Erickson, & Kennedy, 1992; Sloan, 1989; Zillmann & Paulus, 1993),
research in this area remains fragmented and inconsistent.

To date, no theoretical framework has been developed to guide our
understanding of the underlying social-psychological process accounting for an
individual’s shift from initial awareness of a sport or team to subsequent allegiance.
Various terms have emerged to describe the connection that spectators and fans have
with a sport or team. The terms used include: identification (Wann & Branscombe,
1990), attraction (Hansen & Gauthier, 1989), association, (Gladden, Milne, & Sutton,
1998), attachment (Funk et al., 2000), involvement (Kerstetter & Kovich, 1997),
importance (Funk & Pastore, 2000), commitment (Mahony et al., 2000), and loyalty
(Murrell & Dietz, 1992). As a result, any effort to review the literature becomes an
exercise in untangling semantic differences.

This paper seeks to bring some order to the chaos by building a model of fan
psychology that is grounded in the research literature and that differentiates spectators
from fans. The resulting model – called the Psychological Continuum Model (PCM)
– is intended to provide researchers with a platform for the systematic study of sport
spectators and sport fans.
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The different ways in which spectators and fans may relate to a sport object
(e.g., a sport or team) have been conceptualised here in terms of distinct stages along
a vertical psychological continuum. The continuum describes motives relating to the
sport object and the evaluative processes by which a person internalises features of
the social situation. It seems unlikely that a person wakes up one day and finds that
he or she is a loyal fan (buying season tickets, wearing related apparel, conversing
about a team with friends, sharing in a team’s wins and losses). Accordingly, the
PCM describes four general boundaries which operate on a continuum. Each boundary
(or “floor” on the vertical continuum) represents a different level of psychological
connection that an individual may have with sports and teams. The model further
outlines a temporal process through which an individual develops a stronger
connection to a sport or team.

The Psychological Continuum Model

A conceptual model grounded in theoretical and applied research is presented in
Figure 1. The Psychological Continuum Model (PCM) specifies the general parameters
in which a relationship between an individual, sport or athlete is mediated. Within
the PCM framework, the object-related connection (e.g., a sport or team) is considered
interchangeable. Much of the discussion, however, is devoted to athletic teams. The
model represents a cognitive approach that places existing fan behaviour theory and
research under one conceptual umbrella. Four general boundaries operating along a
vertical continuum are conceptualised to characterise the various psychological
connections that sport spectators and fans may form with specific sports and teams.
The initial floor, Awareness, denotes when an individual first learns that certain
sports, and/or teams exist, but does not have a specific favourite. The second floor,
Attraction, indicates when an individual acknowledges having a favourite team or
favourite sport based upon various social-psychological and demographic-based
motives. On the third floor, Attachment, a psychological connection begins to
crystallise, creating various degrees of association between the individual and the
sport object (e.g., a favourite team). Attachment represents the degree or strength of
association based upon the perceived importance attached to physical and
psychological features associated with a team or sport. Finally, on the fourth floor,
Allegiance, an individual has become a loyal (or committed) fan of the sport or
team. Allegiance results in influential attitudes that produce consistent and durable
behaviour.
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Figure 1: The Psychological Continuum Model (PCM) – A conceptual
framework for understanding an individual’s psychological connection to
sport (3As to Allegiance)

Distinguishing Between the PCM and Prior Models

Before presenting a fuller explanation of the PCM, it is important to note that this
model is similar in nature to other models – particularly, the Hierarchy of Effects
Theory, stages of adoption, and escalating commitment. However, the focus of these
models is on the outcome of desired behavioural changes. In contrast, the PCM focuses
on the psychological relationship an individual may form with a sport object (e.g., a
sport or team) and identifies the different factors thought to influence the formation
of a strong connection relative to a sport object. A brief discussion of each model is
provided and compared to the PCM.

Hierarchy of Effects Theory
The basic premise of the Hierarchy of Effects Theory is that in order for consumers
to be motivated to a desired action (e.g., a purchase), they must be aware of a product’s
existence, be interested enough to pay attention to the product’s features or benefits,
and have a desire to benefit from the product’s offerings (Barry, 1987). These four
steps make up the Awareness Interest Desire Action (AIDA) model first proposed to
explain consumer purchase behaviour. Barry (1987) explains that as the theory has

4 Allegiance

3 Attachment

2 Attraction

1 Awareness

Level of connection Psychological characteristics

Intrinsic consistency

– Intrinsic influences most important

Intrinsic features

– Personal importance and meaning

Extrinsic/intrinsic features

– Dispositional influences

Extrinsic features

– Socialising agents/media
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matured a number of models have been developed to explain the Hierarchy of Effects.
For example, Lavidge and Steiner (1961) proposed a model that takes into

account learning theory and other models from the field of psychology. Lavidge and
Steiner proposed that consumers pass through five stages: (a) awareness, (b)
knowledge, (c) liking, (d) preference and (e) purchase. The different stages describe
how an individual experiences three distinct phases of learning: cognitive (thinking),
affective (feeling), and conative (doing). These ideas form the basis for three competing
Hierarchy of Effects models – Learning Hierarchy, Dissonance Hierarchy, and Low-
Involvement Hierarchy (Solomon, 1996). The three competing models vary as to the
temporal order in which the different learning phases occur, the impact that different
phases have on attitudes toward an object, and the reason for purchasing a product.

Other models have also been offered to account for the Hierarchy of Effects.
Ray (1973) proposed a Three Orders Model, suggesting that different circumstances
determine which of the three hierarchies (learning, dissonance, low-involvement)
was dominant in a given situation. The Three Orders Model sought to identify the
appropriate effects ordering relative to the consumer’s involvement with a product
and the availability of alternative products. An important aspect of the Three Orders
Model incorporated in the PCM is the use of involvement to characterise the stage of
an individual’s psychological connection to a sport object.

Stages of Adoption
Another approach for integrating the competing Hierarchy of Effects models is the
Transtheoretical Model (TTM) (Prochaska & DiClemente, 1982). The TTM is a multi-
dimensional accounting for behavioural change. The model proposes six stages
through which an individual progresses in order to change his or her behaviour: (a)
precontemplation, not ready to change; (b) contemplation, thinking about change;
(c) preparation, taking small steps to change; (d) action, overt change for less than
six months; (e) maintenance, overt change for more than six months; and (e)
termination, overt behaviour ceases. The transition between stages is affected by a
set of variables known as the processes of change, which include decisional balance
(weighing the pros and cons of change), self-efficacy (confidence in the ability to
change), and situational influences (Prochaska & DiClemente, 1982).

The Hierarchy of Effects models and the TTM are representative of the stages
of adoption framework. This framework serves as a guide to understanding how
people progress through various stages or phases and modify behaviour. Brooks (2000)
discusses the Active Lifestyle Stages of Adoption Model (ALSAM) in the context of
promoting active lifestyles. This model incorporates stages of the TTM and tenets of
decision-making theory. The ALSAM and the other Hierarchy of Effects models
noted above illustrate several important concepts that have been integrated into the
PCM.
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The PCM is similar in nature to other effects and stages of adoption models in
that it proposes that there are different levels of psychological connection that an
individual may form with a sport object. The PCM is an integrative model in that
thinking, feeling and doing are important elements in developing a psychological
connection to a sport object. Moreover, the PCM can be used as the social-
psychological complement to these frameworks. Unlike other models, however, the
PCM focuses on the psychological connection an individual forms and provides a
framework for better understanding when different phases of learning are operative
in relation to developing a stronger psychological connection to a sport or team. A
key distinction from other models is the PCM’s focus on the social-psychological
connection an individual makes with the sport object. This extends our understanding
beyond behavioural change by characterising the formation of the psychological
connection and the factors that influence a connection that is persistent and resistant
to change. One other notable difference with the PCM is the movement among the
different levels. A fuller discussion of the model will highlight the point that an
individual may move from a higher to a lower level (i.e., a person’s attitude and
feelings toward a team may change) or an individual may not progress beyond certain
levels (i.e., no progress beyond awareness of sports).

Models of Escalating Commitment
The PCM also bears some similarity to models of escalating commitment, particularly
Mullin, Hardy, and Sutton’s (2000) Escalator Model of segmentation. There are,
however, significant differences between the two. While the Escalator Model has
been widely used, segmentation in the model is behaviourally driven. In contrast, the
PCM concentrates upon the internal psychological processes that account for different
levels of psychological connection. The PCM has some distinct advantages that allow
for a more comprehensive interpretation of an individual’s relationship with a team.
For example, two individuals may first become aware of a new team simultaneously.
Individual A quickly proceeds through levels of attraction and attachment and becomes
allegiant to the team. This has been evident in season ticket holders from one WNBA
franchise (Funk, Ridinger, & Moorman, 2001). In contrast, individual B proceeds to
the second level of attraction and spends time internalising attractive components of
the sport or team before moving to attachment. In this example, the path to allegiance
and a willingness to proceed to a higher level signifying a stronger psychological
connection is temporally different. Individual B may never choose to leave the
attraction or attachment level.

