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ABSTRACT 

With the development of globalization and the aid of technology, geographical 

boundaries have become less salient in various aspects of modern society, including sport. Plenty 

of professional sports leagues have made global plans to expand their business to overseas 

markets, and the National Basketball Association (NBA) has stood at the forefront of this 

expansion process. Using an online survey, the current study examines the differences between 

NBA local fans (American fans who like the local NBA team), non-local fans (American fans 

who like the non-local NBA team), and distant fans (Chinese NBA fans) in terms of their (1) 

team identification (2) player identification, (3) fanship, (4) fandom, (5) motivation for sport 

consumption, and (6) fan behavior. Results showed that distant fans reported higher scores in 

player identification, fandom, most motives and fan behaviors, suggesting that in general, distant 

fans (Chinese fans) tend to obtain a higher level of connection with NBA compared with local 

and non-local fans (both are American fans). Findings also uncovered the similarity of loyal 

fans’ attitudes and behaviors regardless of their geographical location; however, locality could 

predict a big difference among casual fans. 

This study emerges as one of the first studies to analyze sport fans via a lens of locality, 

especially comparing non-local fans and distant fans. Theoretical and applied ramifications are 

both outlined, along with a call for increased scholarly attention for this locality influence within 

sport business. 
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CHAPTER ONE 

INTRODUCTION 

On Oct 4, 2019, Daryl Morey, the general manager of the Houston Rockets, posted a 

tweet read “Fight for Freedom. Stand with Hong Kong”, which suddenly put himself, the team, 

and even the National Basketball Association (NBA) in the middle of a geopolitical controversy 

(Gonzalez, 2019). Though this tweet was deleted in a couple of hours right after it was posted, 

the Chinese government, the Chinese Basketball Association (CBA), various Chinese businesses, 

and Chinese NBA fans quickly denounced Morey’s statement and expressed their strong 

opposition to his “improper remarks regarding Hong Kong” (Weibo.com). NBA commissioner 

Adam Silver was quickly in crisis mode, hoping to remedy the fractured relationship between 

NBA and China, as the league has spent decades expanding in this world’s most populous 

country (Deb, 2019).  

The fallout from the Morey tweet underscored what is becoming more obvious to even 

the casual sport fan: the NBA is increasingly global, increasingly mobile, and increasingly 

focused on growing fandom outside of its 30 North American cities. Hence, understanding how 

fandom unfolds within an increasingly international product becomes important to understand, 

creating a warrant for dissertation-level interrogation. For instance, the connection between the 

Houston Rockets and Yao Ming, the most influential NBA player from China, makes the 

Houston Rockets be the “home team” for many Chinese fans. Because of Morey’s support for 

anti-government protests, Chinese fans now are facing a choice between sport loyalty and 

patriotism (Berlinger, 2019), and the Rockets are now facing losing their most loyal fanbase set 
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up by Yao’s influence ever since 2003.  

Morey’s case not only reveals the fact that sport is a cultural institution, “which is 

inextricably linked with larger economic, political and social structures” (Billings, Butterworth, 

& Turman, 2017, p. 136), but also calls attention that international fans have played an 

increasing significant role in supporting the development of NBA in the global market. NBA’s 

overseas success cannot be achieved without understanding the local markets and their political 

and cultural phenomenon. Therefore, understanding the characteristics of fans from different 

cultural backgrounds is both necessary and inevitable for sport organizations to expand their 

business in another territory.  

Sport fans are often emotionally vested in sport events, investing money and time on their 

favorite teams, and willing to share their expectations and feelings with other like-minded fans 

(Cunningham & Eastin, 2017; Potter & Keene, 2012). Fans can be categorized into various 

groups, according to different standards. For instance, based on gender, researchers divide people 

into male and female fans and explore how they differ in their attitudes and behaviors in sport 

(e.g., Gantz & Wenner, 1991, Wenner & Gantz, 1998). Geographical distance, which gains 

increasing attention as modern sport industries are operating on a global scale nowadays, is 

another way to help understand sport consumers. The current study adopts geographical distance 

as the standard to divide sport fans into three categories: local fans, non-local fans, and distant 

fans. Local fans are people who favor the local sport teams, while non-local fans are those who 

like a team that is non-local but still within their country. Distant fans refer to those who favor a 

team outside their country.  

With the aid of technology, people who are not in geographical vicinity of a sport team 

can still consume their favorite sport products, such as watching games through television or 
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purchasing team apparels online. Though the sport globalization trend has urged scholars and 

managers to turn to the influence of geography on fans’ characteristics, most scholarships only 

focus on the characteristics of one type of fans, such as analyzing distant fans’ motivations (e.g., 

Pu & James, 2017) or examining the reasons why non-fans follow a team (e.g., Hyatt & 

Andrijiw, 2008). In order to expand the previous research, the current study aims to make a 

comparison between three fan groups (local, non-local, and distant) to see how they are differ in: 

(1) team identification (2) player identification, (3) fanship, (4) fandom, (5) motivation for 

consuming sport, and (6) fan behavior. In addition, psychological continuum model (PCM), a 

framework introduced by Funk and James (2001) to describe the psychological connection 

individuals have with a sport object, is adopted to help position fans into different stages of PCM 

(e.g., awareness, attraction, attachment, and allegiance).  

As team identification, player identification, fanship, and fandom are all rooted in social 

identity theory (SIT) and self-categorization theory (SCT), these two theories are utilized as the 

theoretical base to propose certain hypotheses and research questions. Since the current study 

wants to find out the relationships between locality and the aforementioned six concepts, a 

quantitative study seems to be the most appropriate method to test the hypotheses and research 

questions. A survey with a series of close-ended questions was delivered to collect data from 

three fan groups, with two from the United States and one from China. 

Team identification refers to individuals’ emotional connection with a sport organization 

(Sutton, McDonald, Milne, & Cimperman, 1997) and it has been widely used to predict fans’ 

attitudes and behaviors (e.g., Wann & Branscombe, 1993). Player identification represents the 

connection between individuals and a certain player, and it has gained increasing attention since 

some famous athletes obtain great personal influence with the help of social media use 
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nowadays. Fanship and fandom represent individuals’ sense of belonging to a certain sport 

object, with fanship related to sport itself and fandom related to other fans. Previous studies on 

team identification, player identification, fanship, and fandom rarely target on analyzing the 

differences between fans based on geographical factors. Scholarships have been done to analyze 

the motivation of consuming sport for non-local fans (e.g., Hyatt & Andrijiw, 2008) and distant 

fans (e.g., Pu & James, 2017), and studies about fan behavior also rarely utilized geographical 

factor to differentiate fans. In conclusion, the influence of locality on sport fans’ attitudes and 

behaviors has not been widely studied, which means comparing different types of fans based on 

their geographical locations can provide a new perspective to learn sport fans. Furthermore, the 

results of the current study may also inform non-sport scholars about the importance of studying 

locality. Though an old saying goes like “politics are local,” as social media gradually blur the 

physical boundary and the globalization trend has permeated in almost every aspect of the 

society, such statement has been largely challenged, calling scholars’ attention to analyze the 

similarities and differences between groups that are categorized by locality.  

As Billings, Godoy, Guo, and Broussard (2020, in press) state, a gold medal should be 

awarded to NBA for making the best inroads into international markets. Since NBA is one 

typical example of those professional sport leagues that have achieved remarkable success both 

in and outside the domestic market, the current study utilizes NBA as an example to explore the 

characteristics of its fans. Twenty-nine NBA teams are located in different cities within the 

United States. Therefore, local fans in the current study refer to those American NBA fans who 

like a team that meets at least two of the following three qualifications: (1) it is located within 

150 miles from the fan’s current living place, (2) it is located within the fan’s current living state, 

and (3) it is located in the city where the fan was born. Non-local fans are American NBA fans 
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who like a team that meets 1 or 0 of the three qualifications mentioned above. Since David Stern 

(the former NBA commissioner) came up with the global plans in the early 1990s, NBA has 

competed an amazing leap in overseas markets in the past a few decades. Among these markets, 

China seems to provide the richest soil for NBA’s development because of its huge fan base, 

people’s high participation in basketball, and its rapid growing potential business chance. 

According to Blinebury (2016), China has become the second-largest market for NBA and 

Chinese NBA fans have consisted a large proportion of NBA overseas fans. As such, the distant 

fans in this study are defined as those Chinese fans who like an NBA team.  

Exploring the differences between local, non-local, and distant fans is significant for 

three reasons. First, given the fact that the professional sport leagues’ revenue has been highly 

influenced by their overseas markets, marketing to global fans is a viable area for study (Pu & 

James, 2017). The recent controversial issue between China and NBA caused by Morey’s tweet 

just points out the importance and necessity of knowing the characteristics of fans from different 

cultural backgrounds and suggests that failing to consider the complicated context of the 

overseas market may cause the local resistance, which further obstructs the advance of the sport 

commercial vehicle in a different territory. Though the current study does not focus on analyzing 

the influence of politics, economy, and cultural value on a distant fan, it can still help advance 

the field of sport management in terms of learning what characteristics distant sport fans may 

have.  

Second, few studies have paid attention to non-local fans and how they are different from 

distant fans. The development of new technology not only provides overseas fans easier access 

to appreciate the world top athletes’ skills, but also alters the way how non-local fans consume 

sport (Collins, Heere, Shapiro, Ridinger, & Wear, 2016). Another reason that calls scholars’ 
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attention to non-local fans is the rapid free agent movement of star players in todays’ league. 

Compared with those who spent their entire career with one team in the 1990s, current NBA 

players have gained more autonomy to decide their destiny (Berger, 2018). Signing short 

contracts becomes a popular choice, which makes the players move teams more readily. For non-

local fans, favoring a specific player is one of the main reasons to follow a team (Hyatt & 

Andrijiw, 2008), therefore, as players change team more constantly, non-local fans’ team 

identification, fanship and fandom may also be influenced. Though non-local fans and distant 

fans all live distant from the team, they may still obtain different features based on their cultural 

backgrounds. By comparing these two groups, the current study can provide a new perspective to 

think about how domestic fans and overseas fans differ from each other. 

Third, the findings of the current study have the potential to be applied to a larger scope, 

which goes beyond the NBA. As many world premier professional leagues, such as Major 

League Baseball (MLB) and English Premier League (EPL), are working on expanding their 

business to a global level, they all face the challenge to learn about the characteristics of different 

types of fans. In this sense, the results of the current study can provide sport managers a starting 

point to learn fans based on their geographical location. Though the NBA’s success in China 

may be unique in several ways, such as Chinese people’s high participation in basketball, other 

professional sports leagues can still benefit from learning what marketing strategies the NBA 

apply to meet overseas fans’ needs, like shaping “local basketball heroes” (e.g., Yao’s influence 

in China) or cooperating with the local media industries. Through exploring overseas fans’ 

characteristics, this study may provide some valuable suggestions for sport business 

management. 

In general, the present study contains a total of five sections. Chapter 1 (the current 
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chapter) introduces the research background and states the purpose of this study. It also provides 

a brief overview of previous studies which are related to the current topic. In addition, three 

significances are provided to explain why this study is important at this given point in time and 

how many people and institutions will be influenced by the findings of this research.  

Chapter 2 reviews three key parts of the relevant literature. First, introducing SIT and 

SCT, which are utilized as the theoretical base. Second, providing a detailed review of the 

previous related studies, which are divided into seven subsections: (1) team identification and 

player identification, (2) fanship and fandom, (3) psychological continuum model (PCM), (4) 

NBA and Chinese globalization, (5) local, non-local, and distant fans, (6) motivation for 

consuming sport, (7) fan behavior. At the end of the Chapter 2, three hypotheses and five 

research questions of the present research project are advanced.  

Chapter 3 talks about the methodology. The current study uses survey to collect data 

from three different groups: local fans, non-local fans, and distant fans. Detailed information 

about the qualification for each group, the instrumentation (including measures and scales of key 

variables), the administration process, and the statistical plan are also provided in this chapter. 

Chapter 4 provides the results, which are presented in a logical manner according to the 

order of the hypotheses and research questions listed in the previous chapters. 

Chapter 5 begins with talking about the major findings of the current study, followed by 

stating the theoretical and practical contributions. Limitations and directions for future research 

are also mentioned. At the end of this chapter, conclusions are synthesized.  
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CHAPTER TWO 

LITERATURE REVIEW 

This chapter explores the key variables and their proposed relationships with each other, 

including (a) team and player identification, (b) fanship and fandom, (c) Psychological 

Continuum Model, (d) NBA and Chinese globalization, (e) local, non-local, and distant fans, (f) 

motivation for consuming sport, and (g) fan behavior. At the end of the chapter, all the 

hypotheses and research questions of this study are listed. 

Team Identification and Player Identification 

Team identification, defined as “the personal commitment and emotional involvement 

customers have with a sports organization” (Sutton et al., 1997, p. 15), is an important concept 

scholars frequently address to understand sport fans’ attitudes and behaviors (e.g., Branscombe 

& Wann, 1991; Gantz, Wang, Paul, & Potter, 2006; Wann, Dunham, Byrd, & Keenan, 2004). 

Player identification, also known as “athlete identification”, refers to people’s perception about 

the link between themselves and their favorite players or their sense of belonging to a certain 

player (e.g., Guo, Billings, Abdallah, 2019; Wu, Tsai, & Hung, 2012). Previously, player 

identification has not been studied as widely as team identification, and even its definition is 

given as an extension of team identification (Robinson, Trail, & Kwon, 2004; Trail, Anderson, & 

Fink, 2000). However, with the increasing social media use in the last two decades, players’ 

images are not only shaped by journalists or commentators of traditional media, but also by their 

self-presentation on various media platforms. Some star players, such as LeBron James, even 

obtain a larger influence on fans’ decision to follow a certain team than a city (Guo et al., 2019). 
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The self-presentation on media increases the possibility for fans to develop a para-social or even 

an interpersonal relationship with a specific athlete, which calls more attention to the influence 

of player identification on sport fans. Before digging into how scholars study team identification 

and player identification, the theoretical base of these two terms is introduced first. 

Social identity theory and self-categorization theory. Studies about team identification 

and player identification are rooted in social identity theory (SIT), which is originally developed 

by Tajfel and Turner (1979). Identity, a concept describing the qualities, beliefs, and 

personalities that make a person or group who they are, provides scholars a starting point to look 

into how individuals construct themselves in the human society. Identifying with different social 

categories enables individuals to obtain various types of social identities, such as male 

(according to gender), teacher (according to profession), or mother (according to family role). 

According to SIT, an individual possesses two kinds of identity: personal identity and social 

identity. On the individual level, personal identity comprises the distinctive attributes of a 

person in the course of time (Tajfel & Turner, 1986), while on the group level, social identity is 

defined as “that part of an individual’s self-concept derives from his knowledge of his 

membership of a social group (or groups) together with the value and emotional significance 

attached to that membership” (Tajfel, 1978, p. 68). Team identification and player identification 

can be interpreted at the group level, and self-categorization theory, which is developed by 

Turner, Hogg, Oakes, Reicher, and Wetherell (1987), is used to explain how people categorize 

themselves into different social groups.  

Self-categorization theory (SCT) is considered as a constituent part of the social identity 

approach. SCT assumes that human can either categorize the self as a singular “I” or as an 

inclusive “we”, and the latter one brings the in-group and out-group definition and underpins 
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many intergroup phenomena (Turner et al., 1987). Compared with SIT, SCT provides a more 

accurate analysis of the functioning of categorization process (Oakes, Haslam, & Turner, 1994). 

Categorization is achieved through a non-conscious process of accentuation, where people 

accentuate the similarities within a certain social category as well as the differences between 

different groups (Turner, Oakes, Haslam, & McGarty, 1994). When people are under conditions 

of social category salience, they tend to base their behaviors on the group norms rather than their 

unique individual personalities (Turner, 1985). Considering people’s team and player 

identification, SCT supposes that when individuals identified with a certain team or player, they 

tend to categorize themselves into the group in which all members share the same identified 

object. When facing out-groups, in which people favor another team or player, individual’s 

behavior and belief are largely affected by the in-group norms, and if the two groups’ norms are 

incompatible, intergroup conflict may happen.  

SIT and SCT are introduced to predict intergroup behaviors and explain the occurrence of 

intergroup conflict. Interaction between two or more individuals can be affected by both 

idiosyncratic characteristics (individual characteristics) and social classification characteristics 

(group membership). However, as Tajfel and Turner (1979) pointed out, it is rare to see only one 

of them can fully determine the human interaction in the real world. In most cases, people’s 

behaviors are influenced by their own features as well as their respective group memberships. 

Nonetheless, it is not to say that the two factors will play an equal role. For example, some 

interactions are near the “interpersonal extreme”, where individuals’ personality show a 

dominant influence, such as a family interaction between siblings (McGuire, Manke, Eftekhari, 

& Dunn, 2000); while other instances near the “intergroup extreme”, where group membership 

has a bigger influence, such as the fighting between soldiers from different armies during a war 
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(Halperin & Gross, 2011). When studying interaction between people who identified with 

different teams or players, both idiosyncratic and social characteristics should be considered. 

Idiosyncratic factors can largely explain why people develop a certain level of identification with 

a sport object. Studies about identification in sport have paid attention to the influence of some 

idiosyncratic factors, such as gender (e.g., Branscombe & Wann, 1991; Robinson & Trail, 2005) 

and age (e.g., Wann, 2006; Wann, Rogers, Dooley, & Foley, 2011). However, rare studies can be 

found to analyze the effect of locality, which the current study wants to address. Understanding 

the influence of locality on the development of individuals’ identification in sport can help 

explain how people form certain in-group and out-groups based on the geographical factor, 

which may also promote the study of social characteristics in sport. After people know which 

object they identified with, they will be associated with other like-mind fans, and their social 

characteristics along with their membership will affect how they behave and think when 

intergroup interaction occurs. 

According to SIT, individuals who identify with a certain group tend to develop a sense 

of belonging to that group (Mael & Ashforth, 1992). It also suggests that individuals are 

intrinsically motived to achieve a positive distinctiveness and are often driven by a need for a 

positive self-concept (Tajfel & Turner, 1979). Therefore, a perceived sense of belongingness 

occurs whenever in-group affiliation is associated with positive self-worth (Turner & Oakes, 

1986). The psychological bond individuals develop with their identified group urges people to 

incorporate the group’s interest as their own and causes the “pressure to evaluate one’s own 

group positively” (Tajfel & Turner, 1979, p. 16). This pressure is one factor that leads to in-

group favoritism (also called “in-group bias”). Sport fans often adopt certain strategies to foster 

intergroup competition and enhance their group identity. For example, verbal irony is one 
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linguistic means people often utilize to communicate hostility and to mitigate expectancy-

violation situations (Averbeck & Hample, 2008; Dews & Winner, 1997). Team identification is 

often adopted to predict how aggressive people will behave when facing out-group members 

(e.g., Branscombe, & Wann, 1992; Wann, 1994).  