Another difference is that the Escalator Model assumes individuals proceed
at the same behavioural pace once they have climbed aboard and are only directed
upward. Mullin et al. (2000) acknowledge that defection rates exist, but the model
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does not outline how an individual reverses direction and lowers his or her
psychological involvement. The PCM accounts for how individuals can choose to
decrease the importance of the relationship by moving to a lower level (e.g., due to
work, family obligations, vacation, etc.). The next section provides a fuller explanation
of the PCM, including a synopsis of research associated with each level. A discussion
outlining the movement between the levels follows. Finally, potential application of
the model and ideas for future research are given.

First Floor: Awareness

The process of forming a psychological connection to a sport or team begins with the
notion of awareness. The initial connection to a sport object that a person forms is the
recognition that different sports and teams exist. Two questions of primary interest at
this level are: (1) When do people become aware of sports and teams? (2) How do
people become aware of sports and teams? Awareness marks the low end of the
vertical continuum; recalling a specific team (e.g., the Chicago Bulls) when cued by
a word (e.g., basketball) signals movement upward within the awareness level.
Increasing awareness would include understanding how a sport is played (the basic
rules) and distinguishing between different teams and sports.

Introduction to sports may occur very early in life when parents dress their
children in clothes with sport logos, or buy balls, gloves or other sport paraphernalia.
Children may also learn about sports from playing with friends, through school
activities, or by participating in community youth leagues. While a child may become
aware of sports and teams early in life, they may not move “up” the continuum –
learning about and distinguishing between specific sports and teams – until a later
point (adolescence or into adulthood). Adults experience the initial level of awareness
when new sports (e.g., extreme sports), teams (e.g., expansion teams), and leagues
(e.g., Arena Football League) emerge during their lifetime.

Research Dealing with Awareness
Research on sport fans and spectators has not examined when people first became
aware of sports and teams, or what factors influence the initial awareness of sports.
Work done on the topic of sport socialisation does, however, provide some direction
for understanding the awareness level. Research has examined various socialising
agents that introduce or draw individuals to sports as participants (Kenyon, 1970;
Sage, 1974; Snyder & Spreitzer, 1974). Results have indicated that people are drawn
to sports due to the influence of significant others – such as parents, peers and coaches
– and institutions – such as school, church, community and media (Kenyon, 1968;
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Kenyon & McPherson, 1973; Malumphy, 1970; McPherson, 1976; Sage, 1974;
Spreitzer & Snyder, 1976).

Parents shape a child’s interest in games and activities, and fathers play a
primary role in introducing children, particularly boys, to sports (Lewko &
Greendorfer, 1977). Research suggests that parents are the primary socialising agents
during the preschool years (0–5 years of age) (Lewko & Greendorfer, 1977, 1988).
Once a child makes the transition to school and becomes part of a wider social network,
friends are thought to have a greater influence on a child’s interests (Lewko &
Greendorfer, 1988), which may include introducing them to different sports.

James (in press) looked indirectly at the notion of awareness by identifying
when a child first demonstrates the characteristics of a team fan and what factors
influence children to choose and form a connection to a particular team (i.e., identifying
a favourite team). Findings indicated that children were aware of different sport teams
at least by age 5. Consistent with earlier research (Kenyon & McPherson, 1973;
Lewko & Greendorfer, 1977), results have shown that fathers play an important role
in introducing children to sports and teams by talking about and/or watching specific
sports and teams on television (Kolbe & James, 2000). Interviews with children aged
5, 6, 8, and 9 years also indicated that television introduced non-traditional sports
(e.g., gymnastics and swimming), particularly for girls (James, in press). No significant
influence was found for siblings and peers with respect to introducing children to
sports.

Once an individual knows that sports and teams exist (e.g., adults), he or she
may return to the awareness level when new sports and teams emerge. The findings
discussed above suggest that awareness of sports and teams for children is driven by
the socialisation process. Research examining awareness related to adults should
also analyse the socialisation process and the differential influence of various
socialising agents. In addition to family, friends and the mass media, geographic
proximity (moving to a new community), the influence of one’s spouse, co-workers,
and even the emphasis a community places on sport or supporting the “home team”
could influence an individual’s awareness of sport. With adults, awareness of sports
and teams focuses more on the traditional role of promotion or the introduction of a
new product (a new sport, team, or league).

Awareness marks the initial introduction to sports and teams, and can occur
at different points in life. Table 1 provides a synopsis of different positions in the life
cycle and the various socialising agents that may influence an individual’s awareness
of sports and teams. Research at this level should explore how children and adults
are introduced to sports and the differential effect of socialising agents at various
points in a person’s life.
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Table 1: Awareness – Recognising that Sports and Teams Exist

Research examines two basic questions:

1. When do people learn about 2. How do people learn about sports
sports and teams? and teams?

Life cycle positionsa Socialising agentsb

Childhood Spouse
0–5 years Parents
6–12 years Siblings

Friends
Adolescence (13–19 years) School

Teacher(s)
Adulthood Coach(es)

20–35 years Community
36–54 years Geographic proximity
55+ years Media

News
Programming

Promotions
Advertising
Special events

Learning the rules of play, distinguishing between sports and teams, understanding the
different levels of play (e.g., high school, college, professional) signal increasing awareness.

a Age ranges are provided as examples only.
b Research should consider the differential influences of various socialising agents at
different points of the life cycle.

Second Floor: Attraction

Knowing that sports and teams exist, but having no interest in sports, signals that a
person has achieved 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 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. Increasing awareness may lead an
individual to compare and contrast different sports and teams and make the conscious
decision that he or she likes one sport or team more than others. Selecting a favourite
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sport or team suggests that a person has reached the attraction level. It is important to
note that attraction is the result of an individual willingly comparing and evaluating
different sports and teams, and acknowledging that they have a favourite sport or
team.

Attraction is thought to result from psychological features of the social situation
and hedonic motives. For example, a child may choose a football team as their favourite
because it is his or her father’s favourite team; the child’s connection to the team is
tenuous at best. If the father changes his favourite team, so would the child. Moving
to a new community may influence an individual to begin liking a local team because
he or she wants to “fit in” and support the home team. Once an individual makes new
friends, supporting the team may no longer be important. Deciding to follow a specific
sport or a particular team may also be influenced by performance (e.g., jumping on
the bandwagon when a team is successful). Moreover, various forms of advertising
that promote specific attributes and benefits of the sport product (e.g., entertainment,
an opportunity to escape) may influence an individual’s choice of a favourite sport or
team (e.g., Cobb-Wallgren, Ruble, & Donthu, 1995).

Research Dealing with Attraction
Much of the research to date on spectators and fans has focused on identifying different
motives (primarily hedonic and utilitarian) that influence behaviour. Researchers have
examined achievement (basking-in-reflected-glory, BIRGing), entertainment, escape,
action, drama, physical attraction, social interaction, supporting women’s
opportunities, stadium factors and wholesome environment (Cialdini et al., 1976;
Funk et al., 2000; Hill & Green, 2000; Kolbe & James, 2000; Milne & McDonald,
1999; Sloan, 1989; Trail & James, in press; Wann, 1995). Results have demonstrated
that people enjoy attending games of their favourite team as an escape from their
daily routine (Trail & James, in press), to experience vicarious achievement (Mahony
et al., 2000), and to follow a specific sport for the opportunity to be entertained
(Sloan, 1989; Wann, 1995). Entertainment may come from watching the high level
of physical skill found in college and professional sports (Trail & James, in press),
enjoying the aesthetic qualities of sport (Trail & James, in press), or through ancillary
activities before or after a game, such as give-away promotions, discounts or concerts
(Hansen & Gauthier, 1989).

Research has also examined attraction in the contexts of service quality (Hill
& Green, 2000), utilisation of technology (Beech, Chadwick, & Tapp, 2000), and
managerial decisions (Nier & Sheard, 1999). Hill and Green (2000) observed that
stadium factors (e.g., cleanliness, food and beverage quality, parking) influenced
game attendance intentions at three Australian rugby stadiums. Beech et al.
investigated web-based strategies among Premier League clubs and reported that
utilising Internet technology could help to attract and monitor new and existing

journal(V4No2) 11/15/01, 9:21 AM128



129Psychological Continuum Model

supporters. Nier and Sheard (1999) reported that management’s ability to attract new
club members among elite rugby clubs was related to utilising resources to maintain
and promote values associated with current club supporters. Taken together, this area
of research has identified a number of physical features related to the team that
individuals find attractive and utilise to form a preference for one particular team
over another. Table 2 provides a summary of the factors influencing the selection of
a favourite sport or team.

Table 2: Attraction – Acknowledging a Favourite Sport or Team

An individual has consciously chosen a favourite sport or team based on:

1. Hedonic motives (desire for pleasurable experiences)
– Entertainment

• Drama
• Skill of athletes
• Aesthetic quality of sports

– Escape
– Excitement (stress-stimulation seeking)

2. Psychological features of a social situation
– Acceptance

• Child liking father’s favourite team
• Supporting the local team to fit in

– Achievement
• Basking-in-reflected-glory
• Supporting a winning team

3. Physical features
– Stadium factors (sportscape)
– Access to technology
– Management

4. Situational factors
– Special events (concert, fireworks show)
– Give-away promotions
– Price discounts

Attraction is characterised by a low-level connection that is not durable.

The Involvement construct may be used to distinguish between different levels of
psychological connection to a sport object. At the attraction level, there should be high
scores on the attraction facet and low scores on the sign, centrality and risk facets.

Note: The items listed for the four categories are drawn from existing research, and are
not intended to be exhaustive.
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People at the attraction level may watch sports on television, attend games,
and even wear team apparel. At this level, however, the motivation seems to be based
on transient situational or hedonic motives. As noted above, a person may simply
seek entertainment or escape; an individual may follow a team because his or her
partner or friends like the team, because he or she wants to show support for the
community (Murrell & Dietz, 1992), or because he or she is attracted by a special
promotion or give-away offered by a team (Baade & Tiehan, 1990; Branvold et al.,
1997; Hansen & Gauthier, 1989). An individual may also be attracted by the
construction or renovation of a new facility. These ideas suggest that attraction can
be thought of as a low-level connection to a sport or team that is not necessarily
durable or stable. When situational factors change, or alternative entertainment options
are available, an individual’s attraction may also change. This was the case with the
Florida Marlins and is indicative of fair weather fans. The Marlins won the World
Series in 1997, but in the next year were one of the worst teams in baseball. During
the championship season there was no shortage of Marlins fans. One year later,
however, ticket sales and television ratings indicated that the number of people who
thought of the Marlins as their favourite team had dropped dramatically.

The low-level connection that characterises attraction has been documented
in research dealing with cutting off reflected failure (CORFing) (Snyder et al., 1986;
Wann & Branscombe, 1990). A person enjoys following a team while performance is
good, but when a team begins to lose, the individual no longer supports the team.
CORFing may be used to demonstrate that a person has reached the level of attraction.
An individual at this level would be a spectator as characterised by Pooley (1978).

Another area of research that provides insight to the attraction level is the
work on involvement. A variety of research dealing with involvement has been
conducted in general leisure and sport settings (Dimanche, Havitz, & Howard, 1993;
Fesenmaier & Johnson, 1989; Kerstetter & Kovich, 1997; Madrigal, Havitz, &
Howard, 1992; Zaichkowsky & Sood, 1989). Previous work has focused on
characterising involvement and developing instruments to measure the
multidimensional construct (for reviews, see: Iwasaki & Havitz, 1998; Kerstetter &
Kovich, 1997). Involvement is defined as a “state of motivation, arousal or interest
toward a recreational activity or associated product” (Iwasaki & Havitz, 1998, p.
260). Involvement has been operationalised using five facets that have received broad
support: (a) attraction, the interest in an activity or product and pleasure (hedonic
value) derived from participation or use; (b) sign, the unspoken statement that purchase
or participation conveys about the person (e.g., playing basketball because that is the
game cool kids play; showing support for the home team in order to feel accepted by
friends and co-workers); (c) centrality to lifestyle, encompassing friends and families
centred around activities, and the central role of the activities (e.g., supporting a
specific team) in an individual’s life; (d) risk probability, the perceived probability of
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making a poor choice (e.g., not attending a game); (e) risk consequence, the perceived
importance of negative consequences in the case of a poor choice, perhaps supporting
a losing team (cf. Havitz & Dimanche, 1997; Iwasaki & Havitz, 1998; Laurent &
Kapferer, 1985; McIntyre, 1989).

As a motivational construct, involvement provides a means by which to
distinguish between attraction and attachment in the PCM. Such a distinction is based
on the differential influence the various involvement components may exert (Iwasaki
& Havitz, 1998; Kapferer & Laurent, 1993). Researchers have demonstrated that the
various components do not equally influence involvement with a product (e.g., a
sport or team). Kerstetter and Kovich (1997) reported significant differences for
enjoyment (attraction) and sign (the value associated with supporting the team – the
importance to an individual that others recognise that he or she is a supporter of the
team) among people attending women’s college basketball games. For booster club
members (or fans, according to Pooley’s [1978] distinction) sign was a significant
factor; for other respondents (spectators, according to Pooley’s distinction), sign was
not significant.

The facets of involvement can be thought of as exerting differential influence
on an individual’s psychological connection to a sport or team. Having sport consumers
complete items measuring the facets of involvement could enable researchers to
distinguish between different levels of psychological connection to a sport or team.
For example, individuals at the awareness level would be expected to have low scores
(low involvement) on each facet; they know that sports and teams exist, but are not
interested in sports or teams. Individuals who have an attraction to a sport or team
would be expected to score highly on the attraction facet of involvement (hedonic
value), but lower on the sign and centrality facets. As we will note later in the paper,
individuals who have an allegiance to a sport or team would be expected to score
highly on the centrality facet (the importance of a sport or team to an individual’s
lifestyle). The utility of the involvement construct for the model, however, is not
simply examining high or low involvement to distinguish between levels of
psychological connection; rather, it is the ability to examine the different facets of
involvement within different levels of the psychological connection continuum. The
strength of an individual’s psychological connection to a sport or team and high
levels of involvement on facets such as centrality and sign are key factors that
distinguish attraction from attachment.
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Third Floor: Attachment

A person has reached the level of attachment when he or she has formed a stable
psychological connection to a sport or team. We argue that attachment is based more
on intrinsic than extrinsic processes. In contrast to attraction, attachment refers to the
degree to which physical and psychological features (i.e., attributes and benefits
associated with a team such as success, star player, stadium, identification, community
pride) take on internal psychological meaning (Gladden & Funk, 2001). Attachment
represents the “strength” or degree to which evaluative tendencies and responses
elicited by a team or sport trigger certain associations that are meaningful – the classic
components of an attitude (Eagly & Chaiken, 1993). We conceptualise attachment’s
distinctiveness from attraction in terms of the extent to which certain mental
associations linked to a sport or team are intrinsically important. We now draw upon
previous literature to highlight these differences.

Research Dealing with Attachment
In the context of attitude research, evaluative responses and the tendencies they elicit
are regarded as differing in valence or direction along a positive/negative continuum
(Eagly & Chaiken, 1993; Krosnick & Petty, 1995). Previous research in spectator
sport has essentially assessed the extent to which a person’s attitude towards a sport
object is generally positive or negative, and the influence of that attitude on feelings
and behaviours (Mahony & Howard, 1998; Mahony & Moorman, 1999; Murrell &
Dietz, 1992). However, recent theorising suggests that valence is only one of several
properties that attitudes possess (Funk, Haugtvedt, & Howard, 2000). Various
underlying properties such as valence, importance, extremity, certainty, intensity,
knowledge, direct experience, and personal relevance have been measured to reflect
the attitude’s structure and formation (Bassili, 1996; Funk & Pastore, 2000; Krosnick,
Boninger, Chuang, Berent, & Carnot, 1993).

In line with this perspective, previous work in leisure settings has diagnosed
underlying characteristics of attitudes by examining properties related to extremity,
certainty, prior knowledge, importance, and personal relevance (Bright, 1997; Bright
& Manfredo, 1995). More recently, initial evidence has verified the utility of adopting
contemporary attitude theory to investigate multiple properties related to attitudes
towards professional sport teams. Among these properties, importance (i.e.,
psychological meaning attached to an attitude) has been observed to be a strong
predictor of attitudinal commitment (Funk & Pastore, 2000). This initial evidence
indicates that importance may represent the condition that produces the temporal
difference in an individual’s attitude toward his or her relationship with a sport or
team. Table 3 provides a summary of the influence of importance on attachment to a
favourite sport or team.
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Table 3: Attachment – Formation of a Stable Psychological Connection

1. Sport object takes on intrinsic importance for an individual
– Increased psychological significance placed on situational factors and physical

and psychological features associated to the sport object

2. Individual’s attitude towards a sport object continues to develop. The strength and
degree of formation is based on the presence of various underlying characteristics
(e.g., importance, knowledge, direct experience, certainty, extremity, intensity,
personal relevance, cognitive-evaluative consistency and accessibility).