Team identification. Team identification represents one’s emotional involvement in a 

sport team. SIT provides a psychological cause, which is people desire a sense of belonging to a 

social group to achieve positive distinctiveness, to explain why people develop certain levels of 

team identification. Besides SIT, Wann (2006) listed another two factors that could lead to team 

identification: environmental causes and team related causes. Environmental factors involve 

socialization agents influence (e.g., family members’ or friends’ powerful effect on the 

development of one’s team identification), location influence (e.g., living or growing up near a 

team), and the popularity of team’s stadium (e.g., Madison Square Garden in New York City). 

Team-related factors include organization characteristics (e.g., team’s decision making), team’s 

reputation (e.g., the number of championships), and player attributes (e.g., player’s 

attractiveness).  

Wann (2006) also stated three consequences of team identification. The first is people’s 

affective responses. Sport fans are people who are emotionally focused on sport events, investing 

both time and money on sport, and willing to share expectations and feelings with others 

(Cunningham & Eastin, 2017; Potter & Keene, 2012). Sport fans often report positive emotion 

when their favorite team wins and report negative emotion when the team loses, but the intensity 

of their responses is different. The degree of emotional intensity is associated with individual’s 

team identification level, as a high level of team identification predicts a more intense reaction to 

the game outcome, no matter win or loss (e.g., Bizman & Yinon, 2002; Madrigal, 2003; Wann, 
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Dolan, McGeorge, & Allison, 1994). Another example of affective responses is individuals’ 

physiological arousal. Previous studies have shown that people with a higher level of team 

identification often exhibit high levels of arousal when exposed to team-related news (e.g., 

Branscombe & Wann, 1992; Potter & Keene, 2012). In conclusion, a higher level of team 

identification often predicts more intense emotional reaction among sport spectators. 

The second consequence of team identification targets on people’s behavioral response. 

Team identification can help predict individuals’ behaviors. Numerous studies have suggested 

that team identification is a significant and powerful predictor of people’s attendance at sport 

events (e.g., Greenwood, 2001; Wann & Branscombe, 1993), and highly identified fans are more 

often to purchase team-related merchandise (Fisher & Wakefield, 1998). Besides direct 

consumption, fans with a high level of team identification tend to consume more sport via media 

(Fisher, 1998). Team identification can also facilitate aggression, such as highly identified fans 

tend to use more verbal aggression toward the rivals in order to get their team a competitive 

advantage (Lanter, 2003), are more likely to participate in sport riots after the game (Lanter, 

2000), and parents who overemphasize their child’s performance and winning will act in an 

violent and abusive manner during youth sports events (Wann, 2001). In conclusion, a higher 

level of team identification is often linked to more sport consumption behaviors and more 

aggressive actions during or after the game. 

The third and final consequence is one’s psychological response, which addresses the 

connection between team’s performance and one’s self-esteem. Basking-in-reflected-glory 

(BIRGing) and cutting-off-reflected failure (CORFing) are two processes used to describe how 

sport spectators’ self-esteem is maintained when their identified teams win and lose (Cialdini, 

Borden, Thorne, Walker, Freeman, & Sloan, 1976; Snyder, Lassegard, & Ford, 1986). BIRGing 
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proposes that individuals want to associate themselves with some successful others and consider 

the winner’s achievement as their own accomplishment to achieve an ego enhancement (Cialdini 

et al., 1976). CORFing, on the other hand, suggests people want to distant themselves from 

lower-status others (Snyder et al., 1986). Previous study has indicated the level of team 

identification could moderate the degree to which fans display BIRGing and CORFing (Wann & 

Branscombe, 1990). Findings showed that people with a high level of team identification 

reported increased tendencies to BIRGing and decreased tendencies to CORFing; while people 

with a moderate or low level of team identification were less likely to show BIRGing and more 

likely to show CORFing. It suggests that die-hard fans are more likely to stay loyalty to their 

identified team even when the team is underdog, while fair-weather spectators often prefer to 

follow the winner. 

Player identification. Team is not the only point of attachment that fans can have with 

sport. Scholarships have shown that university, player, and coach can all be the target of 

psychological commitment (e.g., Murrell, & Dietz, 1992; Schurr, Wittig, Ruble, & Ellen, 1988). 

Player identification can be defined as an orientation of the self toward a player that results in 

sentiments of close attachment (Trail, Anderson, & Fink, 2000). Previous studies tend to believe 

identifying with a specific player is one factor that results in identifying with a team. Scholars 

tend to interpret “liking the players” as one predictor of the development of team identification, 

just like the geographical reason (support one’s hometown team). For example, researchers 

found the top three reasons for following a team were the team was successful, liking the players, 

and geographical reasons (Wann, Tucker, & Schrader, 1996). Keller (1993) also categorized 

“identifying with a star player” as one of the four product-related attributes for brand 

associations in team sport, the other three were the team’s success, head coach, and management.  
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In recent years, however, player identification has captured more attention from sport 

scholars and is gradually considered as an independent rather than subordinate term of team 

identification. For instance, Wu et al. (2012) found that team identification and the trust in the 

team were two key factors that determine fans’ intention to make repeat purchase, and player 

identification has to go through team identification to have an effect on such intention. 

Therefore, the researchers suggested sport organizations to invest most of their resources to 

team-related activities rather than on certain star players. Guo et al. (2019) found a positive 

association between fans’ player identification with LeBron James and their team identification 

with the Cleveland Cavaliers. As professional sport stars gain increasing influence through social 

media, player identification should no longer be considered as only a predictor or a subordinate 

of team identification; instead, it needs to be analyzed individually to help understand sport fans 

in this new media era.  

Comparing team identification and player identification. Most of the causes and 

consequences of team identification can be applied to player identification. For the causes, 

people who identified with a player also want to achieve a positive distinctiveness and be 

associated with something that makes them special. The geographical factor may encourage fans 

to give preferential treatment to the athlete who comes from the same place with them. Sport 

organizations’ characteristics and the team’s history, however, may play an indirect or less 

influential role in forming an identification with a player compared with forming an 

identification with a team. As for the consequences, highly identified fans are likely to devote 

more time and money on that player, and their self-esteem can be boosted when the player wins. 

However, it is harder to predict people’s reaction only based on the game outcome. For example, 

when the identified player has a really good play or achieves a remarkable record in a game 
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while his or her team loses, the valence of fans’ reaction may depend on which type of 

identification plays the dominant part.  

As a player’s career often lasts much shorter than the existence of a sport team, it is 

reasonable to suppose that team identification is relatively more stable over time. Professional 

teams’ performance and profit are highly affected by the flow of star players. Take LeBron 

James, one of the most influential athletes in the world, as an example. In his first seven years, he 

not only lifted the Cleveland Cavaliers from a perennial mediocrity to a contender for NBA 

champion, but also took the single-handedly responsibility for the resurrection of the Cavaliers’ 

stagnant marketing. When he left his hometown team and joined the Miami Heat in 2010, 

Cleveland’s ticket sales were far from a slam dunk and the restaurants there also experienced 

decreased demand. According to ESPN’s NBA Attendance Report, from 2010 to 2014, the 

percentage of Cleveland’s home game attendance dropped from 100% to 84.3%, and after 

LeBron came back, it returned to 100%. These statistics calls in attention that in the new media 

era, as star players gain more power and have an incredible big influence on fans and teams, 

player identification deserves more attention from scholars.  

There is another situation in which player identification and team identification may not 

be positively associated. When a sport crisis happens, such as the unscrupulous behavior of a 

player or a sport organization, player identification and team identification may yield different 

reactions. Dietz-Uhler, End, Demakakos, Dickirson, and Gantz (2002) found that fans reacted to 

immoral athletes in two ways. One is using in-group bias strategies to protect the group’s 

identity, such as degrading the reliability of the media source (e.g., the media just pick on our 

team; Bandscomber & Wann, 1994) or attributing the immoral behavior to situational factors 

(e.g., it is that environment that makes the athlete do that). The other is exhibiting the “black 
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sheep” effect, which means people label the unscrupulous athlete as “different” and distant this 

player from the team (Marques, Yzerbyt, & Leyens, 1988). However, people with a higher level 

of identification with that player may be less likely to use “black sheep” strategy, as they protect 

their self-esteem through defending the players. As star players obtain more autonomy through 

their free agency in recent years, scholars also start paying attention to how athletes dealing with 

the crisis raised by their controversial decisions. For example, Brown, Dickhaus, and Long 

(2012) analyzed the effectiveness of different tactics on LeBron James’ image repair in 2010 

when he joined the Miami Heat. Results showed that mortification (taking the crisis as one’s own 

fault and asking for forgiveness) was the most effective strategy to improve one’s image, while 

shifting the balm and bolstering (stressing the positive traits of oneself) actually hurt LeBron’s 

image. However, studies on sport organization’s scandal rather than a player’s crisis yield 

different results, such as Fortunato (2008) found Duke Lacrosse team’s use of attaching the 

accuser successfully repair Duke’s reputation. As fans’ response to sport crisis and reaction to 

image repair strategies may vary based on whether the accused object is a player or a team, 

analyzing the differences between team identification and player identification is necessary and 

warranted. 

Both rooted in SIT, team identification and player identification are positively associated 

in most cases. Nonetheless, finding out their differences is also important in this era, as players 

obtain an incredible influence on sport fans, teams, and even the leagues with the help of social 

media. Similar with team identification and player identification, another two fan-related terms 

that are often used interchangeably deserve more attention. They are fanship and fandom.   

Fanship and Fandom 

Reysen and Branscombe (2010) distinguish fanship and fandom by pointing out that sport 
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fanship means a person identifies with an interest in sport, while sport fandom refers to a 

person’s identification with others who share a similar sport interest with them. In other words, 

fanship shows an individual’s sense of connection to a sport object, while fandom emphasizes 

individuals’ connection to other like-minded fans, which is related to one’s social identity 

(Reysen & Branscombe, 2010). Though fanship and team identification can both refer to one’s 

emotional connection with a sport team, fanship can also represent one’s connection with a sport 

league (e.g., NBA, NFL). In this study, fanship measures one’s identification with NBA, while 

team identification refers to one’s connection with their favorite NBA team. Previous studies 

pointed out that fanship can generate pleasure and passion (Grossberg, 1992), provide social 

prestige and increase individual’s self-esteem (Fisk, 1992), and enhance college life satisfaction 

(Yoon, Wang, & Jeong, 2016). And fandom has been found to benefit sport fans by providing 

them a way of escaping from the ordinary work, enhancing their self-esteem, and increasing 

social integration (Smith, Patterson, Williams, & Hogg, 1981). 

Making a distinction between fanship and fandom is necessary in that they can be 

positively correlated yet distinct constructs (Reysen & Branscombe, 2010). Similar with team 

identification and player identification, fanship and fandom also help predict fans’ attitudes and 

behaviors, but they are not always concurrent. A sport fan may possess different levels of fanship 

and fandom at the same time. People who have a high level of fanship and a low level of fandom 

are likely to enjoy watching or playing sport alone. They may be not willing to participate in fan 

club activities or do not feel a strong connection with other fans. In contrast, those who have a 

high level of fandom and a low level of fanship may only enjoy watching or participating in 

sport with other fans as a group but are not willing to play or watch sport alone.  

Fanship and fandom are also studied in other popular culture areas, such as music and 
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soap operas. Gantz et al. (2006) compared sport fans with fans from other popular programming 

genres and found television sport fans’ viewing was more purposive and content oriented, and 

sport fans were more active and invested in their interest. Though differences exist between 

sports fans and other fans, fans across genres still share plenty of similar characteristics, such as 

having more experience and knowledge than nonfans (Gantz et al., 2006), be highly attached to 

their interest with a relatively heavy media use (Abercrombie & Longhurst, 1998), and be more 

likely to talk with others about their interest (Harrington & Bielby, 1995). As such, studies about 

fanship and fandom outside sport may also provide valuable perspectives to study sport fans. 

Researchers who studied furries (people who are interested in anthropomorphic animal 

characters with human personalities and characteristics) have notified several differences 

between fandom and fanship. They found fandom and fanship can predict different attitudes 

toward new members in a fan community (furscience.com). For example, people with a high 

level of fanship are likely to hold a negative attitude towards new members, disparaging them for 

being new; while fandom predicts a positive attitude toward new members, as they always 

welcome the news fans to join the fan community (furscience.com). Also, fanship cares less 

about the condition of fan community and fandom pays more attention to the public reputation of 

the fan community (furscience.com). As sport fans have been found to be similar to fans of other 

interests (Reysen & Branscombe, 2010), whether the results drawn from the furry communities 

can be applied to sport or not worth further investigating.  

Psychological Continuum Model (PCM) 

Funk and James (2001) introduced the Psychological Continuum Model (PCM) as a 

conceptual framework to account for the development of individuals’ psychological connection 

with sport objects. The model helps explain how people move from the initial awareness of a 
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sport object to the eventual loyalty. According to PCM, the development of people’s 

commitment to sport can be divided into four stages: awareness, attraction, attachment, and 

allegiance. Funk and James (2001) distinguished PCM with prior models, such as Hierarchy of 

Effects Theory, and provided a detailed explanation of each step of PCM. Since the PCM 

pertains to the psychology of sport fandom levels, it is a logical lens for examination in the 

current study. 

Awareness. The first floor of forming a psychological connection to a sport object, such 

as a team or a player, is the notion of the awareness of that object. According to Funk and James 

(2001), “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” (p. 125). Knowing the existence of a certain team or player is the initial stage in 

which people start to set up a relationship with sport. Few studies have been done to examine 

when people become aware of a sport team or player, but some research do talk about who can 

play the socializing agent role to introduce individuals to sport (e.g., Kenyon, 1970; Sage, 1974). 

Research reveal that significant others (e.g., parents and friends) and social institutions (e.g., 

school, community, and media) can play a part in introducing people to sport (e.g., Malumphy, 

1970; Sage, 1974). Studies also show that during one’s preschool years, parents are the primary 

socializing agents (e.g., Lewko & Greendorfer, 1977), while after children go to school, friends 

have a greater effect on one’s knowledge about sport (e.g., Lewko & Greendorfer, 1982). At the 

initial stage, awareness is often promoted by extrinsic features, such as socializing agents and 

media. Though people know the existence of a sport object, they have almost no emotional 

connection with it. People at the awareness stage cannot be described as a sport fan or even a 

sport spectator. 
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Attraction. After people know the existence of a sport object, they will decide whether 

they want to invest their money, time, or emotion to follow that object (Funk & James, 2001). 

During the awareness stage, people have no favor of a specific team or player; however, with 

learning more about the rules and gaining more knowledge, they may start to pay specific 

attention to one object and compare that object with others. After people realize they like one 

team or player more than others, it shows they have entered the second floor: attraction (Funk & 

James, 2001). Similar with awareness, attraction is more likely to be promoted by extrinsic 

features. For instance, children often choose their parents’ favorite team as their own team, and 

when they move to a new community, they are likely attracted by the local team. Researchers 

also found different forms of advertising that promote the benefits of a sport product can affect 

people’s choice of a favorite team (e.g., Cobb-Wallgren, Ruble, & Donthu, 1995). 

Acknowledging a favorite team or player is the start of establishing an emotional connection 

with sport; however, such favor may not be durable. This low-level connection can be disrupted 

when the team or player loses, which reflects CORFing. People in the attraction stage can be 

described as a sport spectator or a casual fan.  

Attachment. The third step, attachment, represents people have formed a stable 

emotional connection with a sport object (Funk & James, 2001). Compared with the first two 

steps, attachment is based more on intrinsic rather than extrinsic features. The extent or degree to 

which certain psychological connection linked to sport object is intrinsically important can be 

used as a standard to distinguish between attraction and attachment. People in the attachment 

stage will assign emotional, functional, and symbolic meaning to the sport object (Funk & 

James, 2006) and the object has become one part of one’s identify. People’s attitudes toward 

sport, which possess valence, importance, intensity, knowledge, and personal relevance, continue 
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to develop during the attachment stage, and it increases the psychological significance and value 

people put on that sport object. People in this stage have gone beyond spectator and can be 

described as a real sport fan. 

Allegiance. The zenith and final stage of this continuum is allegiance. In PCM, 

allegiance represents individuals’ loyalty to a sport, a team or a player (Funk & James, 2001). 

The outcomes of allegiance are people have been fully committed to the sport object, consider it 

as the representative of their own beliefs and values, persist to support it, resist to change, and 

have biases cognitive processing when facing counter-persuasive information. The core 

characteristic of this stage is the internal consistency, and the extrinsic features have little 

influence on the connection between fans and their favorite team or player. People in this stage 

can be called loyal fans or “diehard fans”. 

The four stages of PCM enable scholars as well as sport managers to predict sport 

spectators’ and fans’ consumption behaviors. As professional sport leagues have become one of 

the fastest growing areas within the globalization trend, PCM helps corporations better 

understand how to effectively utilize strategies in developing long-term business through 

sponsorships and how to enlarge their heterogeneous consumer base. 

 People categorized in the same stage are likely to obtain similar characteristics, while 

people across stages should differ in terms of attitudes and behaviors. In order to operationally 

distinguish the four stages of PCM, Beaton, Funk, and Alexandris (2009) came up with a staging 

mechanism to divide individuals into their respective stages. Three facets of involvement 

construct are used to measure people’s status: Pleasure (enjoyment and interest), Centrality 

(importance to one’s lifestyle), and Sign (self-expression and symbolism). The mean scores of 

each facet are categories into three levels: low, medium, and high. Based on the levels of the 



 
23 

three facets, researchers put people into different stages. For example, people who score low in 

Pleasure will be directly put into the awareness stage, while those who score high in any two of 

the three facets are categorized into the allegiance stage. This study adopts Beaton, Funk, and 

Alexandris’s (2009) staging mechanism to position NBA fans into the appropriate stage of PCM. 