3. Marked by increased complexity of an individual’s associative network surrounding
the sport object
– Increased number of direct associative links from the sport object to other nodes

in the supporting cognitive network
– Increased links between secondary nodes surrounding sport object

4. Formed associations within the cognitive network begin to strengthen
– Associative links to hedonic motives, physical and psychological features;

important values, goals and other attitudes begin to crystallise

5. Extrinsic influence of situational factors reduced but situational factors continue to
serve as primers for activation of nodes and associative links (e.g., mere exposure,
classical conditioning, operant conditioning and observational learning processes,
mood state congruence).

6. Higher scores related to sign, centrality and risk facets of the Involvement construct

Traditionally, importance as an attitude property describes an individual’s
subjective beliefs (Krosnick, 1988) associated with the evaluation of an object based
upon its perceived relevance (Petty & Cacioppo, 1990). Importance represents the
psychological significance and value attached to an attitude related to a focal object
(Krosnick, 1989). In a sport or team context, attitude importance is thought to represent
the psychological meaning and value attached to responses and tendencies elicited
by a sport or team (Funk et al., 2000). This preliminary evidence suggests that the
level of psychological significance and value connected to a team accounts for how
attraction proceeds into attachment.

Attachment develops when the team elicits responses and tendencies from
memory that strengthen internal links between the team and other important attitudes,
values, and beliefs (core characteristics related to self-concept). This intrinsic process
would help explain how meaning is attached to external associations (e.g., success,
pride in place, stadium) and take on internal psychological significance (Gladden &
Funk, 2001). Over time, continuous activation or mere exposure would strengthen
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these connecting links and embed the team firmly within the individual’s larger
associative network, eventually creating a more complex network and stronger
relationship (more direct associative links between the team and other central attitudes,
goals and values). Essentially, importance serves to strengthen emotional links between
the team and an individual’s self-interest, values and social identification (Boninger,
Krosnick, & Berent, 1995), resulting in a strong psychological connection between
the individual and the team. We also suggest that numerous associations may have to
be developed and activated over time to create attachment’s foundation.

A multitude of associations linked to the team would probably be accompanied
by increased levels of team-related knowledge, more direct experience with the team,
and certainty in one’s evaluation of the team (Funk & Pastore, 2000). For example,
an individual who is attracted to a star player of a team may not become attached to
the team until other associations such as success, nostalgia, head coach, or community
pride begin to take on importance. Teams may foster movement to the attachment
level by providing more information about the players and coaches, by encouraging
direct experience with the team (e.g., attending games rather than watching them on
television, meeting the players), and developing an image that is valued within the
community (e.g., hard work, giving back to the community). We suggest that
attachment may result from a collective strengthening of various physical and
psychological features linking the team to other important attitudes, beliefs and values.
This would result in a more complex network of links that are activated when an
evaluation of the team is primed (by ads, conversation, memory) and lead to a stronger
relationship with a team; a relationship that would be expected to move to the final
level of allegiance.

The strength of the psychological connection to a sport or team is the basis
for distinguishing between attraction and attachment, and also between attraction
and allegiance. One means by which to make such distinctions is through assessment
of the facets comprising involvement. To individuals who have developed an
attachment to a sport or team, the sign, centrality and risk facets would become
important. The involvement facets may also provide a means of capturing the
underlying importance of a team, helping to quantify an individual’s attitude strength.

Fourth Floor: Allegiance

Allegiance represents the zenith of the continuum. But what is meant by allegiance?
The Random House Dictionary defines allegiance as “loyalty or devotion to some
one, group, cause or the like” (p. 36). The notion that allegiance represents loyalty to
a group is important here because the PCM focuses on an individual’s loyalty to a
sport or team. Although the term “allegiance” has not often been used in the fan
behaviour literature, we use it to describe the construct of loyalty.
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Research Dealing with Allegiance
Previous research has focused on the phenomenon of consumer loyalty in the areas
of marketing, consumer behaviour, and recreation (Backman & Crompton, 1991;
Baldinger & Rubinson, 1996; Day, 1969; Jacoby & Kyner, 1973; Pritchard, Havitz,
& Howard, 1999). Much of this work stems from the notion that brand loyalty plays
a critical role in repeat purchase behaviour – an idea that remains a common
assumption among academic scholars and practitioners. While brand loyalty research
continues to be widely used to study aspects of consumer behaviour in numerous
contexts, its application to sports has recently gained momentum.

In sport-related research, early investigations relied primarily upon game
attendance figures to measure the behavioural component of loyalty (Becker & Suls,
1983; Greenstein & Marcum, 1981; Hansen & Gauthier, 1989). Due to the relative
ease of measuring behaviour and self-reports of behaviour, the attitudinal component
of fan loyalty has remained underdeveloped and largely ignored. However, just as
consumer researchers discovered the need for cognitive, affective and behavioural
factors in explaining brand loyalty for consumer products (Jacoby & Chestnut, 1978;
Jacoby & Kyner, 1973), researchers have also recognised that the loyalty phenomenon
is more complex than can be captured by merely measuring attendance behaviour
(Backman & Crompton, 1991; Gladden & Funk, 2001; Hill & Green, 2000; James,
1997; Kolbe & James, 2000; Pritchard et al., 1999).

Attitudinal Loyalty
Murrell and Dietz (1992) were among the first to develop an attitudinal measure to
examine individual differences in support for a college football team. This research
demonstrated that attitudinal support for a team did not depend on actual game
attendance. In a subsequent study, Mahony and Howard (1998) observed that a
“strong” positive attitude towards a favourite sport team was related to the consumption
of sport events featuring that team. This study suggested that attitude formation and
related behaviour should be considered when investigating fan loyalty. Dick and
Basu (1994) conceptualised loyalty as representing differentiation within the level of
attitude strength. In line with this perspective, Funk and Pastore (2000) observed that
nine attitude strength properties were significantly related to team loyalty.

In line with contemporary attitude theory, we conceptualise loyalty in the
model as an overall construct to note efficiently that allegiant fans possess highly
formed attitudes towards a specific team – attitudes that strengthen the psychological
connection. This strengthening occurs when responses and tendencies elicited by a
team persist, resist counter-persuasion, influence cognition, and impact on behaviour.
Characteristics of this strengthening are presented in Table 4. Persistence would
represent the activation frequency and duration of attitudes linked to a favourite team
(i.e., related cognition activity in normal daily life: daily, weekly, monthly, over ten
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years). Persistent attitudes are thought to remain unchanged and stable over an
extended period of time regardless of the type of information being encountered
(Petty, Haugtvedt, & Smith, 1995). However, when loyal fans encounter information
contrary to previous attitudes, the degree to which these attitudes remain unchanged
reflects a resistance quality. In addition to persistence, highly formed attitudes are
thought to be resistant to change (Krosnick & Petty, 1995).

Table 4: Allegiance – Loyalty to a Sport Object

The degree of attitude formation toward a sport object that is characterised by:

1. Persistence (attitude persists over time)
– Frequency an individual thinks about the team (daily, weekly, etc.)
– Consistent evaluative responses elicited by the sport object over an extended

period of time

2. Resistance to change
– Increased tendency to resist change in response to conflicting information or

experience
– Increased resistance to counter persuasion characterised by refuting or blocking

against persuasive communication that conveys negative information about the
sport object or attractive information about competing sport objects

– Greater emphasis on maintaining balance between prior attitudes and new
information being received related to the sport object

3. Biases in cognitive processing
– Increased information complexity, position involvement and volitional choice
– Information is processed based on one’s attitude towards a team; positive

information is accepted, negative information is resisted or interpreted in support
of a team

– Increased likelihood that certain information will come to mind or that certain
decisions will be rendered

– More selective perception used to protect and/or reduce discrepancy between
one’s initial position and conflicting information and defending one’s preference
for a sport object after consumption

4. Guides to behaviour
– Increased likelihood that individual will engage in some form of behaviour

(attend, read, watch, listen, purchase) related to the team
– Greater correspondence with behavioural intent
– Longer duration of related behaviour
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Several consumer theorists have suggested that resistance to changing one’s
attitude represents the general underlying factor contributing to consumer commitment
(Crosby & Taylor, 1983; Dick & Basu, 1994; Eagly & Chaiken, 1995; Haugtvedt &
Petty, 1992). Within the leisure literature, commitment is often conceptualised as a
psychological construct. For example, Iwasaki & Havitz (1998) conceptualised
psychological commitment as stemming from greater knowledge, certainty in one’s
opinion, degree of consistency between feelings and beliefs, and personal relevance
of information related to evaluating decisions to participate in a leisure activity. This
type of commitment is also thought to reflect preference (i.e., volition) stability towards
an object, brand or issue, as well as resistance to persuasive attempts promoting
alternative choices (Crosby & Taylor, 1983; Dick & Basu, 1994). In a recent study,
Pritchard et al. (1999) provided initial evidence that information complexity, position
involvement and volitional choice contributed to patrons’ commitment to a recreation
activity.