NBA and Chinese Globalization 

National Basketball Association (NBA), one of the four major professional sports leagues 

in the United States and Canada, is widely considered as the premier men’s professional 

basketball league all around the world. The league was founded in 1946 named as Basketball 

Association of America (BAA), and it changed its name to NBA after merging with National 

Basketball League (NBA). It originated in 1946 with 11 teams and now consists of a total of 30 

teams (29 in the United States and 1 in Canada). According to Sporting Intelligence (the home of 

the Global Sports Salaries Survey), NBA players are the world’s best paid athletes, with the 

average player making more than $6 million in the 2018-2019 season. The remarkable success 

and the worldwide popularity that NBA gain nowadays are largely attributed by the tread of 

sport globalization and NBA’s overseas marketing expansion strategy.  

Globalization is “a process through which space and time are compressed by technology, 

information flows and trade and power relations, allowing distant actions to have increased 

significance at the local level” (Robertson, 1995, p. 25). As one of the fundamental forces in 

transforming current human society (Huang & Hong, 2015), globalization is considered as the 

consequences of post-industrial capitalism and especially the influence of Western popular 

culture on contemporary social life all over the world (Jackson & Andrews, 1999). Just like 

Hollywood movies and pop music, American professional sport leagues also bring authentic 

American cultural commodities to other countries; while at the same time, absorb new blood 
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from all over the world.  

The international factor appears at the beginning of NBA development. The first non-

white player in NBA history is Wataru Misaka, a Japanese American who broke the NBA color 

barrier in the 1947-1948 season to play for the New York Knicks. Harold Hunter became the 

first African American NBA player, signing with the Washington Capitols in 1950. In the early 

1990s, NBA reached a saturation point in the U.S. market (Jackson & Andrews, 1999) and David 

Stern, the commissioner at that time, made the decision to expand NBA beyond the U.S. to the 

whole world, because “global development is a certainty with or without us” (Heisler, 1991). 

After that, NBA devotes to expand its overseas market and embraces a series of foreign-born 

players to create a multicultural context, which helps serving their global plan. During the 2018-

2019 season, there were 108 international players from 42 countries and territories, representing 

24.5% of all players in the league, which also marks the fifth consecutive season that opening-

night rosters feature at least 100 international players (NBA.com).  

However, challenges or crises can also happen when NBA fails to consider the 

international markets’ local cultural context, and the current geopolitical controversy between the 

NBA and China is one typical example. After Daryl Morey, the general manager of the Houston 

Rockets, posted a tweet read “Fight for Freedom. Stand with Hong Kong”, which is interpreted 

as he supported for the ongoing protests in Hong Kong, the business cooperation between China 

and the Houston Rockets has entered a stagnation, which causes an enormous economic loss for 

both the team and the whole league. Such event reveals the importance and necessity of 

understanding overseas markets’ characteristics when the league wants to achieve its success in 

the international territory. 

The fallout between the NBA and China is still in the process and further effects are hard 
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to predict at this moment. However, before this event, NBA has been at the forefront of this 

expansion process for a long time and has achieved its dramatic success in East Asia, especially 

in China. China has become the second-largest market for the NBA (Blinebury, 2016). The 

growing sport industry and 1.3 billion of potential consumers make China gain tremendous 

attention from overseas professional sport leagues (Zhou, Wang, Chen, Lei, Zhang, & Meng, 

2017). Besides the appropriate marketing strategies, NBA’ success in China cannot be achieved 

without a solid cornerstone – the uncreditable large popularization of Chinese basketball.   

Chinese basketball development. According to Mangan (1985), the diffusion and 

acceptance of sport in modern Asia is propelled by imperialism and nationalism. Basketball was 

first introduced to China in late 1895 when the Old Chinese society was under a “Learning from 

the West” trend. After the May Fourth Movement in 1919, modern sport became one important 

part of traditional Chinese culture and Chinese basketball dominant Asia during the 1930s 

(Huang, 2013). Basketball did not stop its step and was even utilized for military and leisure 

need during the World War Two and the Civil War in the 1940s. After the establishment of the 

People’s Republic of China, basketball developed into a national wide with the slogan that 

encouraged people to exercise more in order to enhance their body. The national leaders, such as 

Mao Zedong and Zhou Enlai, were also basketball enthusiasts. In 1972, a three-year plan for the 

“three big ball” (soccer, basketball, and volleyball) was set out to promote the Chinese sport to 

reach the world elite level, and the aim for men’s national basketball team was contend for the 

top 10, and this plan was achieved when men team came ninth in the World Men Basketball 

Championship in 1986 (Huang, 2013). In the 1990s, the national selection system further 

promoted both professional and non-professionals basketball development and made basketball 

one of the most played sport in China. According to a survey conducted by Sina (one of the most 
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influential social media platforms in China) in 2006, more than 60% participants said the most 

popular sport in China is basketball. The high participation, huge fan base, and the growing 

potential business opportunity provide a rich soil for NBA to develop in modern China. 

NBA’s development in China. The Ping Pong Diplomacy in the early 1970s opened the 

door between China and the U.S. It refers to the exchange of table tennis players between China 

and the U.S. that began in the 1971 World Table Tennis Championships in Japan. After that, the 

Chinese government invited American ping pong team to visit China and the Chinese team also 

visited the U.S., which paved the way for the normalization of the two countries’ relations. Ping 

Pong Diplomacy not only brought the political interlocution, but also sport interaction. The 

relationship between the NBA and China goes through four main stages. The first stage started 

when the Chinese government came up with the “reform and opening-up policy” at the end of 

1970s, which enabled the Western culture to reenter Chinese people’s life after a long-time 

stagnation. In 1979, the Washington Bullets become the first NBA team travelling to China, and 

their exhibitions were considered to have some degree of political meaning. In 1985, Chinese 

basketball team visited New York for a month and practiced against NBA teams, which was 

known as the NBA-China Friendship Tour. These initial interactivities not only built the bridge 

between American and Chinese sport, but also introduced American fancy individual skills and 

its commercialism factor of sport industry, such as international companies like Nike and 

Adidas, into China.  

The second stage began in the late 1980s. After David Stern took over the NBA 

commissioner’s chair, NBA started its global outreach and applied a series of revolutionary 

management regulations. David Stern lead the league toward a more entertained and commercial 

way. NBA expanded its global market with the help of media industry and some worldwide 
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famous sporting goods companies. Also, NBA started to establish their overseas offices to attract 

more marketing partners, and Asia-Pacific region was no doubt one of Stern’s global plans. 

NBA’s expansion in China started in the late 1980s when Chinese television broadcasted NBA 

Final Games. With the occurrence of market economy in the mid-1990s in China, sport was 

considered as a more leisure consumption; therefore, China Central Television (CCTV) agreed to 

sign with NBA to broadcast its games in 1996. After that, provincial TV stations set up their own 

sport channels to broadcast NBA games. From 1994, only one TV station showed the seven 

NBA Finals, to 2003, more than 10 broadcasters showing more than 250 games per season 

(Huang, 2013), NBA completed an amazing leap in the Chinese market.  

The third stage showed the most dramatic change of NBA’s development in China, which 

should be attributed to the power of a Chinese NBA icon, Yao Ming. Yao was selected as the 

first overall pick in 2002 NBA Draft by the Houston Rockets and retired in 2011. Yao’s 

greatness shown both on and off court. During his 9-year NBA career, Yao is considered as one 

of the top Centers, won eight All-Star credit, and is the only player from outside of the United 

States to lead the NBA in All-Star votes. He was introduced into the Naismith Memorial 

Basketball Hall in 2016. Yao’s off-court influence is also significant. He actively participated in 

various charity events, created foundations to help build schools, and brought business 

opportunities for Chinese companies to expand their influence in the global market, such as 

Yanjing Beer advertised its brand in Toyota Center Square when Yao signed with the Houston 

Rockets. Yao’s biggest contribution for NBA is bringing along a huge basketball fan base. 

According to a report done by Hoopchina (one famous Chinese sport website), 37.8% of the 

Chinese basketball fans said they started watching NBA because of Yao, and other NBA stars, 

such as Kobe Bryant and Tracy McGrady, also enhanced their influence and popularity in China 
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because of Yao. As a cultural ambassador, Yao brings NBA to Chinese people’s life, and also 

shows the huge commercial potential of Chinese market to NBA. During the third stage, NBA 

experienced an exponential growth in China. 

The fourth stage started right after Yao’s retirement. Though Yao has left the league, 

NBA’s advancement in China did not stop. China has become one of the most profitable markets 

for NBA because of the solid fan base as well as the growth of media network. With the 

emergence of social media platforms in the 21st century, young generations nowadays are likely 

to watch and comment on NBA events through networks rather than traditional media. Such 

selection facilitates the cooperation between NBA and Chinese social media companies. 

Tencent, one of the world’s most valuable technology, has partnership with NBA for more than 

10 years. Their previous five-year contract was 500 million dollars from 2015-2020 and it turns 

to 1.5 billion dollars for the new five-year contract from 2021-2026 (Tecent.com). At the 

meanwhile, more and more NBA players are hired with high salary by some Chinese Basketball 

Association (CBA) teams, and many star players are invited to participate in business activities 

held in China. All these signs have revealed that China has become an indispensable territory and 

one of the most profitable markets for the NBA league. 

NBA has both reshaped Chinese basketball culture and been influenced by Chinese huge 

market. As business sponsors, NBA commissioner and the teams’ managers care more about 

how to make a big profit. In some sense, sport fan plays the fundamental part in this profit chain.  

Local, Non-Local, and Distant Fans 

As described above, one of the causes of team identification and player identification is 

geographical proximity. Plenty of studies have talked about the influence of geographical factor 

on people’s interest in sport (e.g., Branscombe & Wann, 1991; Wann, Tucker, & Schrader, 
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1996), and most of them focus on local fans, who are living in or around the area that is the home 

to a professional or college team (e.g., Branscombe & Wann, 1991; Robinson, Trail, Dick, & 

Gillentine, 2005). However, as the globalization of sport has dramatically changed the fanbase in 

these two decades, the previously untapped prospective consumers, who live geographically 

distant from a spot team, deserve more attention. Also, as free agency policy enables 

professional players to gain increasing authority to decide which team they want to play for, the 

team changing of star players around the nation is more common to see in the last two decades, 

making the locality become more blurred. Therefore, researchers have started to pay attention to 

those fans who favor a distant team (e.g., Hyatt & Andrijiw, 2008; Pu & James, 2017). 

As one of the top professional sport leagues in the United States, NBA’s major fanbase 

originally comes from the domestic market. NBA has a total of 30 teams, with 29 located in 

America and one in Canada, but now its fanbase has expanded beyond the U.S. and Canada. This 

study determines fans into three categories according to their geographical distance with their 

favorite NBA team. They are (1) local fans, (2) non-local fans, and (3) distant fans. 

Local fan. Local fans are bounded by geographical constraints and are likely to identified 

with a team because they were born there or live there for a long time. Wann et al. (1996) found 

that geographic-bases causes are salient factors that drive the formation of individuals’ sport 

fandom. Jones (1997) also reported that the two most common reasons for fans to support their 

favorite teams were that team was the local team (53%) and fans were born in the city that the 

team represented (10%). The reason why many fans develop a connection with a team is due to 

the influence of their family tradition. For example, Wann et al. (1996) listed the top five reasons 

for fans to originally follow a team, and the most frequently mentioned one is their parents 

follow that team. The attachment one has with his or her hometown sets up the basis of the 



 
30 

closeness one has with the local team. Generally speaking, compared with non-local fans and 

distant fans, local fans gain easier access to go to the stadium in person, meet the star players, 

and be exposed to a more intense local team culture. 

In the current study, local fans are defined as those American NBA fans who meet at 

least two of the following three qualifications: (1) their favorite NBA team is located within 150 

miles from their current living place, (2) their favorite NBA team is located within their current 

living state, and (3) their favorite NBA team is located in the city where they were born. 

Non-local fan. While it is common to see fans support their local team, there are also 

some people reject the local option and in favor of another team, which sometimes is even their 

hometown team’s rival (e.g., coming from Los Angeles but supporting the Boston Celtics). With 

the help of mediated form, such as television and internet, people can easily form an attachment 

with a sport team located in a distant city. Research have been done to analyze fans who follow a 

non-local team. For example, Hyatt and Andrijiw (2008) interviewed 20 Canadian ice hockey 

fans who were raised and lived in Ontario but liked a distant NHL (National Hockey League) 

team. Six main reasons were found to explain supporting a non-local team: a specific player’s 

attractiveness, the team uniform/colors, the team logo, meeting the team’s players in person, 

attending the team’s game in person, and the team’s status as an underdog. Besides these 

motivations of favoring a distant team, some studies pay attention to how following a non-local 

team influences a fan’s life. Wann, Polk, and Franz (2011) tested the health condition of 

displaced fans and found their loneliness was decreased when they were in the company of other 

similarly displaced fans compared with when they were alone or surrounded by local fans.  

In the current study, non-local fans are defined as those American NBA fans who meet 1 

or 0 of the following three qualifications: (1) their favorite NBA team is located within 150 miles 
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from their current living place, (2) their favorite NBA team is located within their current living 

state, and (3) their favorite NBA team is located in the city where they were born. 

Distant fan. As NBA advances its step into the global market, its fanbase also expands 

beyond the U.S. Traditional physical boundaries have become less salient in this media-saturated 

society and as Real (2006) pointed out, this trend suggests “the death of distance in sports 

fandom” (p. 191). Therefore, exploring and understanding the need and expectation of fans from 

another country become a new topic for sport managers who want to enlarge their worldwide 

influence and increase their team’s profit. In the current study, distant fans are defined as those 

who develop an emotional attachment with an overseas sport team.  

Though distant fans can refer to any fans who come from the overseas markets, the 

current study has to limit these distant fans to only one nation for simplicity of contrast/language. 

As described above, China has become the second-largest market for NBA (Blinebury, 2016) 

and has the biggest overseas basketball fanbase. Therefore, distant fans in this study are defined 

as those Chinese fans who are supporting an NBA team. 

Compare non-local fan and distant fan. Although both non-local fans and distant fans 

break the traditional geography-based restriction, differentiating these two types still values in 

two ways. First, the fact that the degree of breaking the physical border is different may predict 

fans’ attitudes and behaviors differently. Compared with distant fans, who have little chance to 

watch the team’s game in person, non-local fans have more opportunities to attend the game or 

get in touch with the sport organizations. For non-local American NBA fans, they can either go 

to the city their favorite team located or attend the local stadium when their favorite team comes 

to play with the local team. For most Chinese NBA fans, however, they may never get the 

chance to attend their favorite team’s game in person and consume NBA only through media, 
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which causes their understanding of NBA is highly influenced by the media content. What is 

more, the time zones issue also causes more barriers for distant fans to enjoy the games. For 

example, China is 12 or 13 hours ahead of Eastern Time Zone of the U.S., which means most 

NBA games are broadcasted during Chinese fans’ working or sleeping time, making it harder to 

appreciate the live games. However, for American non-local fans, the biggest time difference is 

only 3 hours. 

Second, the cultural background has an influence on people’s perception of NBA. As 

Billings et al. (2017) point out, “sport is a cultural institution, one that is inextricably linked with 

larger economic, political, and social structures” (p. 136). Sport is not a diversion that can be 

separated from the real world, on the contrary, it is frequently used as a tool to express the 

ideology and power. The cultural phenomenon fans surrounded by impact how people interpret a 

sport team or a player. Therefore, the difference between the cultural context that non-local fans 

and distant fans located in warrants the necessity to make a distinction between these two groups. 

Locality, team identification, and player identification. As local fans, non-local fans, 

and distant fans are exposed to different social contexts and watch NBA games or get related 

news through different recourses, the development of their identification with NBA may also 

vary from each other. Local fans, as discussed above, are often highly influenced by the local 

community and their family tradition. The team located in their hometown is always the first 

choice when they want to learn more about sport. Therefore, it is reasonable to suppose that local 

fans are likely to favor and follow a team because it is located in their city or nearby. Their 

connection with the team is largely based on the emotional attachment one has with his/her 

hometown. Star players may change teams frequently, but local fans often care more about their 

connection with the local community and are likely to continue to support their hometown team 
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even when their favorite player changes the team. Non-local fans, however, have less nostalgia 

or intimated feelings with a certain city the team located in and they are more likely to follow a 

team because of a certain player or the reputation of that sport organization (Hyatt & Andrijiw, 

2008). Compared with local and non-local fans, distant fans have the least chance to learn about 

a foreign team’s culture and care more about superstars, such as Yao Ming and Kobe Bryant, 

even than the game itself (Liu & Pan, 2010). A star player (e.g., Michael Jordan) or a local hero 

(e.g., Yao Ming) is often the initial reason for an overseas fan to follow a sport/team.  

Based on the previous statements, it is supposed that local fans would report the highest 

level of team identification, followed by non-local fans, and distant fans would report the lowest 

level of team identification. For player identification, it is supposed that distant fans would report 

the highest score, followed by non-local fans, and local fans report the lowest. Therefore, two 

hypotheses are proposed: 

H1:  Locality (geographical distance) will negatively predict level of team 

identification. 

H2:  Locality (geographical distance) will positively predict level of player 

identification. 

Locality and fandom. Fandom shows one’s connection with other like-minded fans in a 

group. Local fans, who are bounded by geographical constraints, are more likely to be 

surrounded by people who share the same favorite team, since they live in the same community. 

As such, local fans have more opportunity to watch, talk about, and share their feelings about 

their favorite team in both private and public places with their significant others. Also, the local 

community often cooperates with the team and holds various kinds of activities to increase the 

interaction between fans and players. All these factors make it easier for local fans to develop a 
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close relationship with other like-minded fans, which may predict a higher level of fandom. For 

non-local fans, though they can also participate in fan clubs and watch sport with friends, their 

interactions with other like-minded fans often happen on social media. Compared with face to 

face interaction, online communication is less intimated, which may result in a lower level of 

fandom. Similar with non-local fans, distant fans are likely to develop and maintain their fandom 

through Internet; and different from non-local fans, since distant fans are in favor of overseas 

teams or players, they often know less people who like the same team or player, because there 

are still so many domestic teams and players to appreciate and follow. Therefore, based on the 

number of like-minded fans people are surrounded by in daily life and the likelihood of 

interacting with the identified sport organization, the following hypothesis is proposed: 

H3:  Locality (geographical distance) will negatively predict fandom level. 

Motivation for Consuming Sport 

As most professional sport leagues are for-profit corporations, profiling the reasons 

(motives) that costumers watch and follow sports has long been a major focus for sport scholars 

and managers. In order to figure out whether locality plays a part in predicting fans’ motivation, 

this study explores local, non-local, and distant fans’ motives to consume NBA.  