Mahony et al. (2000) integrated the resistance literature to develop an
attitudinal dimension (i.e., psychological commitment) to examine individual
differences in support of professional football teams. Mahony et al. demonstrated
that psychological commitment levels were related to frequency of games watched
on television and games attended. Gladden and Funk (2001) utilised an attitudinal
commitment component to examine the link between consumer associations and
loyalty to a team sport. Hill and Green (2000) observed that team loyalty and
psychological involvement accounted for future attendance intentions among rugby
spectators. These efforts underscore the utility of incorporating attitude research to
understand how attitudes influence cognitive processing and behaviour related to a
team.

This type of cognitive processing is thought to influence judgments made
concerning information encountered about a particular object (Petty, Cacioppo, &
Schumann, 1983; Schumann, Petty, & Clemons, 1990). For example, in an unpublished
dissertation Funk (1998) demonstrated that individuals committed to a sport team
possessed highly formed attitude properties, reported more thoughts, recalled more
article facts and engaged in more biased thinking related to a newspaper article written
about the team than individuals who possessed weak attitudes. Funk and Pastore
(2000) observed that commitment was also highly correlated with reported behaviour
and behavioural intent for individuals of a professional baseball team.

In the model, we suggest that commitment to a sport team reflects an attitude
(i.e., evaluation of that relationship) that persists over time, resists counter attitudinal
information, biases cognitive processing and guides behaviour. Moreover, this attitude
toward a team is internally consistent with other core attitudes, values, self-concept,
information processing and behaviour. This internal consistency or stability of
evaluation represents the core characteristic of allegiance to a sport or team by self-
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defining a person’s commitment to that relationship. The notion that psychological
commitment to a team may prove beneficial in understanding behaviour for sport
spectators and fans has gained momentum in the literature.

We stipulate that allegiance reflects the extent to which an attitude is persistent,
resistant, and influences cognition and behaviour. These four strength-related
consequences of an attitude are thought to represent causal indicators of a strong,
stable and continuous relationship with an athletic team and are viewed as determinants
of loyalty (Funk et al., 2000). From this perspective, we can conceptually elaborate
upon previous definitions by partitioning the attitudinal component of loyalty into
three independent yet related components: persistence, resistance, and cognitive
processes. This approach also provides a more in-depth understanding of how the
attitudinal dimension relates to the behavioural dimension.

Behavioural Loyalty
Our behavioural perspective is consistent with Jacoby and Chestnut (1978) who
conceptualised loyal behaviour as a phenomenon expressed by a biased, behavioural
response, expressed over time, made by some decision-making unit, and with respect
to one or more alternative brands in a set of brands. It should be noted that our
allegiance perspective still encompasses the composite approach to understanding
loyalty, but places emphasis on a reciprocal relationship that exists between how
attitudes and behaviours shape strong, stable and continuous involvement with an
athletic team. The behavioural component involves: (1) a behaviour itself (e.g.,
purchase of ticket or merchandise, attendance at a sport event), and (2) a behaviour
that is expressed with some duration in a situational context (e.g., watching the team
every Sunday on television).

Discussion

The purpose of this paper has been to introduce the PCM and to characterise
concurrently the existing research on sport spectators and sport fans as falling into
four general categories along a continuum. A secondary purpose is to provide
researchers with a conceptual framework for understanding the temporal processes
accounting for shifts along a continuum from awareness of a sport or team to allegiance
to a sport or team. The PCM provides an initial framework for understanding and
examining sport-related research in the context of an individual’s psychological
connection to sport and exploring the temporal process through which that connection
moves. Although the PCM offers general parameters in which a relationship between
an individual and a sport or team can be characterised, understanding how movement
among and between these boundaries is mediated is not fully understood. In attempts
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to further thinking in this area, the following section provides a discussion related to
movement along the continuum, and suggests how different forces may provide the
momentum for such movement. It suggests directions for future research.

Distinguishing Between Awareness and Attraction
General awareness of sports usually begins during childhood, but awareness continues
to be pertinent over time because of the emergence of new sports, new teams
(expansion), moving to a city with a particular team, parents supporting their child’s
interest in a sport that they (the parents) are not familiar with, etc. Regardless of
one’s position in the life cycle, research at this level will examine the degree to
which socialising agents moderate the introduction to sports and the value placed on
sports (i.e., the importance of sport from a societal perspective). Studies will focus
primarily on extrinsic factors, the influence of family, peers, the mass media, and
other socialising agents. Awareness could be operationalised as knowledge that a
team or sport exists (e.g., being able to list various sport teams), low scores on
involvement facets, and no psychological connection (e.g., no preference for or no
identification with a specific team) (cf. Wann & Branscombe, 1993).

When an individual consciously decides that they have a favourite sport or
team, they have reached the second level – attraction. Liking one specific sport or
team may result from situational influences (team performance, promotional give-
aways, star player, etc.) and/or hedonic motives (desire for entertainment, escape,
opportunity to be with friends, etc.). A key characteristic of attraction is that such
preferences are not yet enduring. When a team loses consistently, or other
entertainment options are available, an individual may decide not to follow or support
a once-favourite team. Movement from awareness to attachment may be sparked
through promotional efforts when a team is winning, or by a special event such as a
championship or all-star game. Promotional efforts would serve to entice those who
are aware of a sport or team to take a greater interest, and at the same time reinforce
the existing links to a sport or team among those who are attached or allegiant. Teams
may also foster awareness by targeting new residents to a community, perhaps through
ties with community visitor bureaus. Research on attraction will examine the interest
that people have in sports (hedonic motives), looking more closely for similarities
and differences across sports, and the extent to which various situational factors
influence decisions to follow specific teams. Attraction could be operationalised
through acknowledging a favourite team, higher scores on the attraction facet of the
involvement construct, and a low level connection to a team (e.g., low team
identification). Greater importance placed on promotional items such as give-aways
or price discounts as influences on behaviour could also be used to measure attraction
versus attachment to a team.

Psychological Continuum Model
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Distinguishing Between Attraction and Attachment
At the level of attachment, an individual has developed an emotional connection to a
sport or team that is stronger than mere attraction. This connection is valued, protected,
and linked to other important attitudes, values, goals, and self-interests. As the
relationship takes on greater temporal importance, the perceived meaning attached
to the team (e.g., physical and psychological associations) becomes embedded within
a larger, more complex network of links that contribute to the fan’s self-concept. In
other words, when a person thinks about a specific team, this response represents an
attitude that is considered strong to the point that it manifests some (though not
necessarily all) of the following: persistence, resistance to change, impact on cognition
and behaviour. At this stage, there is greater complexity, internal consistency, certainty,
affective-cognitive consistency, and personal relevance related to a team or sport. In
this context, attachment is thought to reflect not only preference (i.e., volition) stability
towards an object, but also a motivation to resist alternative choices. The transition
from attraction to attachment to allegiance has received little research attention. More
is warranted.

An individual who attends a favourite team’s games, watches the team’s games
on television, and wears team apparel may be at the level of attraction or attachment.
Attachment is distinguished from attraction by the importance of the sport or team to
an individual. An individual scoring highly on the attraction and centrality facets of
involvement would be at the level of attachment. Cognitive mapping techniques could
also be employed to explore the complexity of the cognitive association networks
evoked by a sport or team (cf. Brown, 1992; Cacioppo, von Hippel, & Ernst, 1997).

A person who has moderate or high team identification would also be at the
attachment level. For this person, the team is important, the team is representative of
personal beliefs and values. The individual at the level of attraction, however, has
not assimilated the team into the self-concept. Feeling part of a team (not just
supporting a favourite team) represents attachment to a team.

Distinguishing Between Attraction and Allegiance
The top of the model, allegiance, is characterised by persistence, resistance to change,
and impact on cognitive processes and behaviour. The key difference between
attachment and allegiance rests in the individual’s commitment to the relationship.
We argue that while attachment represents the point at which physical and
psychological features associated with a sport or team begin to take on internal
significance, commitment reflects the durability and impact of those associations
that produce a strong, persistent relationship with a team or sport. The durability of
this relationship reflects the formation and structure of attitudes that remain unchanged
over time and in the face of counter-persuasive information (i.e., persistence and
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resistance). The importance of the relationship will also influence the extent of
information processing, making it more likely that certain information will come to
mind or that certain judgments will be rendered. One result will be that behaviours
consistent with allegiance will be manifested.