Existing scales for sport motivation. Before the 1990s, scholarships have already been 

done to analyze the influence of residential preference factors on people’s sport attendance (e.g., 

Greenstein & Marcum, 1981; Schofield, 1983) and how sociodemographic variables affected 

individuals’ sport watching experience (e.g., Baade & Tiehen, 1990; Hansen & Gauthier, 1989). 

In order to better explain the reasons why people watch and follow sport, researchers developed 

several scales to measure the motivations of sport fans (e.g., Milne & McDonald, 1999; Trail & 

James, 2001; Wann, 1995). For instance, Wann (1995) developed the Sport Fan Motivation 
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Scale (SFMS) based on the conceptual literature within sport sociology (Sloan, 1989; Zillmann, 

Bryant, & Sapolsky, 1989; Zillmann & Paulus, 1993). SFMS includes 23 items, representing 

eight motives, such as self-esteem benefits and entertainment. Another scale based on sport 

sociology is the Motivations of the Sport Consumer (MSC), which is developed by Milne and 

McDonald (1999) to explore the motives of sport spectators. MSC contains twelve motivations, 

including some items that SFMS did not have, such as aggression and risk-taking. Trail and 

James (2001) reviewed both SFMS and MSC and pointed out the limitations of these two scales. 

Claiming have better solved the content validity, construct validity, reliability, and criterion 

validity problems that previous scales had, Trail and James (2001) developed the Motivation 

Scale for Sport Consumption (MSSC). MSSC is one of the most widely used motivation scales, 

which provides an assessment of nine motives: achievement, acquisition of knowledge, 

aesthetics, drama, escape, family, physical attraction of the players, physical skills of the players, 

and social interaction. As Trail and James’s (2001) scale contains the least categories and is 

consisted with what the author wants to analyze, the current study adopts MSSC to measure fans’ 

motivations.  

Based on the previous findings (e.g., Funk & James, 2001; Wann et al., 1996), local fans 

are defined and highly affected by geographical factors. Their family members, friends, and the 

local communities are likely to play a vital part in the forming process of their team 

identification. Therefore, the family and social interaction motives may become important 

reasons for local fans to follow a team. For non-local fans, the charisma and skills of a certain 

player may be the reason why they are identified with sport (Hyatt & Andrijiw, 2008). As such, 

the physical skills and physical attraction of certain players may be mentioned more frequently 

when talking about their motives. For distant fans, such as Chinese NBA fans, they are in favor 
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of NBA due to the fact that it is the premier men’s professional basketball league all around the 

world. Therefore, aesthetics and acquisition of knowledge should be important motives. By no 

means does it suggest that people can only have one motivation to consume sport, but it does 

inform and inspire researchers to find out whether locality has an influence on people’s motives. 

Therefore, the author developed the following research question: 

RQ1:  To what extent will locality influence the motives for NBA consumption? 

Motivation, PCM, and locality. Locality may predict different motivations of watching 

and following sport. PCM, which uses four stages to represent people’ psychological connection 

with a sport object, has also been studied along with motivations (e.g., Funk & James, 2006; 

Hyatt & Andrijiw, 2008; Pu & James, 2017). For example, Pu and James (2017) targeted on 

distant fans and found motives were rated not the same across the four stages. The results 

showed that during the awareness stage, the acquisition of knowledge motive was rated the 

highest and its salience declined as the level escalates, physical skill motive was rated highest at 

the allegiance stage, and the escape motive was rated relatively low for the all four stages. Hyatt 

and Andrijiw (2008) interviewed non-local fans and found they gave different reasons to explain 

why they supported a team at different stages of PCM. These findings reveal that the motives 

that draw fans to sport are different across the four stages of PCM. However, most previous 

studies only focused on one group (either non-local fans or distant fans) without comparing 

between different groups. To advance previous research, this study compares between three 

groups of fans and adds locality as a factor to explore whether location can alter the relationship 

between motivations and PCM. A research question is proposed: 

RQ2:  To what extent will locality moderate the motives associated with the different 

stages of PCM? 
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Fan Behavior 

According to Forbes, NBA revenue hits 8 billion dollars during the 2018-2019 season 

and New York Knicks worth 4 billion dollars, remaining as the worthiest team in NBA for the 

fourth consecutive year (Badenhausen & Ozanian, 2019). NBA makes money primarily through 

ticket sales, television rights, merchandising, and sponsorships. Traditional media is still one of 

the main choices people select to learn about the latest sport news. For instance, print media, 

such as newspaper and magazines, help fans keep track of their favorite team’s or player’s 

statistics. Some famous magazines’ covers, such as Sports Illustrated, are still used as a symbol 

to illustrate the influence and reputation of certain sport figures. Television comprises a key part 

of NBA’s business. During the 2016-2017 season, ESPN and TNT updated their contracts with 

NBA to an estimated 24 billion in total, which could easily cover the world-highest paid players’ 

salary (Reiff, 2019). Though traditional media continue to be an important resource, with the 

significant change new media bring to people’s life, sport managers have started to devote more 

effort to march into the virtual space to search for business opportunities.  

Social media, as defined by Kaplan and Haenlein (2010), is “a group of Internet-based 

applications that build on the ideological and technological foundations of Web 2.0, and that 

allow the creation and exchange of user-generated content” (p. 61). New media have 

significantly increased sport organizations’ ability to connect with stakeholders, media and sport 

consumers (Waters, 2007). Not only sport teams, but also players have utilized media platforms, 

such as Twitter and Instagram, to attract more fans to increase their sponsorships. Both 

traditional and new media consumption contribute to the development and the profit of 

professional sport leagues.  

Merchandise business is another major contributor to the NBA revenue. During the 2017-
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2018 season, merchandise accounted for over 1 billion dollars and for the first time, NBA teams 

started to wear advertisements on their jersey (Reiff, 2019). Besides Adidas and Nike, who have 

long been cooperated with NBA, it is now common to see the sponsorship advertisements from 

other countries’ companies shown in the NBA games. In addition to signing contract with big 

companies, building a new arena can also generate ample chance for sponsorships. For example, 

the Fiserv Forum that Milwaukee Bucks built in 2018 and the Chase Center opened by Golden 

State Warriors in 2019 not only enable the teams to make a larger profit from advertisements but 

are also used to attract free agents to join, which helps increase the team’s competitiveness and 

reputation. Besides the revenues mentioned above, the growing of fantasy game and sport-

betting industries also contribute to NBA’s annual financial income.  

No matter through which avenue, the main purpose of professional sport leagues is to 

increase revenues, and the basis step is to attract and retain customers. Therefore, understanding 

different types of fans’ consumption behaviors is critical in guiding sport managers to design 

appropriate strategies to satisfy their consumers. Fink, Trail, and Anderson (2002) categorized 

sport spectators’ behaviors into three categories: pre-event behavior, present behavior, and future 

behavior. They mainly talked about the present behavior, which includes five subsections: 

merchandise consumption, print media consumption, TV media consumption, wearing team 

paraphernalia, and tracking statistics. At the beginning of the 21st century, social media have not 

been largely used. Therefore, Fink et al. (2002) did not talk about any new media consumption 

behaviors. 

Different from print media and television, which is one-side communication, social 

media enable consumers to make a direct impact on sport organizations and also help 

organizations connect with their fans in an easier and quicker way. Compared with local fans, 
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who gain easier access to attend the game in person and contribute to the majority of tickets 

sales, non-local fans and distant fans rely more on the new media consumption. As the 

development of social media has significantly altered the way people consume sports, especially 

for distant fans, it is necessary to explore fans’ new media consumption behaviors. In this study, 

participants’ fan behaviors were measured using a combination of Fink’s et al. (2002) scale that 

tested sport spectator’s present consumption behaviors and Gantz’s et al. (2006) scale that 

measured general fan behaviors. The following research question is proposed: 

RQ3:  To what extent will locality predict fan behavior? 

Fan behavior, PCM, and locality. Although PCM operates as a model that mainly 

considers the object-related connection interchangeable, much of its application has targeted on 

sport consumers (Funk, 2002). Research has been done to analyze the relationship between PCM 

and sport media consumption. For instance, Pu and James (2017) found the media consumption 

score was the highest at the allegiance stage, which is significantly different from the 

consumption scores at the attraction and awareness stages. This study extends previous research 

by adding locality as a moderator to see whether people’s location can alter the relationship 

between fan behavior and PCM. The following research question is explored: 

RQ4:  To what extent will locality moderate the fan behavior associated with the 

different stages of PCM? 

Fan behavior and fanship. Previous scholarships have explored how fanship predicted 

fan behaviors (e.g., Abercrombie & Longhurst, 1998, Harrington & Bielby, 1995, Gantz et al., 

2006). This study, however, takes fan behavior as an independent variable, aiming to examine 

which types of fan behavior could predict heightened levels of fanship. This measuring direction 

enables sport managers to see which forms of behavior explain the most variance of people’s 
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level of fanship, helping sports teams and leagues design appropriate strategies to attract 

different types of fans. The following research question is explored: 

RQ5:  Which forms of fan behavior predict significantly heightened levels of fanship? 

The Present Research Project 

The current study arrives at a total of three hypotheses and five research questions: 

H1:  Locality will negatively predict level of team identification. 

H2: Locality will positively predict level of player identification. 

H3: Locality will negatively predict level of fandom. 

RQ1: To what extent will locality influence the motives for NBA consumption? 

RQ2: To what extent will locality moderate the motives associated with the different 

stages of PCM? 

RQ3: To what extent will locality predict fan behavior? 

RQ4: To what extent will locality moderate the fan behavior associated with the 

different stages of PCM? 

RQ5: Which forms of fan behavior predict significantly heightened levels of fanship? 
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CHAPTER THREE 

METHODOLOGY 

Respondents 

Three separate groups of respondents were recruited from January 21, 2020 to February 

9, 2020. The three groups were American local fans (N = 158), American non-local fans (N = 

142), and Chinese distant fans (N = 213). Ultimately, a total of 513 participants were recruited in 

this study. 

Local fans. Local fans were recruited on the Amazon Mechanical Turk platform. Only 

Master Workers were utilized to avoid concerns with bots or other forms of unusable data. Local 

fans were the U.S. citizens, at least 18 years old, and met at least two of the following three 

qualifications: (1) their favorite NBA team is located within 150 miles from their current living 

place, (2) their favorite NBA team is located within their current living state, and (3) their 

favorite NBA team is located in the city where they were born. Ultimately, 158 participants were 

recruited as local fans, reporting their gender (male = 115 [72.8%], female = 42 [26.6%], other = 

1 [0.6%]), race (Caucasian = 93 [58.9%], Asian/Pacific Islander = 34 [21.5%], African American 

= 15 [9.5%], Hispanic/Latino = 8 [5.1%], Native American = 7 [4.4%], Multiracial = 1 [0.6%]), 

which region of the United States they were from (East North Central = 35 [22.2%], Mid-

Atlantic = 31 [19.6%], Pacific = 31 [19.6%], West South Central = 18 [11.4%], South Atlantic = 

15 [9.5%], New England = 14 [8.9%], Mountain = 7 [4.4%], East South Central = 4 [2.5%], 

West North Central = 3 [1.9%]), educational level (Undergraduate degree = 94 [59.5%], 

Master’s degree = 35 [22.2%], High school graduate or the equivalent = 15 [9.5%], College 
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student = 10 [6.3%], Other = 2 [1.3%], Some high school, no diploma = 1 [0.6%], Doctoral 

degree = 1 [0.6%]), employment status (Full time = 143 [90.5%], Part time = 8 [5.1%], 

Unemployed = 4 [2.5%], Retired = 3 [1.9%]), and marital status (Married = 102 [64.6%], Single 

= 53 [33.5%], Separated = 2 [1.3%], Divorced = 1 [0.6%]).  

For the overall NBA fan population, according to Gaille (2015), 70% of the NBA fans 

are males and 30% are females, and according to Silver (2014), 45.7% of the NBA fans are 

Caucasians, 31.4% are African Americans, 16.1% are Hispanics, and 6.8% are Asians. 

Therefore, the gender distribution of local fans in this study is a little skewed toward the male. 

Caucasian and Asian fans are overrepresented, while African American and Hispanic fans are 

underrepresented.  

Non-local fans. Non-local fans were also Master Workers recruited on the Amazon 

Mechanical Turk platform. Non-local fans were the U.S. citizens, at least 18 years old, and met 1 

or 0 of the following three qualifications: (1) their favorite NBA team is located within 150 miles 

from their current living place, (2) their favorite NBA team is located within their current living 

state, and (3) their favorite NBA team is located in the city where they were born. Ultimately, 

142 participants were recruited as non-local fans, reporting their gender (male = 94 [66.2%], 

female = 48 [33.8%]), race (Caucasian = 105 [74.0%], African American = 12 [8.5%], 

Hispanic/Latino = 11 [7.7%], Asian/Pacific Islander = 6 [4.2%], Multiracial = 4 [2.8%], Native 

American = 2 [1.4%], Other = 1 [0.7%], Prefer not to say = 1 [0.7%]), which region of the 

United States they were from (South Atlantic = 27 [19.0%], Mid-Atlantic = 25 [17.6%], East 

South Central = 22 [15.5%], East North Central = 17 [12.0%], Pacific = 16 [11.3%], West South 

Central = 13 [9.2%], New England = 8 [5.6%], Mountain = 8 [5.6%], West North Central = 6 

[4.2%]), educational level (Undergraduate degree = 79 [55.6%], High school graduate or the 
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equivalent = 34 [23.9%], Master’s degree = 14 [9.9%], College student = 7 [4.9%], Other = 4 

[2.8%], Doctoral degree = 4 [2.8%]), employment status (Full time = 123 [86.6%], Part time = 8 

[5.7%], Unemployed = 5 [3.5%], Retired = 4 [2.8%], Other = 2 [1.4%]), and marital status 

(Married = 68 [47.9%], Single = 64 [45.1%], Divorced = 6 [4.2%], Separated = 2 [1.4%], 

Widowed = 2 [1.4%]).  

Therefore, the gender distribution of non-local fans in this study is a little skewed toward 

the female. Caucasian fans are much overrepresented, while African American and Hispanic fans 

are underrepresented.  

Distant fans. Distant fans were recruited from a Chinese website named Wen Juan Xing, 

a for-profit organization that allows researchers to design surveys and collect data from certain 

populations. Distant fans must be the Chinese citizens and at least 18 years old. Besides, they 

have to identify themselves as fans of an NBA team at least at a level of “4” on a 1-7 scale. 

Ultimately, 213 participants were recruited as distant fans, reporting their gender (male = 111 

[52.1%], female = 102 [47.9%]), which region of China they were from (East = 87 [40.9%], 

South Central = 51 [23.9%], North = 44 [20.6%], Southwest = 14 [6.6%], Northeast= 11 [5.2%], 

Northwest = 6 [2.8%]), educational level (Undergraduate degree = 179 [84.0%], Master’s degree 

= 25 [11.8%], High school graduate or the equivalent = 7 [3.3%], Other = 2 [0.9%]), 

employment status (Full time = 192 [90.1%], Part time = 13 [6.1%], Unemployed = 8 [3.8%]), 

and marital status (Married = 149 [70.0%], Single = 63 [30.0%]). Therefore, the gender 

distribution of distant fans in this study is much skewed toward the female.  

Both local fans and non-local fans were directed to an online survey hosted by Qualtrics 

and compensated $1.00 USD for their participation. Distant fans were directed to an online 

survey hosted by Wen Juan Xing and compensated ¥13.00 RMB (which is about the same as 
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$1.85 USD) for their participation. 

Instrumentation 

The current study adopted a comprehensive online survey to test the hypotheses and 

research questions. The survey questionnaire packet contained the following nine sections. The 

full survey is shown in Appendix A. 

Demographic Information. Participants reported their age, gender, race, region, 

education level, employment status, and marital status.  

Identified Object of NBA. Participants selected which is their favorite NBA team and 

reported who is their favorite active NBA player.  

Team Identification. Team identification was measured using Wann and Branscombe’s 

(1993) Sport Spectator Identification Scale (SSIS), with seven, 7-point Likert-type items (1 = 

Strongly disagree; 7 = Strongly agree). Sample items included “It is very important to me that 

my favorite NBA team wins” and “I dislike my favorite NBA team’s greatest rivals.” Higher 

scores represented higher levels of team identification. Cronbach’s alpha was acceptable (α = 

0.75). 

Player Identification. Player identification was also be measured using Wann and 

Branscombe’s (1993) Sport Spectator Identification Scale (SSIS), with seven, 7-point Likert-type 

items (1 = Strongly disagree; 7 = Strongly agree). Sample items included “It is very important to 

me that my favorite NBA player wins” and “I dislike my favorite NBA player’s greatest rivals.” 

Higher scores represented higher levels of player identification. Cronbach’s alpha was 

acceptable (α = 0.76). 

Fanship. Reysen and Branscombe (2010) designed a unidimensional 11-item scale to 

measure one’s fanship. The current study adopted this scale, with eleven, 7-point Likert-type 
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items (1 = Strongly disagree; 7 = Strongly agree). Sample items included “I have rescheduled my 

work to accommodate NBA” and “I would devote all my time to NBA if I could”. Higher scores 

represented higher levels of fanship. Cronbach’s alpha was acceptable (α = 0.87). 

Fandom. Luhtanen and Crocker (1992) developed a 4-item subscale of the collective 

self-esteem, which was called “membership”, to measure people’s sense of belonging to the 

social groups. In the current study, social group was considered as the “fan group”, which is 

consisted of fans who favor the same NBA team or player. Sample items included “I am a 

worthy member of the NBA fan group I belong to” and “I am a cooperative participant in the 

NBA fan group I belong to”. Items were rated on a 7-point Likert-type items (1 = Strongly 

disagree; 7 = Strongly agree). Higher scores represented higher levels of fandom. Cronbach’s 

alpha was questionable (α = 0.63). 

Psychological Continuum Model (PCM). The current study adopted Beaton, Funk, and 

Alexandris’s (2009) staging mechanism to position individuals into their respective stages of 

PCM. The only change of the items was to make them contextually specific to NBA. The 

measurement consisted of three subsections: Pleasure, Centrality, and Sign. Each subsection 

included 4 items, which were rated on a 7-point Likert-type items (1 = Strongly disagree; 7 = 

Strongly agree). Sample items were “Participating in NBA is one of the most satisfying things I 

do” (Pleasure), “Enjoying NBA has a central role in my life” (Centrality), and “When I 

participate in NBA I can really be myself” (Sign). The mean score of the 4 items in each 

subsection was used to represent people’ level of involvement. Higher scores represented higher 

involvement in NBA.  