Allegiance differs from attachment in terms of the extent to which cognitions
(e.g., attitudes, values, goals) contribute to an internally stable and consistent
evaluation of a relationship with a team. This internal consistency produces
commitment and identifies the point upon the continuum that attachment becomes
allegiance. For example, if information related to a favourite team conflicts with
current beliefs, the attached fan will invoke cognitive effort to process and re-evaluate
the information in order to restore internal consistency (cf. Heider, 1958). Exertion
of greater mental effort to restore consistency suggests that structural instability exists
within the attitude network. In this situation, fondness for the team may be inconsistent
with beliefs about the team’s ability to win, inappropriate actions of its athletes, or its
ability to promote positive social values.

In contrast, the allegiant fan’s evaluative response reflects an involuntary
process whereby inconsistent information is automatically rejected, or is processed
in a biased manner that is consistent with previous knowledge, convictions and
personal experience (Funk, 1998). The allegiant fan will invoke an automatic response
that protects and restores consistency in the relationship. A rapid restoration of
consistency signals that the person’s attitudinal structure is internally stable, thereby
producing commitment.

Movement Along the Psychological Continuum
The PCM provides an important first step in furthering our understanding of spectator
and fan interest in a sport or team by assessing the strength and structure of an
individual’s psychological connection to the sport or team. The model helps us
understand the differential influence of various factors along a vertical continuum. It
is important to note, however, that the vertical continuum is not constrained exclusively
to upward movement; nor do people necessarily move from one extreme to the other
(e.g., entering at the first floor and going all the way to the fourth floor).

Most people, if not all, will have some awareness of sport if for no other
reason than its pervasiveness in society. Beginning with awareness, many will continue
to higher levels on the continuum, learning about different sports and teams and
forming an attraction for specific sports and/or teams. Others, however, may never
progress beyond awareness. They may know about sports, but have no interest in
following sports. Among people who have a favourite sport or team, there will be
those who continue to progress up the continuum by developing strong attitudes
towards sport until a sport or team becomes psychologically important to them. Even

Psychological Continuum Model
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further, some will develop allegiance to a sport or team to the point that their connection
influences cognitions and behaviours. A person moving up the continuum may also
choose to stay at any one of the different stages.

It is also possible that people will travel back down the continuum. A person
may lose interest in a particular sport and go from being an allegiant fan to being a
spectator (e.g., go from buying season tickets to attending one or two games per
year). A person may also be at different stages for different sports. Someone may be
an allegiant football fan and at the same time only have an attraction to baseball.
Looking at movement down the continuum, and also stationary positioning at different
stages are two areas that have not been addressed by researchers, and that provide
opportunities for future study. Research at this level should include assessment of
individual differences, such as personality traits, and the extent to which individual
differences moderate movement between stages.

Application of the PCM Model

While the PCM is intended primarily for the study of sport consumers, there are a
number of possible extensions. One interesting possibility for future work would be
to use the model to analyse current relationships among business partners marketing
through sport. In this context, the model could be applied by corporations seeking to
understand how to effectively utilise sport properties through corporate sponsorship
in developing long-term business-to-business relationships (cf. McCarville &
Copeland, 1994).

The PCM may prove a useful tool for market segmentation. Consumption
patterns may vary as a function of consumers’ level on the PCM; responses to
marketing communications or promotions may vary as a function of consumers’ level
on the PCM. If either is the case, the PCM may help to better target marketing activities.

The PCM might also be useful in one of the fastest growing areas of collegiate
sport: charitable giving. Athletic departments seeking to build long-term and profitable
relationships with alumni, community leaders and corporations could incorporate
this framework to effectively utilise incentives (e.g., affiliation, special recognition,
parking privileges, social events, reciprocity) to increase donor activity (cf.
Hammersmith, 1985; Isherwood, 1986). As when managing a brand (Keller, 1993),
university athletic departments should explore how associations take on internal
psychological meaning in the donor’s mind and are linked to the team and university.
Identifying conditions under which certain features of a program become important
(e.g., moving donor attraction to attachment) and linked to other important attitudes,
values, and goals, contingent-giving programs could be instituted to foster affiliation
and reciprocity motives to enhance donations.
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Managerial Levers
Managerial levers developed through relationship marketing could be implemented
to foster incremental movement up the PCM. The four levels generally associated
with relationship marketing (Ziethaml & Bitner, 2000) provide ideas to stimulate
movement along the continuum. The first level of relationship marketing, financial
bonding, concentrates on providing financial incentives, such as lower prices. Financial
incentives may serve as an enticement to buy more tickets or attend more games;
such efforts are likely to be most effective in fostering attraction. For example, people
interested in a reasonably priced entertainment package may be motivated to attend
games. Without the incentive, however, people at the level of attraction may seek
other forms of entertainment.

The second level, social bonding, may provide the means for fostering
movement from attraction to attachment. Social and interpersonal bonds can be
developed by acknowledging sport spectators and making them feel important. For
example, when the members of a team (operations and player personnel) learn people’s
names and talk with them, and when people are acknowledged through special services
(e.g., invited to team dinners, have an opportunity to talk with an owner or a coach),
an individual’s esteem is bolstered and greater value is placed on the association with
the team (i.e., greater importance). Efforts to personalise the experience of following
a team contribute to forming a strong attitude toward a team. The third and fourth
levels of relationship marketing, customisation and structural bonding, may help
foster movement from attachment to allegiance. Customisation bonding focuses on
tailoring services and experiences to individuals. In a sport or team context, the idea
is to learn what fans desire from their connection to a team, and then work to satisfy
those desires. Customisation builds from social bonding and seeks to tailor experiences
for individuals. Structural bonding involves providing services that are designed for
a specific client or customer (e.g., fan loyalty programs, venue kiosks), often based
on technology.

Although not discussed in the framework of relationship marketing, efforts to
foster fan identification (Sutton, McDonald, Milne, & Cimperman, 1997) and
strengthen attachment could also influence movement along the continuum. Sutton
et al. proposed increasing team or player accessibility to the public, increasing
community involvement activities, and reinforcing the team’s history and tradition.
Each of these ideas may serve to foster a social bond, thereby fostering movement
from attraction to attachment. Creating opportunities for group affiliation and
participation, like customisation bonding, could also stimulate movement from
attraction to attachment. Reinforcing the team’s history and tradition or emphasising
the team’s connections in the community may foster movement from attraction to
allegiance.

Psychological Continuum Model

journal(V4No2) 11/15/01, 9:21 AM143



144

Conclusion

Although there is an emerging body of research examining differences among and
within spectators and fans, there has not yet been a model to integrate the findings.
The PCM provides that model. Several aspects of the model need to be addressed in
future research. Very little research has examined how socialising agents influence
awareness of sports at different points in the life cycle and the differential influence
of various socialising agents over time. Moreover, no research has examined the
transition from attraction to attachment, and what factors moderate or mediate the
formation of relationships with sports or teams. Research that examines such facets
as persistence, resistance to change, and cognitions is also needed to develop measures
of attitude strength. One area of research that has not been explored is movement
downward – when an allegiant fan begins to reduce his or her connection to a team.
The PCM provides a useful framework for work of this kind.

References

Baade, R.A., & Tiehan, L.J. (1990). An analysis of major league baseball attendance:
1969-1987. Journal of Sport and Social Issues, 14, 14-32.

Backman, S.J., & Crompton, J.L. (1991). Using loyalty matrix to differentiate between
high, spurious, latent and loyal participants in two leisure services. Journal of Park
and Recreation Administration, 9(2), 1-17.

Baldinger, A.A., & Rubinson, J. (1996). Brand loyalty: The link between attitude and
behavior. Journal of Advertising Research, 36(6), 22-34.

Barry, T. (1987). The development of the Hierarchy of Effects: An historical perspective.
Current Issues and Research in Advertising, 9(2), 251-295.

Bassili, J.N. (1996). Meta-judgments versus operative indexes of psychological attributes:
The case of measures of attitude strength. Journal of Personality and Social
Psychology, 71, 637-653.

Becker, M.A., & Suls, J. (1983). Take me out to the ballgame: The effects of objective,
social, and temporal performance information on the attendance at major league
baseball games. Journal of Sport Psychology, 5, 302-313.

Beech, J., Chadwick, S., & Tapp, A. (2000). Towards a schema for football clubs seeking
effective presence on the internet. European Journal for Sport Management, 7
(special issue), 30-50.

Boninger, D.S., Krosnick, J.A., & Berent, M.K. (1995). The causes of attitude importance:
Self-interest, social identification, and values. Journal of Personality and Social
Psychology, 68, 61-80.

Branvold, S.E., Pan, D.W., & Gabert, T.E. (1997). Effects of winning percentage and
market size on attendance in minor league baseball. Sport Marketing Quarterly,
6(4), 35-42.

Funk and James

journal(V4No2) 11/15/01, 9:21 AM144



145

Bright, A.D. (1997). Attitude-strength and support of recreation management strategies.
Journal of Leisure Research, 29, 369-379.

Bright, A.D., & Manfredo, M.J. (1995). The quality of attitudinal information regarding
natural resource issues: The role of attitude-strength, importance, and information.
Society and Natural Resources, 8, 399-414.

Brooks, C.M. (2000). Marketing the active lifestyle: Marketing efforts to move people
from a sedentary to an active lifestyle can benefit from these three frameworks of
knowledge. Fitness Management (July). Retrieved from the World Wide Web: http:/
/www.fitnessmanagement.com/info/fr/articles.html.

Brown, S.M. (1992). Cognitive mapping and repertory grids for qualitative survey research:
Some comparative observations. Journal of Management Studies, 29, 287-307.

Cacioppo, J.T., von Hippel, W., & Ernst, J.M. (1997). Mapping cognitive structures and
processes through verbal content: The thought-listing technique. Journal of
Consulting and Clinical Psychology, 65, 928-940.

Cialdini, R.B., Borden, R.J., Thorne, A., Walker, M.R., Freeman, S., & Sloan, L.R. (1976).
Basking in reflected glory: Three (football) field studies. Journal of Personality
and Social Psychology, 34, 366-375.

Cobb-Wallgren, C.J., Ruble, C.A., & Donthu, N. (1995). Brand equity, brand preference,
and purchase intent. Journal of Advertising, 24(3), 25-40.

Crosby, L.A., & Taylor, J.R. (1983). Psychological commitment and its effect on post-
decision evaluation and preference stability among voters. Journal of Consumer
Research, 9, 413-431.

Day, G.S. (1969). A two-dimensional concept of brand loyalty. Journal of Advertising
Research, 9(3), 29-36.

Dick, A.S., & Basu, K. (1994). Customer loyalty: Toward an integrated conceptual
framework. Journal of Academy of Marketing Science, 22, 99-113.

Dimanche, F., Havitz, M.E., & Howard, D.R. (1993). Consumer involvement profiles as
a tourism segmentation tool. Journal of Travel and Tourism Marketing, 1(4), 33-52.

Eagly, A.H., & Chaiken, S. (1993). The psychology of attitudes. Fort Worth, TX: Harcourt,
Brace, Jovanovich, Inc.

Eagly, A.H., & Chaiken, S. (1995). Attitude strength, attitude structure, and resistance to
change. In R.E. Petty & J.A. Krosnick (Eds.), Attitude strength: Antecedents and
consequences (pp. 413-432). Mahwah, NJ: Lawrence Erlbaum Associates.

Fesenmaier, D.R., & Johnson, B. (1989). Involvement-based segmentation: Implications
for travel marketing in Texas. Tourism Management, 10(4), 293-300.

Fisher, R.J., & Wakefield, K. (1998). Factors leading to group identification: A field study
of winners and losers. Psychology & Marketing, 15(1), 23-40.

Funk, D.C. (1998). Fan loyalty: The structure and stability of an individual’s loyalty
toward an athletic team. Unpublished Doctoral Dissertation, The Ohio State
University.

Funk, D.C., Haugtvedt, C.P., & Howard, D.R. (2000). Contemporary attitude theory in
sport: Theoretical considerations and implications. Sport Management Review, 3(2),
125-144.

Psychological Continuum Model

journal(V4No2) 11/15/01, 9:21 AM145



146

Funk, D.C., Mahony, D.F., Nakazawa, M., & Hirakawa, S. (2000). Spectator motives:
Differentiating among objects of attraction in professional football. European Journal
of Sport Management, 7, 51-67.

Funk, D.C., & Pastore, D.L. (2000). Equating attitudes to allegiance: The usefulness of
selected attitudinal information in segmenting loyalty to professional sports teams.
Sport Marketing Quarterly, 9(4), 175-184.

Funk, D.C., Ridinger, L., & Moorman, A.J. (2001, May). Understanding the relationship
between consumer motives and involvement with professional sport teams. Paper
presented at the North American Society for Sport Management, Virginia Beach.

Gladden J.M., & Funk, D.C. (2001). Understanding brand loyalty in professional sport:
Examining the link between brand association and brand loyalty. International
Journal of Sports Marketing & Sponsorship, 3, 67-94.

Gladden, J.M., Milne, G.R., & Sutton, W.A. (1998). A conceptual framework for evaluating
brand equity in Division I college athletics. Journal of Sport Management, 12, 1-19.

Greenstein, T.N., & Marcum. J.P. (1981). Factors affecting attendance of major league
baseball: Team performance. Review of Sport & Leisure, 6, 21-34.

Hammersmith, V.A. (1985). The development of a survey instrument to profile donors to
athletics. Dissertation Abstracts International, 46, 09A.

Hansen, H., & Gauthier, R. (1989). Factors affecting attendance at professional sports
events. Journal of Sport Management, 3, 15-32.

Haugtvedt C., & Petty, R.E. (1992). Personality and persuasion: Need for cognition
moderates the persistence and resistance of attitude changes. Journal of Personality
and Social Psychology, 63, 308-319.

Havitz, M.E. & Dimanche, F. (1997). Leisure involvement revisited: Conceptual
conundrums and measurement advances. Journal of Leisure Research, 29, 245-278.

Heider, F. (1958). The psychology of interpersonal relations. New York: Wiley.
Hill, B., & Green, B.C. (2000). Repeat attendance as a function of involvement, loyalty,

and the sportscape across three football contexts. Sport Management Review, 3(2),
145-162.

Hirt, E.R., Zillmann, D., Erickson, G.A., & Kennedy, C. (1992). Costs and benefits of
allegiance: Changes in fans’ self-ascribed competencies after team victory versus
defeat. Journal of Personality and Social Psychology, 63, 724-738.

Isherwood, A.C. (1986). A descriptive profile of the fund raising programs in NCAA
Division I-A. Dissertation Abstracts International, 47, 09A.

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

Jacoby, J., & Chestnut, R.W. (1978). Brand loyalty: Measurement and management. New
York: Wiley.

Jacoby, J., & Kyner, D.B. (1973). Brand loyalty vs. repeat purchasing behavior. Journal
of Marketing Research, 10, 1-9.

James, J.D. (1997). Becoming a sports fan: Understanding cognitive development and
socialization in the development of fan loyalty. (Doctoral Dissertation, The Ohio
State University). Dissertation Abstracts International, 58-05, A1915.

Funk and James

journal(V4No2) 11/15/01, 9:21 AM146



147

James, J.D. (in press). The role of cognitive development and socialization in the initial
development of team loyalty. Leisure Sciences.

Kapferer, J.-N., & Laurent, G. (1993). Further evidence on the Consumer Involvement
Profile: Five antecedents of involvement. Psychology & Marketing, 10(4), 347-
355.

Keller, K.L. (1993). Conceptualizing, measuring, and managing customer-based brand
equity. Journal of Marketing, 57, 1-22.

Kenyon, G.S. (1968). A conceptual model for characterizing activity. Research Quarterly,
39, 96-105.

Kenyon, G.S. (1970). The use of path analysis in sport sociology with reference to
involvement socialization. International Review for the Sociology of Sport, 5, 191-
203.

Kenyon, G.S., & McPherson, B.D. (1973). Becoming involved in physical activity and
sport: A process of socialization. In G.L. Rarick (Ed.), Physical activity: Human
growth and development (pp. 303-332). New York: Academic Press.

Kerstetter, D.L., & Kovich, G.M. (1997). The involvement profiles of Division I women’s
basketball spectators. Journal of Sport Management, 11(3), 234-249.

Kolbe, R.H., & James, J.D. (2000). An identification and examination of influences that
shape the creation of a professional team fan. International Journal of Sports
Marketing & Sponsorship, 3, 23-37.

Krosnick, J.A. (1988). The role of attitude importance in social evaluation: A study of
policy preferences, presidential candidate evaluations, and voting behavior. Journal
of Personality and Social Psychology, 55, 196-210.

Krosnick, J.A. (1989). Attitude importance and attitude accessibility. Personality and
Social Psychology Bulletin, 15, 297-308.