According to Beaton et al. (2009), the mean score of each subsection was divided into 

three categories: Low, Medium, and High. 4.5 and below was labeled as Low, above 4.5 and 
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below 5.75 was labeled as Medium, and 5.75 and above was labeled as High. After deciding the 

level of each subsection, individuals’ current position of PCM was determined based on the 

standard shown in Figure 3.1.  

The awareness stage refers to when people just know the existence of a sport team/player 

but are not fans. As all participants in this study identified themselves as fans of NBA at least a 

level of “4” on a 1-7 scale, there was no awareness group in this study. Ultimately, participants 

were positioned into three stages of PCM: attraction (N = 120), attachment (N = 220), and 

allegiance (N = 173). 

 

FIGURE 3.1. PCM Staging Algorithm (Beaton, Funk, & Alexandris, 2009) 

Motivation Scale for Sport Consumption (MSSC). Adapted from Trail and James 

(2001), this measurement consisted of nine motives and each motive included three items. 

Therefore, participants answered a total of twenty-seven, 7-point Likert-type items (1 = Strongly 

disagree; 7 = Strongly agree). The nine motives were: (a) achievement (e.g., “I feel like I have 
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won when my favorite NBA team wins) (α = 0.76), (b) acquisition of knowledge (e.g., “I 

regularly track the statistics of the NBA team) (α = 0.78), (c) aesthetics (e.g., “I appreciate the 

beauty inherent in the NBA game) (α = 0.80), (d) drama (e.g., “I prefer a ‘close’ NBA game 

rather than a ‘one-sided’ NBA game) (α = 0.74), (e) escape (e.g., “NBA games represent an 

escape for me from day-to-day activities”) (α = 0.77), (f) family (e.g., “I like going to NBA 

games with my family”) (α = 0.82), (g) physical attraction of the players (e.g., “I enjoy watching 

NBA players who are physically attractive”) (α = 0.87), (h) physical skills of the players (e.g., 

“The physical skills of the NBA players are something I appreciate”) (α = 0.78), and (i) social 

interaction (e.g., “For me, NBA games are great opportunities to socialize with other people”) (α 

= 0.86). Higher scores indicated people were more likely to be motived to consume NBA based 

on that reason. 

Fan Behavior. Participants’ fan behavior was measured using a combination of the Fink 

et al. (2002) scale that tested sport spectator’s present consumption behaviors and the Gantz et al. 

(2006) scale that measured general fan behaviors. The final measurement consisted of eleven 

types of fan behavior: (a) Merchandise purchasing (e.g., “I buy my favorite NBA team’s 

clothing, such as T-shirts and caps”), (b) Finding “licensed” merchandise (e.g., “I can easily find 

my favorite NBA team’s “licensed” merchandise”) (c) Print media consumption (e.g., “I read 

magazines that have articles about my favorite NBA team”), (d) TV consumption (e.g., “I watch 

TV for news about my favorite NBA team”), (e) Social media consumption (e.g., “I follow my 

favorite NBA team on social media platforms”), (f) Game attendance (e.g., “I attend my favorite 

NBA team’s games when I am able”), (g) Watching socially (e.g., “I go to social places (e.g., 

bars, restaurants) to watch my favorite NBA team playing their games”), (h) Participating in 

fantasy sport (e.g., “I play fantasy basketball on a regular basis”), (i) Gambling (e.g., I have 
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gambled on my favorite NBA team in the past year), (j) Wearing team paraphernalia (e.g., “I 

wear my favorite NBA team’s apparel on a regular basis”), and (k) Checking statistics (e.g., “I 

follow my favorite NBA team’s statistics on a regular basis”). Participants answered these items 

on a 7-point Likert-type scale (1 = Strongly disagree; 7 = Strongly agree). Higher scores 

indicated a higher likelihood of performing this type of fan behavior. 

Administration 

First of all, the author fulfilled and submitted the protocol of Institutional Review Board 

(IRB) online. After getting the IRB approval, the author designed the survey (English version) in 

the Qualtrics and did the pre-tests (N = 20) to check whether there were any problems about the 

survey questions. At the same time, translating the English version to the Chinese version and 

also did the pre-tests (N = 20). Pre-testing were conducted through Amazon Mechanical Turk for 

English version and through Wen Juan Xing for Chinese version.  

At the beginning of the survey, participants received an informed consent form on the 

screen. This informed consent provided the purpose of the study, their rights as participants, and 

the procedure involved. Participants who clicked "I agree" provided a form of electronic 

signature. Qualification questions were asked first. Participants reported their age and were asked 

to what extent they consider themselves as NBA fans. Only those who were at least 18 years old 

and identified themselves as fans of NBA at least a “4” on a 1-7-point scale could continue the 

survey. In the English version survey, participants were asked if they were the U.S. citizens and 

their geographical relationship with the team. In the Chinese version survey, only those who 

were Chinese and liked an NBA team could continue the survey. 

After that, participants reported their identified objects of NBA, including which was 

their favorite team and who was their favorite active player. Following that, they answered 
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questions about their team identification, player identification, fanship, fandom, PCM, 

motivation for consuming NBA, and fan behavior. After that, participants reported their 

demographic information, including their age, gender, race, region, education level, and marital 

status. Finally, they were thanked for their participation. 

Statistical Procedures 

The current study includes three hypotheses and five research questions: 

H1:  Locality will negatively predict level of team identification. 

H2: Locality will positively predict level of player identification. 

H3: Locality will negatively predict level of fandom. 

RQ1: To what extent will locality influence the motives for NBA consumption? 

RQ2:  To what extent will locality moderate the motives associated with the different 

stages of PCM? 

RQ3:   To what extent will locality predict fan behavior? 

RQ4:  To what extent will locality moderate the fan behavior associated with the 

different stages of PCM? 

RQ5: Which forms of fan behavior predict significantly heightened levels of fanship? 

The applied statistical analyses in this study were shown in Table 3.1. 
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Table 3.1. 

Variables and Statistical Analyses for all Hypotheses and Research Questions 

RQ/H IV   IV-Type   DV    DV-Type Moderator TEST 

H1 locality  categorical   team identification continuous    one-way ANOVA 

H2 locality  categorical   player identification continuous    one-way ANOVA 

H3 locality  categorical   fandom  continuous    one-way ANOVA 

RQ1 locality  categorical   motives  continuous    one-way ANOVA 

RQ2 PCM   categorical   motives  continuous locality   factorial ANOVA 

RQ3 locality  categorical   fan behavior  continuous    one-way ANOVA 

RQ4 PCM   categorical   fan behavior  continuous locality   factorial ANOVA 

RQ5 behavior continuous   fanship  continuous    multiple regression 

Note: for ANOVA tests, both equal variance and normality were checked. If there was any 

violation for these assumptions, Kruskal-Wallis tests were applied. Also, in order to find out 

whether the differences between each two groups were significant or not, Bonferroni post hoc 

tests were applied. 
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CHAPTER FOUR 

RESULTS 

Locality and Team Identification 

Before answering questions about team identification, participants reported their favorite 

NBA team. The top five most popular teams for American fans (N = 300) and Chinese fans (N = 

213) are listed in Table 4.1.  

Table 4.1. 

Top Five Most Popular NBA Teams for American and Chinese Fans  

American Fans  Chinese Fans 

Teams 

1. Los Angeles Lakers 

2. Chicago Bulls 

3. Boston Celtics 

4. Golden State Warriors 

5. Charlotte Hornets 

Total 

Frequency 

52 (17.3%) 

36 (12.0%) 

28 (9.3%) 

23 (7.7%) 

17 (5.7%) 

156 (52.0%) 

Teams  

Los Angeles Lakers 

Houston Rockets 

Chicago Bulls 

Golden State Warriors 

Boston Celtics/Atlanta Hawks 

 

Frequency 

101 (47.4%) 

51 (23.9%) 

19 (8.9%) 

18 (8.5%) 

3 (1.4%) 

195 (91.5%) 

 

According to Table 4.1, the most popular NBA team for both American and Chinese fans was 

the Los Angeles Lakers. The two populations shared the same 4 out of 5 most popular teams, 

which were either “legacy” teams with a history of championships (the Boston Celtics, Los 
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Angeles Lakers, Chicago Bulls) or the most successful team in recent years (the Golden State 

Warriors). A noticeable distinction between American fans and Chinese fans was the degree of 

dispersion of their favorite teams. For American fans, the most popular team’s occurrence 

percentage was less than 20%, and the top five teams occupied a total of 52%. However, for 

Chinese fans, the most popular team’s occurrence percentage was close to 50%, and the top six 

have occupied more than 90% of all teams. It showed American fans’ favorite team choice was 

more dispersive, while Chinese fans’ favorite team choice was more concentrated.  

Hypothesis 1 stated that locality would negatively predict the level of team identification 

(the closer people live to their favorite team, the higher level of team identification they would 

report). In other words, it proposed that local fans would report the highest level of team 

identification and distant fans would report the lowest level of team identification. Team 

identification ranked from highest to lowest was distant fans (M = 5.47, SD = 0.60), local fans 

(M = 5.44, SD = 0.78), and non-local fans (M = 5.36, SD = 0.98). However, results of a one-way 

ANOVA indicated the differences of team identification among the three groups were not 

significant (F(2,510) = .842, p = .432, R² = .003). Therefore, Hypothesis 1 was not supported.  

Locality and Player Identification 

Before answering questions about player identification, participants reported their 

favorite active NBA player. The top five most popular players for American fans (N = 300) and 

Chinese fans (N = 213) are listed in Table 4.2.  

According to Table 4.2, the most popular NBA player for both American and Chinese 

fans was LeBron James. The two populations shared the same 3 out of 5 most popular players. 

Similar with fans’ favorite teams, a noticeable distinction between American fans and Chinese 

fans was the degree of dispersion of their favorite player choice. For American fans, the most 
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popular player’s occurrence percentage was less than 20%, and the top five players represented a 

total of 37%. However, for Chinese fans, the most popular player’s occurrence percentage was 

close to 50%, and the top five players represented 76% of all answers. It showed American fans’ 

favorite player choice was much more dispersive than Chinese fans. Another interesting finding 

was, though the survey asked people to write down their favorite NBA active player, some 

Chinese fans still chose to write down Kobe Bryant’s name, the retired famous NBA star who 

passed away just during the time the survey was conducted.  

Table 4.2. 

Top Five Most Popular NBA Players for American and Chinese Fans  

American Fans  Chinese Fans 

Players 

1. LeBron James 

2. Stephen Curry 

3. Anthony Davis 

4. James Harden 

5. Luka Doncic 

Total  

Frequency 

46 (15.3%) 

33 (11.0%) 

12 (4.0%) 

11 (3.7%) 

9 (3.0%) 

111 (37.0%) 

Players 

LeBron James 

Stephen Curry 

James Harden 

Kobe Bryant 

Zach LaVine 

 

Frequency 

99 (46.5%) 

28 (13.1%) 

22 (10.3%) 

8 (3.8%) 

5 (2.3%) 

162 (76.0%) 

 

Hypothesis 2 stated that locality would positively predict the level of player identification 

(the farther people live to their favorite team, the higher level of player identification they would 

report). In other words, it proposed that distant fans would report the highest level of player 

identification and local fans would report the lowest level of player identification. Player 

identification ranked from highest to lowest was distant fans (M = 5.49, SD = 0.59), local fans 
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(M = 5.23, SD = 0.88), and non-local fans (M = 5.12, SD = 1.02). Results of a one-way ANOVA 

indicated the differences of player identification among the three groups were significant 

(F(2,510) = 9.90, p < .001, R² = .04). Bonferroni tests suggested that the differences between 

local fans and distant fans were significant (p = .009), and between non-local fans and distant 

fans were also significant (p < .001); however, the differences between local fans and non-local 

fans were not significant (p = .644). Therefore, Hypothesis 2 was partially supported, suggesting 

Chinese NBA fans reported significantly higher level of player identification than American 

NBA fans; however, American fans did not differ in their player identification based on locality. 

Locality and Fandom 

Hypothesis 3 stated that locality would negatively predict the level of fandom (the closer 

people live to their favorite team, the higher level of fandom they would report). In other words, 

it proposed that local fans would report the highest level of fandom and distant fans would report 

the lowest level of fandom. Fandom ranked from highest to lowest was distant fans (M = 5.42, 

SD = 0.77), non-local fans (M = 5.14, SD = 1.05), and local fans (M = 4.84, SD = .92). Results of 

a one-way ANOVA indicated the differences in fandom among the three groups were significant 

(F(2,510) = 18.64, p < .001, R² = .07). Bonferroni tests suggested that the differences between 

local fans and non-local fans were significant (p = .012), between local fans and distant fans 

were significant (p < .001), and between non-local fans and distant fans were also significant (p 

= .015). Therefore, Hypothesis 3 was not supported, suggesting locality could positively, rather 

than negatively, predict the level of fandom. 

Locality and Motivation 

Research Question 1 explored fans’ motives for NBA consumption based on their 

locality. Nine motives were explored: achievement, acquisition of knowledge, aesthetics, drama, 
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escape, family, physical attraction of the players, physical skills of the players, and social 

interaction. Results of mean and standard deviation of each motive for local, non-local, and 

distant fans, and the combined mean are shown in Table 4.3. Results of F Statistic, p-value, and 

partial eta squared are shown in Table 4.4. 

Table 4.3.  

Means, Standard Deviations, and Combined Means for Motives 

Motives Locality M 

 Local Non-Local Distant  

 Mean SD Mean SD Mean SD  

Physical Skills 5.96 0.80 6.12 0.98 6.26 0.56 6.13 

Drama 5.83 0.97 6.01 0.90 6.10 0.81 5.99 

Aesthetics 5.67 0.88 5.77 0.99 6.15 0.56 5.90 

Achievement 5.55 0.92 5.56 1.06 6.19 0.60 5.82 

Knowledge 5.59 1.02 5.69 1.05 5.83 0.74 5.71 

Escape 5.60 0.87 5.57 1.04 5.42 0.99 5.52 

Family 5.44 1.16 4.95 1.45 5.27 1.26 5.23 

Socialization 5.21 1.16 4.62 1.44 5.52 0.88 5.17 

Physical Attraction 4.02 1.82 2.88 1.54 4.06 1.46 3.72 

Note: Numbers which are bolded represent the highest mean for that motive, and numbers which 
are underlined represent the lowest mean for that motive. M represents the combined mean of all 
three groups. 
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Table 4.4.  

F Statistics, p-values, and Partial Eta Squared for Motives 

Motives F p-value R2 

Physical Skills 6.839 .001 .026 

Drama 4.042 .018 .016 

Aesthetics 19.012 < .001 .069 

Achievement 35.265 < .001 .121 

Knowledge 3.179 .042 .012 

Escape 1.982 non-sig .008 

Family 5.553 .004 .021 

Socialization 25.939 < .001 .092 

Physical Attraction 27.060 < .001 .096 

Note: non-sig represents not significant, which means the p-value > .05. 
 
According to Table 4.4, the only motive that did not predict significant differences among the 

three groups was escape (p = .139), suggesting fans’ motive to consume NBA in order to escape 

from day-to-day activities did not differ based on their location. In order to find out how the 

three groups differ from each other for the other eight motives, Bonferroni tests were applied and 

the post hoc results are shown individually in Table 4.5 - 4.12. 

Achievement. Table 4.5 indicates the mean score ranked from highest to lowest was 

distant fans (M = 6.19), non-local fans (M = 5.56), and local fans (M = 5.55). The significant 

differences are shown between local fans and distant fans (p < .001), and between non-local fans 

and distant fans (p < .001). It suggests that Chinese fans were more likely to watch NBA based 

on a vicarious achievement motive compared with American fans.  
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Table 4.5.  

Means, Standard Deviations, and Post Hoc Results for Achievement 

    Bonferroni (p-value) 

Locality Mean SD Post hoc Local Fan Non-local fan Distant fan 

Local Fan (1) 5.55 0.92 1<2<3  1.000 < .001 

Non-Local Fan (2) 5.56 1.06   < .001 

Distant Fan (3) 6.19 0.60    

 

Acquisition of knowledge. Table 4.6 indicates the mean score ranked from highest to 

lowest was distant fans (M = 5.83), non-local fans (M = 5.69), and local fans (M = 5.59). The 

only significant difference is shown between local fans and distant fans (p = .040). It suggests 

that Chinese fans were more likely to watch NBA based on an acquisition of knowledge motive 

compared with American local fans.  

Table 4.6.  

Means, Standard Deviations, and Post Hoc Results for Knowledge 

    Bonferroni (p-value) 

Locality Mean SD Post hoc Local Fan Non-local fan Distant fan 

Local Fan (1) 5.59 1.02 1<2<3  1.000 .040 

Non-Local Fan (2) 5.69 1.05   .468 

Distant Fan (3) 5.83 0.74    

 

Aesthetics. Table 4.7 indicates the mean score ranked from highest to lowest was distant 

fans (M = 6.15), non-local fans (M = 5.77), and local fans (M = 5.67). The significant differences 
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are shown between local fans and distant fans (p < .001), and between non-local fans and distant 

fans (p < .001). It suggests that Chinese fans were more likely to watch NBA in order to 

appreciate the beauty of the games compared with American fans.  

Table 4.7.  

Means, Standard Deviations, and Post Hoc Results for Aesthetics 

    Bonferroni (p-value) 

Locality Mean SD Post hoc Local Fan Non-local fan Distant fan 

Local Fan (1) 5.67 0.88 1<2<3  .824 < .001 

Non-Local Fan (2) 5.77 0.99   < .001 

Distant Fan (3) 6.15 0.56    

 

Drama. Table 4.8 indicates the mean score ranked from highest to lowest was distant 

fans (M = 6.10), non-local fans (M = 6.01), and local fans (M = 5.83). The only significant 

difference is shown between local fans and distant fans (p = .014). It suggests that Chinese fans 

were more likely to consume NBA in order to enjoy the drama of the competitive games 

compared with American local fans.  

Table 4.8.  

Means, Standard Deviations, and Post Hoc Results for Drama 

    Bonferroni (p-value) 

Locality Mean SD Post hoc Local Fan Non-local fan Distant fan 

Local Fan (1) 5.83 0.97 1<2<3  .273 .014 

Non-Local Fan (2) 6.01 0.90   1.000 

Distant Fan (3) 6.10 0.81    
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Family. Table 4.9 indicates the mean score ranked from highest to lowest was local fans 

(M = 5.44), distant fans (M = 5.27), and non-local fans (M = 4.95). The only significant 

difference is shown between local fans and non-local fans (p = .003). It suggests that American 

local fans were more likely to watch NBA games with their family compared with American 

non-local fans.  