Krosnick, J.A., Boninger, D.S., Chuang, Y.C., Berent, M.K., & Carnot, C.G. (1993).
Attitude strength: One construct of many related constructs? Journal of Personality
and Social Psychology, 65, 1132-1151.

Krosnick, J.A., & Petty, R.E. (1995). Attitude strength: An overview. In R.E. Petty & J.A.
Krosnick (Eds.), Attitude strength: Antecedents and consequences (pp. 1-24).
Mahwah, NJ: Lawrence Erlbaum Associates.

Laurent, G., & Kapferer, J.-N. (1985). Measuring consumer involvement profiles. Journal
of Marketing Research, 22(1), 41-53.

Lavidge, R.J., & Steiner, G.A. (1961). A model for predictive measurements of advertising
effectiveness. Journal of Marketing, 25, 59-62.

Lewko, J.H., & Greendorfer, S.L. (1977). Family influences and sex differences. In R.A.
Magill, M.J. Ash, & F.L. Smoll (Eds.), Children in sport (2nd ed., pp. 279-295).
Champaign, IL: Human Kinetics Publishers.

Lewko, J.H., & Greendorfer, S.L. (1988). Family influence in sport socialization of children
and adolescents. In F.L. Smoll, R.A. Magill, & M.J. Ash (Eds.), Children in sport
(3rd ed., pp. 287-300). Champaign, IL: Human Kinetics Publishers.

Madrigal, R. (1995). Cognitive and affective determinants of fan satisfaction with sporting
event attendance. Journal of Leisure Research, 27, 205-227.

Psychological Continuum Model

journal(V4No2) 11/15/01, 9:21 AM147



148

Madrigal, R., Havitz, M.E., & Howard, D.R. (1992). Married couples’ involvement with
family vacations. Leisure Sciences, 14(4), 287-301.

Madrigal, R., & James, J.D. (1999). Team quality and the home advantage. Journal of
Sport Behavior, 3, 381-398.

Mahony, D.F., & Howard, D.R. (1998). The impact of attitudes on the behavioral intentions
of sport spectators. International Sports Journal, 2, 96-110.

Mahony, D.F., Madrigal, R., & Howard, D.R. (2000). Using the psychological commitment
to team (PCT) scale to segment sport consumers based on loyalty. Sport Marketing
Quarterly, 9(1), 15-25.

Mahony, D.F., & Moorman, A.M. (1999). The impact of fan attitudes on intentions to
watch professional basketball teams on television. Sport Management Review, 2(1),
43-83.

Malumphy, T.M. (1970). College women athletes – questions and tentative answers. Quest,
14, 18-27.

McCarville, R., & Copeland, R. (1994). Understanding sport sponsorship through exchange
theory. Journal of Sport Management, 8, 102-114.

McIntyre, N. (1989). The personal meaning of participation: Enduring involvement.
Journal of Leisure Research, 21, 167-179.

McPherson, B.D. (1976). Socialization into the role of sport consumer: A theory and
causal model. Canadian Review of Sociology and Anthropology, 13, 165-177.

Melnick, M.J. (1993). Searching for sociability in the stands: A theory of sports spectating.
Journal of Sport Management, 7, 44-60.

Milne, G.R., & McDonald, M.A. (1999). Sport marketing: Managing the exchange process.
Sudbury, MA: Jones and Bartlett.

Mullin, B.J., Hardy, S., & Sutton, W.A. (2000). Sport marketing (2nd ed.). Champaign,
IL: Human Kinetics Publishers.

Murrell, A.J., & Dietz, B. (1992). Fan support of sports teams: The effect of a common
group identity. Journal of Sport and Exercise Psychology, 14, 28-39.

Nier, O., & Sheard, K. (1999). Managing change: The ‘economic’, ‘social’ and ‘symbolic’
dimensions of professionalisation in five elite European rugby clubs. European
Journal of Sport Management, 6(2), 5-33.

Petty, R.E., & Cacioppo, J.T. (1990). Involvement and persuasion: Tradition versus
integration. Psychological Bulletin, 107, 367-374.

Petty, R.E., Cacioppo, J.T., & Schumann, D.W. (1983). Central and peripheral route to
advertising effectiveness: The moderating role of involvement. Journal of Consumer
Research, 10, 135-146.

Petty, R.E., Haugtvedt, C., & Smith, S.M. (1995). Elaboration as a determinant of attitude
strength: Creating attitudes that are persistent, resistant, and predictive of behavior.
In R.E. Petty & J.A. Krosnick (Eds.), Attitude strength: Antecedents and
consequences (pp. 93-130). Mahwah, NJ: Lawrence Erlbaum Associates.

Pooley, J.C. (1978). The sport fan: A social psychology of misbehavior. CAPHER
Sociology of Sport Monograph Series. University of Calgary, Canada.

Pritchard, M.P., Havitz, D.R., & Howard, D.R. (1999). Analyzing the commitment-loyalty
link in service contexts. Academy of Marketing Science, 27, 333-348.

Funk and James

journal(V4No2) 11/15/01, 9:21 AM148



149

Prochaska, J.O., & DiClemente, C.C. (1982). Transtheoretical therapy toward a more
integrative model of change. Psychotherapy: Theory, Research, and Practice, 19,
276-287.

Ray, M.L. (1973). Marketing communication and the Hierarchy of Effects. In P. Clarke
(Ed.), New models for communication research (pp. 146-175). Beverly Hills, CA:
Sage Publications.

Sage, G.H. (1974). Sport and American society: Selected readings (2nd ed.). Reading,
MA: Addison-Wesley Publishing Company.

Schumann, D.W., Petty, R.E., & Clemons, D.S. (1990). Predicting the effectiveness of
different strategies of advertising variation: A test of repetition-variation hypotheses.
Journal of Consumer Research, 17, 192-202.

Sloan, L.R. (1989). The motives of sports fans. In J.D. Goldstein (Ed.), Sports, games
and play: Social and psychology viewpoints (2nd ed., pp.175-240). Hillsdale, NJ:
Lawrence Erlbaum Associates.

Smith, G.J., Patterson, B., Williams, T., & Hogg, J. (1981). A profile of the deeply
committed male sports fans. Arena Review, 5(2), 26-44.

Snyder, C.R., Lassegard, M.A., & Ford, C.E. (1986). Distancing after group success and
failure: Basking in reflected glory and cutting off reflected failure. Journal of
Personality and Social Psychology, 51, 382-388.

Snyder, E.E., & Spreitzer, E.A. (1974). Sociology of sport: An overview. Sociological
Quarterly, 15, 467-487.

Solomon, M.R. (1996). Consumer behavior (3rd ed., pp. 157-189). Englewood Cliffs,
NJ: Prentice-Hall.

Spreitzer, E.A., & Snyder, E.E. (1976). Socialization into sport: Parent and child reverse
and reciprocal effects. Research Quarterly for Exercise and Sport, 53, 263-266.

Sutton, W.A., McDonald, M.A., Milne, G.R., & Cimperman, J. (1997). Creating and
fostering fan identification in professional sports. Sport Marketing Quarterly, 6(1),
15-22.

Trail, G., & James, J.D. (in press). The motivation scale for sport consumption: A
comparison of psychometric properties with other sport motivation scales. Journal
of Sport Behavior.

Wakefield, K.L. (1995). The pervasive effects of social influence on sporting event
attendance. Journal of Sport and Social Issues, 19, 335-351.

Wann, D.L. (1995). Preliminary motivation of the sport fan motivation scale. Journal of
Sport and Social Issues, 19, 377-396.

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.

Wann, D.L., & Branscombe, N.R. (1993). Sports fans: Measuring degree of identification
with their team. International Journal of Sport Psychology, 24, 1-17.

Zaichkowsky, J., & Sood, J. (1989). A global look at consumer involvement and use of
products. International Marketing Review, 6(1), 20-34.

Ziethaml, V.A., & Bitner, M.J. (2000). Services marketing: Integrating customer focus
across the firm (2nd ed.). Boston, MA: McGraw-Hill.

Psychological Continuum Model

journal(V4No2) 11/15/01, 9:21 AM149



150

Zillmann, D., Bryant, J., & Sapolsky, B.S. (1989). The enjoyment of watching sports
contests. In J.G. Goldstein (Ed.), Sports, games, and play: Social and pyschological
viewpoints (2nd ed., pp. 241-278). Hillsdale, NJ: Lawrence Erlbaum Associates.

Zillmann, D., & Paulus, P.B. (1993). Spectators: Reactions to sports events and effects on
athletic performance. In R.N. Singer, M. Murphey, & L. Tennant (Eds.), Handbook
of research on sports psychology (pp. 600-610). New York: MacMillan.

Funk and James

journal(V4No2) 11/15/01, 9:21 AM150