Table 4.9.  

Means, Standard Deviations, and Post Hoc Results for Family 

    Bonferroni (p-value) 

Locality Mean SD Post hoc Local Fan Non-local fan Distant fan 

Local Fan (1) 5.44 1.16 2<3<1  .003 .570 

Non-Local Fan (2) 4.95 1.45   .075 

Distant Fan (3) 5.27 1.26    

 

Physical attraction. Table 4.10 indicates the mean score ranked from highest to lowest 

was distant fans (M = 4.06), local fans (M = 4.02), and non-local fans (M = 2.88). The significant 

differences are shown between local fans and non-local fans (p < .001), and between non-local 

and distant fans (p < .001). It suggests American non-local fans were less likely to watch NBA 

because of players’ physical attraction compared with Chinese fans and American local fans.  
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Table 4.10.  

Means, Standard Deviations, and Post Hoc Results for Physical Attraction 

    Bonferroni (p-value) 

Locality Mean SD Post hoc Local Fan Non-local fan Distant fan 

Local Fan (1) 4.02 1.82 2<1<3  < .001 1.000 

Non-Local Fan (2) 2.88 1.54   < .001 

Distant Fan (3) 4.06 1.46    

 

Physical skills. Table 4.11 indicates the mean score ranked from highest to lowest was 

distant fans (M = 6.26), non-local fans (M = 6.12), and local fans (M = 5.96). The only 

significant difference is shown between local fans and distant fans (p = .001). It suggests that 

Chinese fans were more likely to watch NBA because they appreciated the players’ physical 

skills compared with American local fans.  

Table 4.11.  

Means, Standard Deviations, and Post Hoc Results for Physical Skills 

    Bonferroni (p-value) 

Locality Mean SD Post hoc Local Fan Non-local fan Distant fan 

Local Fan (1) 5.96 0.80 1<2<3  .259 .001 

Non-Local Fan (2) 6.12 0.98   .246 

Distant Fan (3) 6.26 0.56    

 

Social interaction. Table 4.12 indicates the mean score ranked from highest to lowest 

was distant fans (M = 5.52), local fans (M = 5.21), and non-local fans (M = 4.62). The 
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differences among the three groups are all significant. It suggests that Chinese fans were the 

most likely to watch NBA for social interaction, followed by American local fans, and American 

non-local fans were the least likely to watch NBA based on a socialization reason. 

Table 4.12.  

Means, Standard Deviations, and Post Hoc Results for Social Interaction 

    Bonferroni (p-value) 

Locality Mean SD Post hoc Local Fan Non-local fan Distant fan 

Local Fan (1) 5.21 1.16 2<1<3  < .001 .031 

Non-Local Fan (2) 4.62 1.44   < .001 

Distant Fan (3) 5.52 0.88    

 

In general, Chinese fans reported the highest score in six out of the eight motives. The 

only two exceptions were family and physically attraction. For family motive, American local 

fans reported the highest score, showing local fans were more likely to consume NBA with their 

family compared with non-local fans. For physically attraction, non-local fans reported the 

lowest score, suggesting they were less likely to consume NBA because of players’ physical 

attraction compared with the other two groups. The only motive that all three groups were 

significantly different from each other was social interaction, for which Chinese fans reported the 

highest score and American non-local fans reported the lowest score. If making a comparison 

between these motives, all groups reported the highest score in physical skills motive, while 

scored the lowest in physical attraction motive. According to Table 4.3, the mean score for all 

three groups combined was highest in physical skills, while lowest in physical attraction. It 

shows that for fans, no matter where they are located, players’ excellent playing skills is always 
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the most important reason for them consume NBA, while physical attraction is the least 

important reason. Thus, Research Question 1 is answered, but in a multipronged, multi-

directional manner, suggesting each motive need to be discussed individually. 

Locality, Motivation, and PCM 

Research Question 2 explored how locality moderate the motives associated with the 

different stages of PCM. In order to find out whether locality would moderate the relationship 

between motives and PCM, the interaction effect between locality and PCM was explored for 

each motive. Results from factorial ANOVAs showed the interaction between locality and PCM 

were significant for four motives: achievement (F(4,504) = 7.266, p < .001, R2 = .06), 

knowledge (F(4,504) = 3.865, p = .004, R2 = .03), aesthetics (F(4,504) = 6.314, p < .001, R2 

= .05), and social interaction (F(4,504) = 2.591, p = .036, R2 = .02). Detailed information for 

these four motives is shown in Figure 4.1- 4.4. As mentioned before, since all participants 

identified themselves as NBA fans at least a level of “4” out of a 1-7 scale, there was no 

awareness group (the initial stage of PCM) in this study. Therefore, the three stages of PCM 

were attraction, attachment, and allegiance. 

Achievement. As shown in Figure 4.1, in the attraction and attachment stages, locality 

predicted relatively big differences between the three groups. However, in the allegiance stage, 

the differences between the three groups were much smaller, suggesting that for diehard fans 

(who were in the allegiance stage), no matter where they were located, they could feel similar 

sense of achievement when they favorite team won the game. However, for casual fans (who 

were in the attraction stage), locality could play an important role in predicting people’s 

achievement motive differently.  
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Figure 4.1.  

Achievement Scores for Fans at Different PCM Stages and Locality 

 

Knowledge. As shown in Figure 4.2, in the attraction stage, local fans reported much 

lower scores than non-local and distant fans. In the attachment stage, distant fans reported the 

highest score, while in the allegiance stage, distant fans reported the lowest score. The different 

orders of fans’ scores in the three stages suggests that locality could moderate the relationship 

between knowledge and PCM. With the stage developed, local fans showed the biggest increase 

in knowledge score, while distant fans did not change a lot. 
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Figure 4.2.  

Knowledge Scores for Fans at Different PCM Stages and Locality 

 

Aesthetics. As indicates in Figure 4.3, in the attraction stage, locality predicted big 

differences among the three groups. In the attachment stage, the differences among the three 

groups decreased, while in the last allegiance stage, locality did not predict significant 

differences. It suggests that with the PCM stage developed, the differences between fans’ scores 

decreased. In other words, for casual fans, locality could play a significant role in predicting 

different groups’ aesthetics motive, but for loyal fans, locality did not make a big difference. 
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Figure 4.3.  

Aesthetics Scores for Fans at Different PCM Stages and Locality 

 

Social interaction. As indicates in Figure 4.4, in the attraction stage, distant fans 

reported higher score than local and non-local fans. In the attachment stage, the differences 

between distant fans and the other two groups decreased, while in the last allegiance stage, 

locality did not predict significant differences. It shows that with PCM stage developed, the 

differences of social interaction score between fans based on their location decreased. For casual 

fans, locality could play a significant role in predicting American and Chinese fans’ social 

interaction scores differently, while this is not the case when it targeted on loyal fans. 
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Figure 4.4.  

Social Interaction Scores for Fans at Different PCM Stages and Locality 

 

Locality and Fan Behavior 

Research Question 3 explored fan’s behavior based on their locality. Eleven types of 

behaviors were explored: merchandise purchasing, finding “licensed” merchandise, print media 

consumption, TV consumption, social media consumption, game attendance, watching socially, 

participating in fantasy sport, gambling, wearing team paraphernalia, and checking team 

statistics. Results of mean and standard deviation of each fan behavior for local, non-local, and 

distant fans, and the combined mean for are shown in Table 4.13. Results of F Statistic, p-value, 

and partial eta squared are shown in Table 4.14. 
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Table 4.13.  

Means, Standard Deviations, and Combined Means for Fan Behaviors  

Fan Behaviors Locality M 

 Local Non-Local Distant  

 Mean SD Mean SD Mean SD  

TV 5.76 1.04 5.81 0.95 6.04 0.85 5.89 

Check Statistics 5.63 1.30 5.73 1.25 6.07 0.99 5.84 

Social Media  5.53 1.30 5.33 1.68 6.26 0.69 5.78 

Print Media 5.55 1.04 5.33 1.29 5.54 1.10 5.49 

Licensed Product 5.52 1.36 5.75 1.29 5.22 1.21 5.46 

Merchandise 5.43 1.38 5.04 1.63 5.69 0.97 5.43 

Attend Game 5.46 1.27 4.50 1.90 5.79 1.14 5.33 

Wear Apparel 5.06 1.68 4.25 1.89 4.91 1.29 4.77 

Watch Socially 4.95 1.55 4.32 1.88 4.85 1.35 4.74 

Fantasy Sport 4.53 2.09 3.27 2.07 4.71 1.61 4.26 

Gambling 4.46 2.08 3.28 2.24 3.69 2.01 3.81 

Note: Numbers which are bolded represent the highest mean for that type of fan behavior, and 
numbers which are underlined represent the lowest mean for that type of fan behavior. M 
represents the combined mean of all three groups. 
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Table 4.14.  

F Statistics, p-values and Partial Eta Squared for Fan Behaviors  

Fan Behaviors F p-value R2 

TV 4.726 .009 .018 

Check Statistics 7.493 .001 .029 

Social Media  29.190 < .001 .103 

Print Media 1.890 non-sig .007 

Licensed Product 7.604 .001 .029 

Merchandise 10.279 < .001 .039 

Attend Game 36.036 < .001 .124 

Wear Apparel 10.820 < .001 .041 

Watch Socially 6.934  .001 .026 

Fantasy Sport 26.957 < .001 .096 

Gambling 12.546 < .001 .047 

Note: non-sig represents not significant, which means the p-value > .05. 
 
According to Table 4.14, the only fan behavior that did not predict significant differences among 

the three groups was print media consumption (p = .152), suggesting fans’ print media 

consumption of NBA did not differ based on their location. In order to find out how the three 

groups differ from each other for the other ten fan behaviors, Bonferroni tests were applied and 

the post hoc results are shown individually in Table 4.15 - 4.24. 

Merchandise purchasing. Table 4.15 indicates the mean score ranked from highest to 

lowest was distant fans (M = 5.69), local fans (M = 5.43), and non-local fans (M = 5.04). The 

significant differences are shown between local fans and non-local fans (p = .032), and between 
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non-local fans and distant fans (p < .001). It suggests that American non-local fans were less 

likely to purchase team merchandise compared with American local fans and Chinese fans. 

Table 4.15. 

Means, Standard Deviations, and Post Hoc Results for Merchandise Purchasing 

    Bonferroni (p-value) 

Locality Mean SD Post hoc Local Fan Non-local fan Distant fan 

Local Fan (1) 5.43 1.38 2<1<3  .032 .192 

Non-Local Fan (2) 5.04 1.63   < .001 

Distant Fan (3) 5.69 0.97    

 

Finding “licensed” merchandise. Table 4.16 indicates the mean score ranked from 

highest to lowest was non-local fans (M = 5.75), local fans (M = 5.52), and distant fans (M = 

5.22). The only significant difference is shown between non-local fans and distant fans (p 

< .001). It suggests that American non-local fans could find licensed merchandise more easily 

compared with Chinese fans. 

Table 4.16.  

Means, Standard Deviations, and Post Hoc Results for Finding “Licensed” Merchandise 

    Bonferroni (p-value) 

Locality Mean SD Post hoc Local Fan Non-local fan Distant fan 

Local Fan (1) 5.52 1.36 3<1<2  .374 .073 

Non-Local Fan (2) 5.75 1.29   < .001 

Distant Fan (3) 5.22 1.21    
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TV consumption. Table 4.17 indicates the mean score ranked from highest to lowest was 

distant fans (M = 6.04), non-local fans (M = 5.81), and local fans (M = 5.76). The only 

significant difference is shown between local fans and distant fans (p = .015). It suggests that 

Chinese fans were more likely to watch NBA on television compared with American local fans. 

Table 4.17.  

Means, Standard Deviations, and Post Hoc Results for TV Consumption 

    Bonferroni (p-value) 

Locality Mean SD Post hoc Local Fan Non-local fan Distant fan 

Local Fan (1) 5.76 1.04 1<2<3  1.000 .015 

Non-Local Fan (2) 5.81 0.95   .070 

Distant Fan (3) 6.04 0.85    

 

Social media consumption. Table 4.18 indicates the mean score ranked from highest to 

lowest was distant fans (M = 6.26), local fans (M = 5.53), and non-local fans (M = 5.33). The 

significant differences are shown between local fans and distant fans (p < .001), and between 

non-local fans and distant fans (p < .001). It suggests that Chinese fans were more likely to 

consume NBA on social media compared with American fans. 
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Table 4.18.  

Means, Standard Deviations, and Post Hoc Results for Social Media Consumption 

    Bonferroni (p-value) 

Locality Mean SD Post hoc Local Fan Non-local fan Distant fan 

Local Fan (1) 5.53 1.30 2<1<3  .450 < .001 

Non-Local Fan (2) 5.33 1.68   < .001 

Distant Fan (3) 6.26 0.69    

 

Game attendance. Table 4.19 indicates the mean score ranked from highest to lowest 

was distant fans (M = 5.79), local fans (M = 5.46), and non-local fans (M = 4.50). The significant 

differences are shown between local fans and non-local fans (p = .032), and between non-local 

fans and distant fans (p < .001). It suggests that American non-local fans were less willing to 

attend the game in person compared with American local fans and Chinese fans.  

Table 4.19.  

Means, Standard Deviations, and Post Hoc Results for Game Attendance 

    Bonferroni (p-value) 

Locality Mean SD Post hoc Local Fan Non-local fan Distant fan 

Local Fan (1) 5.46 1.27 2<1<3  < .001 .073 

Non-Local Fan (2) 4.50 1.90   < .001 

Distant Fan (3) 5.79 1.14    

 

Watching socially. Table 4.20 indicates the mean score ranked from highest to lowest 

was local fans (M = 4.95), distant fans (M = 4.85), and non-local fans (M = 4.32). The significant 
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differences are shown between local fans and non-local fans (p = .002), and between non-local 

fans and distant fans (p = .004). It suggests that American non-local fans were less likely to go to 

social places to watch NBA compared with American local fans and Chinese fans. 

Table 4.20.  

Means, Standard Deviations, and Post Hoc Results for Watching Socially 

    Bonferroni (p-value) 

Locality Mean SD Post hoc Local Fan Non-local fan Distant fan 

Local Fan (1) 4.95 1.55 2<3<1  .002 1.000 

Non-Local Fan (2) 4.32 1.88   .006 

Distant Fan (3) 4.85 1.35    

 

Participating in fantasy sport. Table 4.21 indicates the mean score ranked from highest 

to lowest was distant fans (M = 4.71), local fans (M = 4.53), and non-local fans (M = 3.27). The 

significant differences are shown between local fans and non-local fans (p < .001), and between 

non-local fans and distant fans (p < .001). It suggests that American non-local fans were less 

likely to participate in fantasy sport on a regular basis compared with American local fans and 

Chinese fans. 
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Table 4.21.  

Means, Standard Deviations, and Post Hoc Results for Fantasy Sport 

    Bonferroni (p-value) 

Locality Mean SD Post hoc Local Fan Non-local fan Distant fan 

Local Fan (1) 4.53 2.09 2<1<3  < .001 1.000 

Non-Local Fan (2) 3.27 2.07   < .001 

Distant Fan (3) 4.71 1.61    

 

Gambling. Table 4.22 indicates the mean score ranked from highest to lowest was local 

fans (M = 4.46), distant fans (M = 3.69), and non-local fans (M = 3.28). The significant 

differences are shown between local fans and non-local fans (p < .001), and between local fans 

and distant fans (p = .001). It suggests that American local fans were more likely to gamble on 

their favorite team compared with American non-local fans and Chinese fans.  

Table 4.22.  

Means, Standard Deviations, and Post Hoc Results for Gambling 

    Bonferroni (p-value) 

Locality Mean SD Post hoc Local Fan Non-local fan Distant fan 

Local Fan (1) 4.46 2.08 2<3<1  < .001 .001 

Non-Local Fan (2) 3.28 2.24   .227 

Distant Fan (3) 3.69 2.01    

 

Wearing team paraphernalia. Table 4.23 indicates the mean score ranked from highest 

to lowest was local fans (M = 5.06), distant fans (M = 4.91), and non-local fans (M = 4.25). The 



 
74 

significant differences are shown between local fans and non-local fans (p < .001), and between 

non-local fans and distant fans (p < .001). It suggests American non-local fans were less likely to 

wear team’s apparel compared with American local fans and Chinese fans. 

Table 4.23.  

Means, Standard Deviations, and Post Hoc Results for Wearing Team Paraphernalia 

    Bonferroni (p-value) 

Locality Mean SD Post hoc Local Fan Non-local fan Distant fan 

Local Fan (1) 5.06 1.68 2<3<1  < .001 1.000 

Non-Local Fan (2) 4.25 1.89   < .001 

Distant Fan (3) 4.91 1.29    

 

Checking team statistics. Table 4.24 indicates the mean score ranked from highest to 

lowest was distant fans (M = 6.07), non-local fans (M = 5.73), and local fans (M = 5.63). The 

significant differences are shown between local fans and distant fans (p = .001), and between 

non-local fans and distant fans (p = .020). It suggests that Chinese fans were more likely to check 

the team’s statistics on a regular basis compared with American fans. 

Table 4.24.  

Means, Standard Deviations, and Post Hoc Results for Checking Team Statistics 

    Bonferroni (p-value) 

Locality Mean SD Post hoc Local Fan Non-local fan Distant fan 

Local Fan (1) 5.63 1.30 1<2<3  1.000 .001 

Non-Local Fan (2) 5.73 1.25   .020 

Distant Fan (3) 6.07 0.99    
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In general, American non-local fans reported the significant lowest score in five out of 

the ten motives (merchandise purchasing, game attendance, watching socially, participating in 

fantasy sport, wearing team paraphernalia). Chinese fans reported the significant highest score 

for two behaviors (social media consumption, checking team statistics) and American fans 

reported the significant highest score for gambling. If making a comparison between these fan 

behaviors, according to Table 4.13, the mean score for all three groups combined was highest in 

TV consumption, while lowest in gambling. Thus, Research Question 3 is answered, but in a 

multipronged, multi-directional manner. 

Locality, Fan Behavior, and PCM 

Research Question 4 explored how locality moderate the fan behavior associated with 

different stages of PCM. In order to find out whether locality would moderate the relationship 

between fan behavior and PCM, the interaction effect between locality and PCM was explored 

for each type of fan behavior. Results from factorial ANOVAs showed the interaction between 

locality and PCM were significant for eight fan behaviors: merchandise purchasing (F(4,504) = 

2.704, p = .030, R2 = .02), print media consumption (F(4,504) = 2.489, p = .043, R2 = .02), social 

media consumption (F(4,504) = 4.570, p = .001, R2 = .04), game attendance (F(4,504) = 4.123, p 

= .003, R2 = .03), watching socially (F(4,504) = 2.495, p = .042, R2 = .02), participating in 

fantasy sport (F(4,504) = 4.432, p = .002, R2 = .03), gambling (F(4,504) = 3.250, p = .012, R2 

= .03), and checking statistics (F(4,504) = 2.866, p = .023, R2 = .02). In order to find out how 

locality moderate the relationship between each type of fan behavior and PCM, detailed 

information for the eight fan behaviors are shown in Figure 4.5 - 4.12. 

Merchandise purchasing. As shown in Figure 4.5, in the attraction stage, distant fans 

reported the highest score and local fans reported the lowest score, while in the allegiance stage, 
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local fans reported the highest score. It suggests with the PCM stage developed, local fans 

showed the biggest increase in their likelihood to purchase the team’s merchandise. Also, the 

differences between the three locality groups also decreased from the attraction stage to the 

allegiance stage. It shows for casual fans, locality could play an important role in predicting their 

merchandise purchasing behavior differently. However, for loyal fans, location did not make a 

big difference. 

Figure 4.5.  

Merchandise Purchasing for Fans at Different PCM Stages and Locality 

 

Print media consumption. As indicated in Figure 4.6, in the attraction stage, local fans 

reported lower score than non-local and distant fans. In the attachment stage, distant fans 

reported the highest score, while in the allegiance stage, distant fans reported the lowest score. It 

shows with the PCM stage developed, American fans showed significantly increasing likelihood 

of consuming print media about their favorite teams, while the change of Chinese fans was not 

that much.  
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Figure 4.6.  

Print Media Consumption for Fans at Different PCM Stages and Locality 

 

Social media consumption. As shown in Figure 4.7, Chinese fans reported higher score 

than American fans in both attraction and attachment stages. However, in the allegiance stage, 

their differences decreased a lot. It shows for casual fans, locality played an important role in 

predicting their likelihood of using social media for their favorite teams. More specifically, 

Chinese casual fans were much more likely to use social media to follow their favorite teams 

than American casual fans. However, for loyal fans, their social media consumption behavior did 

not vary a lot based on their locality.  
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Figure 4.7.  

Social Media Consumption for Fans at Different PCM Stages and Locality 

 

Game attendance. As indicated in Figure 4.8, in the attraction stage, distant fans 

reported much higher score than American fans. However, in the allegiance stage, local fans 

reported the highest score. The different orders of fans’ scores in the three stages suggests that 

locality could moderate the relationship between fan behavior associated with different stages of 

PCM. With the stage developed, local fans showed the biggest increase in their willingness to 

attend the game, while non-local fans showed the lower willingness to attend the game compared 

with the other two groups in all three stages. And one interesting finding is Chinese fans in the 

allegiance stage showed less likelihood of attending games compared with the attachment stage, 

as with the stage increased, the score decreased. 
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Figure 4.8.  

Game Attendance for Fans at Different PCM Stages and Locality 

 

Watching socially. As shown in Figure 4.9, in the attraction stage, distant fans reported 

the highest score, followed by non-local fans, and local fans reported the lowest score. However, 

in the allegiance stage, local fans reported the highest score. It shows with the PCM stage 

developed, local fans showed the biggest increase in their likelihood of watching socially. For 

casual fans, locality could play an important role in predicting their watching socially behavior, 

but it did not make a big difference for loyal fans. 
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Figure 4.9.  

Watching Socially for Fans at Different PCM Stages and Locality 

 

 

Participating in fantasy sport. As indicated in Figure 4.10, in the attraction stage, there 

were big differences among all three groups, while in the attachment and allegiance stages, local 

fans and distant fans were similar, and non-local fans reported the lower score than the other two 

groups. The figure shows that with the stage developed, local fans reported the biggest increase 

in their likelihood of participating in fantasy sport. For loyal fans, non-local fans were less likely 

to participate in fantasy sport compared with the other two groups. 
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Figure 4.10.  

Participating in Fantasy Sport for Fans at Different PCM Stages and Locality 

 

Gambling. As indicated in Figure 4.11, in the attraction stage, there were significant 

differences among the three groups, and distant fans reported the highest score. However, in the 

attachment stage, distant fans reported the lowest score. It shows that when moving from the 

attraction stage to the attachment stage, Chinese fans’ likelihood of gambling on their favorite 

team decreased rather than increased. In both attachment and allegiance stages, local fans 

reported higher score than the other two groups. The different orders of fans’ scores in the three 

stages suggests that locality could moderate the relationship between fan behavior associated 

with different stages of PCM. With the stage developed, American fans were more likely to 

gamble, but this was not the case for Chinese fans. 
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Figure 4.11.  

Gambling for Fans at Different PCM Stages and Locality 

 

Checking statistics. As indicated in Figure 4.12, in the attraction stage, there were big 

differences among the three groups, but in the attachment and allegiance stages, these differences 

decreased. For all three stages, local fans reported the lowest scores, but they reported the biggest 

increase from the attraction stage to the allegiance stage. For casual fans, locality played an 

important role in predicting their likelihood of checking statistics. However, for loyal fans, 

locality did not predict much difference. 
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Figure 4.12.  

Checking Statistics for Fans at Different PCM Stages and Locality 

 

In general, for all eight fan behaviors, local fans reported the biggest increase from the early 

stage to the final stage of PCM. In most cases, non-local fans reported the lowest score in the 

allegiance stage, suggesting compared with local and distant loyal fans, non-local loyal fans were 

less enthusiastic to conduct these fan behaviors. Distant fans reported the smallest change from 

the attraction stage to the allegiance stage for all eight fan behaviors, suggesting compared with 

the other two groups, distant fans at different PCM stages did not differ that much in their fan 

behaviors. What is more important, the figures showed that the moderating function of locality 

was the most obvious in the early stage of PCM and the least obvious in the last stage. In other 

words, when studying casual fans, locality should be considered as an important factor to predict 

fan’s behavior, but for loyal fans, locality did not matter that much. Thus, Research Question 3 is 

answered, suggesting locality could moderate the relationship between fan behavior and PCM, 

but in a multipronged, multi-directional manner.  
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Fanship and Fan Behavior 

Research Question 5 explored which forms of fan behavior could predict heightened 

levels fanship. Eleven types of fan behaviors were explored: merchandise purchasing, finding 

“licensed” merchandise, print media consumption, TV consumption, social media consumption, 

game attendance, watching socially, participating in fantasy sport, gambling, wearing team 

paraphernalia, and checking team statistics. Results of a correlation between each fan behavior 

and fanship are shown in Table 4.25, indicating all behaviors were individually significant 

positively correlated to fanship (p < .001).  

Table 4.25. 

Correlations between Fanship and Each Fan Behavior 

Fan Behaviors Fanship 

 r p-value 

Merchandise Purchasing .542 < .001 

Finding “Licensed” Merchandise .184 < .001 

Print Media Consumption .406 < .001 

TV Consumption .293 < .001 

Social Media Consumption .508 < .001 

Game Attendance .499 < .001 

Watching Socially .561 < .001 

Fantasy Sport .572 < .001 

Gambling .359 < .001 

Wearing Team Paraphernalia .570 < .001 

Checking Statistics .427 < .001 
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Results of a multiple regression are shown in Table 4.26. Among the eleven fan 

behaviors, six of them significantly predict fanship: merchandise purchasing (β = .138, p = .001, 

R2 = .02), social media consumption (β = .165, p < .001, R2 = .04), game attendance (β = .095, p 

= .009, R2 = .01), watching socially (β = .217, p < .001, R2 = .06), participating in fantasy sport 

(β = .258, p < .001, R2 = .09), and wearing team paraphernalia (β = .108, p = .010, R2 = .01). It 

suggests when controlling the influence of other behaviors, only six fan behaviors could still 

significantly positively predict individuals’ level of fanship. Participating in fantasy sport could 

explain 9% of the variance in fanship, which was the most; while wearing team paraphernalia 

could explain 1% of the variance in fanship, which was the least among the six behaviors.  
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Table 4.26.  

A Multiple Regression Analysis for Variables Predicting Fanship  

Fan Behaviors Fanship 

 B SE β Partial R2 

Merchandise Purchasing .099 .030 .138** .021 

Finding “Licensed” Merchandise -.027 .024 -.037 .003 

Print Media Consumption .038 .030 .046 .003 

TV Consumption -.007 .036 -.007 < .001 

Social Media Consumption .122 .028 .165*** .038 

Game Attendance .060 .023 .095** .014 

Watching Socially .130 .022 .217*** .065 

Fantasy Sport .124 .018 .258*** .087 

Gambling .007 .015 .017 < .001 

Wearing Team Paraphernalia .064 .025 .108* .013 

Checking Statistics .054 .029 .067 .007 

Note: * p < .05, ** p < .01, ***p < .001. N = 513. The overall R squared= .582 

Thus, Research Question 5 is answered, suggesting all behaviors were significant 

positively correlated to fanship individually. However, when applying multiple regression, in 

which considering the interaction between these fan behaviors, only six fan behaviors could 

significantly positively predict fanship.  

In conclusion, Chapter 4 provides the results of statistical analyses for each hypothesis 

and research question. In the next Chapter, the author interprets the insights on the theoretical 

and practical levels. Limitations and directions for future research are also discussed.  
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CHAPTER FIVE 

DISCUSSION 

This chapter interprets the core findings on both theoretical and practical levels. 

Limitations, directions for future research, and conclusions are also discussed.  

Core Findings 

This study examines NBA fans’ characteristics via a lens of locality, finding that the 

three groups vary from each other in a multipronged, multi-directional manner. Results reported 

in Chapter 4 are listed in a way to answer the hypotheses and research questions. In this chapter, 

however, results will be interpreted through comparing pairs of groups and then examining the 

key insights holistically, making it easier to understand fans’ characteristics based on their 

locality. 

Comparing American fans and Chinese fans. In this study, local fans are those 

American NBA fans who meet at least two of the following three qualifications: (1) their favorite 

NBA team is located within 150 miles from their current living place, (2) their favorite NBA 

team is located within their current living state, and (3) their favorite NBA team is located in the 

city where they were born. Non-local fans are American NBA fans who meet one or zero of the 

three qualifications mentioned above. Distant fans are defined as Chinese NBA fans. Through 

combing local fans and non-local fans together, one can tell the differences from a national 

perceptive and make a comparison between American domestic fans and Chinese fans. 

American fans and Chinese fans reported similar favorite sport objects, with sharing the 

same 4 out of 5 most popular teams and the same 3 out of 5 most popular players. The Houston 
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Rockets were ranked as the second popular team in China while not in the list for American fans, 

showing that even though influenced by Daryl Morey’s tweet, the Rockets still retain a 

considerable fan base in the Chinese market. The similarity of the identified sport objects 

indicates the team’s success is one of the main reasons for fans to follow a team, which is in 

consistency with the findings reported by Wann (2006) that team-related causes could lead to 

team identification. 

Differences between these two groups are shown in several ways. First, distant fans’ 

player identification is significantly higher than American fans, suggesting overseas fans are 

likely to develop a closer connection with certain players compared with domestic fans. As most 

Chinese fans haven’t been to the locations where the NBA teams reside and don’t have family 

roots there, it is easy to understand that player identification would play a large role in shaping 

overseas fans’ connection with the sport league/team. Researchers have found Chinese NBA fans 

care more about the superstars such as Yao Ming and Kobe Bryant even than the game itself (Liu 

& Pan, 2010). The deep emotional connection with certain players may also explain why in this 

study, some Chinese fans insisted that Kobe Bryant (the deceased NBA legend who had visited 

China for the last consecutive 16 years) is their favorite player, even though the question asks to 

list active players. In addition to player identification, Chinese fans’ fandom is also the highest, 

suggesting Chinese fans were more emotional connected with other similar-minded fans and 

more value their membership in the fan groups.  

Figures about locality, motives, and PCM indicate American fans’ motive score increases 

in a dramatic pattern when moving from the attraction stage (casual fans) to the allegiance stage 

(loyal fans), while Chinese fans’ motives do not vary a lot. This finding reveals the greater power 

of locality on American fans, suggesting that domestic fans’ movies increase dramatically as 
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locality allows them to bond with other like-minded fans who are centralized in one place. For 

example, Memphis Grizzlies was ranked as the least popular NBA team in 2019 (stadium 

maps.com) because of its smaller market and the lack of legacy and star players. However, 

people living near Memphis can still find many other Grizzly fans, whereas Grizzly fans in 

China are likely dispersed relatively equally throughout the nation. These findings remind sport 

managers to pay attention to the geographical influence when they analyze fans’ motivation 

change. 

As for fan behaviors, Chinese fans reported significantly higher scores in social media 

consumption and checking statistics. Since China is 12 or 13 hours ahead of Eastern Time Zone 

of the U.S., most NBA games are broadcasted during Chinese fans’ working or sleeping time, 

making it hard to watch the live games. Therefore, social media becomes the main way to bridge 

fans with the teams and checking statistics becomes a good way to follow the team/player. 

Another potential reason that makes these two behaviors gain higher scores among the Chinese 

fans is, during the data collection period, the China Central Television Sport Channel (CCTV-5, 

the main sports broadcaster in China) as well as other local sport TV channels in China have 

stopped broadcasting NBA games because of Morey’s tweet about Hong Kong. This unexpected 

change makes it even harder for Chinese fans to learn about NBA through traditional media. 

Thus, social media have become the sole source to access to NBA for most Chinese fans, making 

social media consumption and checking statistics be the top two most frequently conducted 

behaviors. 

Figures about locality, fan behavior, and PCM show that for casual fans, nationality could 

make a big difference in fan’s behavior, but for loyal fans, its influence is little. Such findings 

reveal the importance of considering the influence of fan’s location when sport organizations aim 
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to attract and develop those sport spectators who have not been highly attached to a specific sport 

team.  

Besides the findings for hypotheses and research questions, another interesting 

observation is, Chinese fans’ choice about their favorite team/player was more concentrated, 

with the most popular team/player occupied almost 50% of all selections, while this number was 

less than 20% for American fans. One possible explanation for this concentration is the media 

coverage of NBA in China. Restricted by the limited broadcasting time, Chinese TV stations or 

websites need to decide which team is the most valuable to broadcast in order to guarantee the 

viewing rating. As such, super teams/players are likely to receive more exposure through media, 

which further strengthens people’s impression of these previously well-known teams, causing the 

monotonous of Chinese people’s selection. While for American fans, especially local fans, even 

the national media show preferences to successful teams, they can still get access to their favorite 

team’s through local media. 

Comparing American local fans and non-local fans. Looking inside the American 

sample, local fans and non-local fans do not differ in their team identification and player 

identification, but vary in their fandom, some types of motivations and fan behaviors. Non-local 

fans are more emotionally connected with other like-minded fans, suggesting longer distance 

actually strengthens the association between members in a fan group. Local fans reported 

significantly higher scores in three motives (family, social interaction, physical attraction) than 

non-local fans. Previous research has indicated that one important reason for fans to follow a 

sport team is their family tradition (Wann et al., 1996), and the current study further suggests that 

such family influence is more obvious for local fans. Social interaction is also easily understood 

as an important motive for local fans, as being exposed to the strong local team culture, talking 
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sport would be a good way to interact with others. However, little information can be found in 

previous studies about the differences in physical attraction due to the locality influence, though 

researchers found female fans are more likely to experience the stereotype saying they are “more 

interested in the sexual attractiveness of the players rather than the sport itself” (Crawford & 

Gosling, 2004, p. 478). Figures about locality, motives, and PCM imply that local and non-local 

fans’ motivation scores increase in a similar pattern from the early stage to the final stage of 

PCM, suggesting locality does not make a big difference when scholars study domestic fans. 

For fan behaviors, findings indicate that compared with local fans, non-local fans 

reported lower scores in five categories: merchandise purchasing, game attendance, watching 

socially, participating in fantasy sport, and wearing team’s apparel. Among these categories, the 

behavioral difference in things like merchandise purchasing and game attendance may be 

explained by the different levels of availability. However, things like fantasy sport participation 

are considered as equally accessible for people located at different places. Therefore, such 

behaviors could be used as better indicators to suggest that non-local fans’ lower willing to 

participate in consumption behaviors than local fans. When considering the influence of PCM, 

the author found local casual fans are less enthusiastic than non-local casual fans, but local loyal 

fans are more enthusiastic than non-local loyal fans. In other words, local fans showed a 

dramatic increase in their behavioral intention from the attraction stage to the allegiance stage, 

revealing the huge potential financial interest in transforming local fans from casual sport 

spectators to diehard fans.  

Comparing non-local fans and distant fans. A unique contribution of the current study 

is the comparison between American non-local fans and Chinese distant fans. Chinese fans’ 

player identification and fandom are higher than American non-local fans, indicating the closer 
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connection overseas fans have with certain players and other like-minded fans. Chinese fans also 

reported higher scores in most motives than American non-local fans in all three stages of PCM. 

The high enthusiasm Chinese fans devote to NBA could be explained by that NBA is the most 

popular professional sport league in China, followed by the English Premier League (Careem, 

2019), while NBA is only the third most popular sport (behind the NFL and MLB) in the U.S 

(Gough, 2019). The only two exceptions were when targeting on loyal fan groups, non-local fans 

were more likely to watch NBA for gaining knowledge and appreciating the beauty of the games. 

Non-local fans showed less enthusiasm in their behavioral intention, such as they were less 

willing to purchase team merchandise, play fantasy games, and wear team’s apparels, but they 

could find licensed merchandise more easily than Chinese fans. In sum, though both live 

geographical far away from the identified team, domestic non-local fans and overseas distant 

fans differ in their levels of emotional connection with NBA, their motivations, and their 

consumption behaviors. 

Theoretical Contributions 

From a theoretical perspective, the current research answers key questions about sport 

fans’ characteristics from a geographical perceptive. Previous studies have explored fans based 

on their location, but most of them focus on only one group. For instance, Hatt and Andrijiw 

(2008) found six reasons for displaced NHL fans to support a distant team, and Pu and James 

(2017) explored the motives and psychological connection Chinese fans have with NBA. The 

purpose of the current study, however, is to build a more comprehensive picture to show the 

characteristics of different types of fans via a lens of locality. 

Findings imply that for overseas fans, the lack of family and environmental influence 

does not prevent them from developing a close connection with a team/player. Instead, these 
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“first-generation” distant fans actually show higher levels of fandom, are more likely to be 

motived to watch NBA, and are more engaged in fan behaviors than domestic fans. Additionally, 

overseas fans tend to develop a relatively closer emotional connection with individual players. 

This may be due to the fact that Chinese fans are less likely to bond with NBA teams via live 

games, which makes star players play a vital role in developing overseas fans’ sport 

identification, revealing that studying player identification is a critical step towards pushing a 

global research about sport communication.  

As overseas fans’ connection with other fan group members is closer and they are more 

likely to be motived to watch games for the social interaction reason, the cultural influence needs 

to be addressed when applying SIT and SCT. SIT proposes that social identity represents 

people’s sense of who they are in a group (Tajfel & Turner, 1979) and SCT explains the social 

categorization process (Oakes et al., 1994). The fact that NBA fans’ level of identification and 

fandom is different based on their locality encourages scholars to ask why people identified with 

the same object (which is NBA in this study) tend to show different levels of connection with 

that object and other like-minded members. What is more, the in-group and out-group definition 

applied to the two populations (domestic and overseas fans) may also be different. For American 

local fans, they usually judge whether they are in the in-group or not based on observing what 

others wear (e.g., jersey, hats) in a live game. For example, fans will know they are in the in-

group when they wear apparel for the local team (e.g., wearing a Heat jersey in Miami). 

Similarly, non-local fans can know they are in the out-group when most people wear a different 

jersey in a game. However, in China, there is no real “home” team, causing that people are less 

likely to define in/out-group by team. Rather, in-group is often defined by being a fan of the 

NBA, while out-group members are those who are not NBA fans. Such different standards 
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applied for defining in/out-groups, along with the different levels of emotional connection one 

develops with a team, uncovering the possibility that locality, or nationality, could play a part in 

moderating the social categorization process, which may help advance social identity studies in 

different cultural contexts. 

Another major contribution of the current research is the comparison between non-local 

fans and distant fans. Generally speaking, findings indicate that distant fans’ connection with 

NBA is the closest, followed by local fans’, and non-local fans’ is the least. This statement is 

supported in player identification, fandom, fan behaviors, and especially in motives. Among the 

nine motives, non-local fans’ scores were all lower than distant fans’ scores, showing they were 

less likely to be motivated to watch NBA, no matter based on which reason. For fan behavior, 

except the ability of finding teams’ licensed product, non-local fans were less willing to conduct 

NBA related behaviors than distant fans. As such, though both groups are geographically 

constrained, distant fans and non-local fans vary a lot in their attitudes and behaviors, 

recommending scholars to make a clear distinction between these two displaced groups. 

Interpreting from a theoretical perspective, these findings also contribute to the understanding of 

the geographical effect on the social categorization process stated in SIT and SCT. According to 

Turner et al. (1994), categorization is achieved through a non-conscious process of accentuation, 

where people accentuate the similarities within a certain social category. As local fans are often 

highly involved in the local team culture, they have more chance to accentuate these similarities; 

while for non-local fans, the lack of environmental influence decreases the likelihood of the 

occurrence of such accentuation. In other words, when people are immersed in an environment 

where many surrounded others are identified with the same object, their accentuating process 

will be strengthened. However, this principle is not applicable when making a comparison across 
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countries. As suggested in this study, though overseas fans get less chance than non-local fans to 

be involved in a certain sport team’s culture, their accentuation process is strengthened rather 

than weakened, showing cultural differences matter even more than geographical factors. These 

results reveal the importance that the categorization process needs to be separately analyzed 

when applying SIT and SCT to cross-culture studies. 

The last theoretical contribution lies in the predictability of different types of fan 

behaviors on individuals’ fanship level. Findings reveal that participating in fantasy games 

explained the most variance of fanship. Fantasy sport shows its increasing huge impact on sport 

marketplaces with the help of Internet, which makes the statistical acquisition much easier, and 

the introduction of daily fantasy games further attributes to the huge financial revenues increase 

(Billings, et al., 2017). According to the industry demographics report in Fantasy Sport and 

Gaming Association, there are a total of 59.3 million North Americans play fantasy games in 

2017. The large fan base and potential huge profit urge researchers to pay special attention to the 

characteristics of these fantasy sport fans. Scholars have explored the motivations of traditional 

sport fans (who watch games to see whether their favorite team/player wins or loses) and fantasy 

sport fan (who watch games to see a certain player’s statistics for their own fantasy team 

victories), and found fantasy sport fans share many same motivations with traditional fans, but at 

a higher level (Billings & Ruihley, 2013). Such results, incorporating with the findings in this 

study, imply that participating in fantasy sport is a key predictor of heavy fanship. Also, it 

suggests that one can assume the frequency of playing fantasy sport is the easiest mechanism for 

finding the most dedicated fans and the one of the most effective ways to predict one’s fanship 

level.  
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Practical Contributions 

Emerging from the results, the first practical implication is that sport managers are 

inspired to take advantage of the power of sport icons. As Huang (2013) pointed out, the NBA 

understands the power of local icons and is good at promoting superstars. For instance, ever 

since entering the NBA, Yao has been shaped as an intercultural “ambassador”, who aids the 

league by not only his talent but also his international influence. What a local hero brings to the 

league/team is the solid fan base, such as Yao’ influence in China and Dirk Nowitzki’s influence 

in Germany, highlighting the power of nationalistic elements on the advancement of sport 

leagues’ global plan (Cho, Leary, & Jackson, 2012). The NBA’s popularity also owes to its “star 

making plan”. From Magic and Bird, Michael Jordan, to Kobe Bryant and LeBron James, the 

league keeps making the competition between these superstars a hot topic and bolstering the 

leagues’ brand through advertising these sport icons. Such strategies enrich sport consumers’ 

viewing experience by combining the competitive attributes and entertainment factors together. 

Therefore, inspired by NBA’s success, other professional leagues could also benefit from 

advertising the nationalistic elements and shaping local or global heroes to expend their 

international markets. However, the author has to acknowledge that it is easier to say than do, as 

NBA has its unique advantages in promoting individual players, such as the lack of hats or 

apparels makes NBA athletes more recognizable than other North American team players 

(Cramer, 2018). As such, for other sports (e.g., football, baseball), because the helmets and other 

parts of the uniform hide the athletes’ recognizability in the game, sport managers can turn 

attention to athletes’ off-court image shaping strategies. 

Second, sport organizations are encouraged to design different media strategies to attract 

fans from different backgrounds. The findings showed the top three most frequently conducted 
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fan behaviors are TV consumption, checking statistics, and social media consumption. American 

fans reported the highest score in TV consumption and Chinese fans reported the highest score in 

social media consumption. Given these findings, it is suggested that sport mangers should adopt 

different media strategies to enlarge their fanbase. In the domestic market, TV remains as the 

most dominant way for fans to consume NBA games, while in overseas markets, it is crucial to 

realize that customers develop a fan identification mainly by making use of the new media 

platforms. Taking the Chinese market as an example, the incorporation between Tencent (the 

biggest internet and social media company in mainland China) and NBA advances the 

localization of NBA, making the NBA culture well known to Chinese fans (Zhou et al., 2017). 

This type of corporation enlightens other sport leagues to increase the international profit 

through the new media avenue. 

Third, through testing the predictability of different types of fan behavior on fanship 

level, this study reveals that participating in fantasy sport is one of the most reliable credentials 

that sport organizations can use to find their most dedicated fans. As Billings and Ruihley (2013) 

concluded in their study, “In the majority of measures, fantasy sport users represent the core fan: 

The uberfollower who lives and breathes sport media” (p. 22). It implies that fantasy sport 

should be taken as a key variable to learn modern sport fans’ characteristics. Besides 

participating in fantasy sport, watching socially and social media consumption explain the 

second and third most variance of fanship, suggesting they could also be used as relatively 

convincing evidence to find loyal fans. For example, compared with wearing a jersey, watching 

games with friends in public places is likely to be a better sign of showing one’s close 

connection with a team/player. Given these findings, sport companies are suggested to make full 

use of these typical fan behaviors to predict their target population’s characteristics and adopt 
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corresponding marketing strategies to develop their fanbase.  

Limitations and Future Research 

Though the findings of the current study are encouraging, several limitations need be 

recognized. First, all the scales applied in this study are primarily developed within a Western 

context, which calls attention about the validation issues when they were applied to the Chinese 

sample. For example, in order to measure game attendance, the question asks people how much 

they agree or disagree with the sentence “I attend my favorite NBA team’s games when I am 

available”. Given the fact that most Chinese fans can hardly get a chance to attend an NBA game 

in person (though the NBA held several play exhibition games in China every year, the number 

of tickets is pretty limited), it is more like a fictitious question, to which the answer depends on 

people’s imagination rather than their own practical experiences. Besides, when translating the 

scale items into another language, some of their original meaning may change, making it 

possible that respondents do not accurately understand the questions. Therefore, there is a need 

for future study to check the validation of these applied scales in different cultural contexts.  

Second, the self-report data needs to be interpreted with caution. Because of the cultural 

influence, different groups of fans may judge their motives and fan behaviors based on different 

standards. For Chinese fans, since NBA is an overseas sport league, being an NBA fan may be 

considered as a unique and obvious label for one’s identity, making it possible for them to 

overestimate their connection with NBA. For American fans, however, NBA is just one of the 

many professional clubs they can choose to follow, so being an NBA fan may be a less salient 

and mentioned label, causing them to answer questions in a more objective way. In order to 

minimize such cultural effect or response bias, future studies are recommended to adopt other 

research methods to collect data. For example, researchers can use instruments to test people’s 
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heart rate and corrugator muscle change to decide people’s psychological attachment level, since 

psychophysiology data is considered as less susceptible to response bias (Potter & Keene, 2012). 

Qualitative inquiries, such as interviews and focus groups, are also good ways to explore the 

complexity of identity dynamics of sport fans, since personal stories could help researchers better 

understand how individuals decide which PCM stage they are in and what factors moving them 

along this continuum. Scholars can also design experiments, by showing people certain NBA 

clips or games, to see how fans’ responses are different in various scenarios and compare 

between groups. 

Third, the current study targets on only one sport league and the distant fans are limited 

in only one nation, which may hinder the generalization of the results. One should realize that 

NBA’s success in China cannot be achieved without people’s high participation in daily 

basketball activities. Compared with baseball and football, basketball court is more accessible to 

Chinese people, which may explain the relatively low popularity of MLB and NFL in China. 

Some of the marketing strategies NBA applies can be duplicated in other sports or regions, such 

as their media globalization strategies, while others may be culturally specific. The hegemonic 

power of western ideologies in globalization (Ritzer, 2009) requires the sport managers to 

consider how people’s attitudes towards the distinct culture affect their attachment with an 

overseas team and how to inscribe the cultural meaning into sporting products (Pu & James, 

2017). As NBA is doing its best to become a global league, the former commissioner David 

Stern had expressed his hope to get an NBA European Division (Weiner, 2020), the current 

commissioner Adam Silver is also asked about the possible expansion to Europe (Washburn, 

2019). However, the biggest obstacle to this plan has still not been solved: the time zone issue. 

The time difference from the U.S to Europe increases the health risk for NBA players as the long 
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flight journey impacts players’ sleep patterns. Though the expansion plan has been suspended, 

NBA is still working on promoting NBA using other strategies. For instance, Falcous and 

Maguire (2006) investigated the textual presence of NBA on the United Kingdom television and 

found the localization of NBA was achieved through inadvertently making links between the 

team with specific stereotypical images of the UK audiences, such as connecting Philadelphia 

with the city of “brotherly love” and linking Orlando with a desirable climate. It is suggested that 

such “indigenous referencing” strategies can effectively engage fans who reside in different 

terrains, which could likely be applied to other sport leagues.  

One can see that even for the same league, its promoting strategies in different areas are 

not alike, suggesting the distant fans’ attributes vary from each other based on their cultural 

backgrounds. The current study selects Chinese NBA fans as the distant fans, which extends the 

previous understanding of sport fandom. However, the relatively small sample and the single 

nation selection may restrict the generalizability of the findings. Therefore, future investigations 

are recommended to test whether the results in this study could be applied in other types of 

professional sport leagues and other international markets. 

Conclusion 

Globalization trends have made distant fans a noteworthy topic for those sports leagues 

with an intention to penetrate into the international markets. Though previous studies have 

explored the characteristics of fans who favor a distant team, this research is one of first studies 

to access whether there are differences in fans’ characteristics based on their locality, with 

applying the PCM to see how local, non-local and distant fans’ motives and behaviors change 

from a casual fan to a loyal fan. Sport has largely infiltrated into modern society politically, 

economically, and culturally (Huang, 2013), and it both shapes and be shaped by the indigenous 



 
101 

culture. The way industries integrate sport into the global consumption culture is largely 

determined by the local markets, showing the necessity of learning about fans based on 

geographical factors.  

This research also implies that “loyal fans are all alike; casual fans are different based on 

their location”. As professional sport leagues’ economic growing depends on both domestic and 

overseas markets nowadays, the topic about how to attract sport spectators all over the world and 

make them become more engaged into sport would be an ever-intriguing inquiry. The 

comparison between the three groups in this study provides an example to rethink the 

geographical influence on sport costumers, and more attention is called for singling out distant 

fans and non-local fans as two unique groups to explore sport consumers’ distinctive features.  
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APPENDIX A: Survey 

 
Q1 Are you from the United States? 
Yes (1) 
No (2) 
 
 
Q2 How old were you on your last birthday? (Text entry) 
 
 
Q3 How much do you consider yourself as an NBA fan (Semantic differential, 7-point 
scale). 
Not a fan/Big fan  
 
 
Q4 Which is your favorite NBA team? (30 NBA teams available to select) 
Atlanta Hawks (example) 
 
 
Q5 Is your favorite NBA team located within 150 miles from your current living place? 
Yes (1) 
No (2) 
 
 
Q6 Is your favorite NBA team located within the state where you are currently live? 
Yes (1) 
No (2) 
 
 
Q7 Is your favorite NBA team located in the city where you were born?  
Yes (1) 
No (2) 
 
 
Q8 Is your favorite NBA team located in or near the city in which you once lived?  
Yes (1) 
No (2) 
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Q9 Which of the following area do you currently reside in?  
Rural area (1) 
Suburban area (2) 
Urban area (3) 
 
 
Q10 Who is your favorite active NBA player? (Text entry, write in full name) 
 
 
Q11 Does your favorite NBA player is currently playing for your favorite NBA team? 
Yes (1) 
No (2)  
Do not know (3) 
Other (6) Please Specify 
 
 
Q12 Please indicate how much you agree or disagree with the following sentences. (Wann & 
Branscombe, 1993) (7-point Likert-scale, 1 = Strongly disagree, 7 = Strongly agree) 
 
It is very important to me that my favorite NBA team wins. 
I see myself as a big fan of my favorite NBA team. 
My friends see me as a big fan of my favorite NBA team. 
During the season, I closely follow my favorite NBA team via media. 
It is important to me to be a fan of my favorite NBA team. 
I dislike my favorite NBA team’s greatest rivals. 
I display my favorite NBA team’s name or insignia at my place of work or study, my living 
place, or on my clothing. 
 
 
Q13 Please indicate how much you agree or disagree with the following sentences. (Wann & 
Branscombe, 1993) (7-point Likert-scale, 1 = Strongly disagree, 7 = Strongly agree) 
 
It is very important to me that my favorite NBA player wins. 
I see myself as a big fan of my favorite NBA player. 
My friends see me as a big fan of my favorite NBA player. 
During the season, I closely follow my favorite NBA player via media. 
It is important to me to be a fan of my favorite NBA player. 
I dislike my favorite NBA player’s greatest rivals. 
I display my favorite NBA player’s name or insignia at my place of work or study, my living 
place, or on my clothing. 
 
 
Q14 Please indicate how much you agree or disagree with the following sentences. (Reysen 
& Branscombe, 2010) (7-point Likert-scale, 1 = Strongly disagree, 7 = Strongly agree) 
 
I have rescheduled my work or study to accommodate NBA. 
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I am emotionally connected to NBA. 
I spend a considerable amount of money on NBA. 
I do not devote much energy to NBA. (reverse code) 
I want everyone to know I am connected to NBA. 
I would devote all my time to NBA if I could. 
I would be devastated if I were told I could not pursue NBA. 
I strongly identify with NBA. 
When NBA is popular I feel great. 
NBA is part of me. 
I want to be friends with people who like NBA. 
 
 
Q15 Please indicate how much you agree or disagree with the following sentences. 
(Luhtanen & Crocker, 1992) (7-point Likert-scale, 1 = Strongly disagree, 7 = Strongly agree) 
 
I am a valued member of the NBA fan group I belong to. 
I feel I don’t have much to offer to the NBA fan group I belong to. (reverse code) 
I enjoy participating in the NBA fan group I belong to. 
I often feel I am a useless member within the NBA fan group I belong to. (reverse code) 
 
 
Q16 Please indicate how much you agree or disagree with the following sentences. (Beaton, 
Funk, & Alexandris, 2009) (7-point Likert-scale, 1 = Strongly disagree, 7 = Strongly agree) 
 
Pleasure 
Watching NBA offers me relaxation when pressures build up. 
Watching NBA is one of the most satisfying things I do.  
I really enjoy watching NBA. 
Compared to other sports, watching NBA is very interesting. 
 
Centrality 
I find a lot of my life organized around NBA. 
Watching NB has a central role in my life. 
I enjoy discussing NBA with friends. 
A lot of my time is organized around NBA. 
 
Sign 
Watching NBA says a lot about who I am. 
You can tell a lot about a person by seeing them watching NBA. 
When I watch NBA I can really be myself. 
When I watch NBA, other see me the way they want to see me. 
 
 
Q17 Please indicate how much you agree or disagree with the following sentences. (Trail & 
James, 2001) (7-point Likert scale; 1 = Strongly disagree, 5 = Strongly agree)  
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Achievement 
I feel like I have won when my favorite NBA team wins. 
I feel a personal sense of achievement when my favorite NBA team does well. 
I feel proud when my favorite NBA team plays well. 
 
Acquisition of Knowledge 
I regularly track the statistics of my favorite NBA player. 
I usually know my favorite NBA team’s win/loss record. 
I read the box scores and my favorite NBA team’s statistics regularly. 
 
Aesthetics 
I appreciate the beauty inherent in the NBA game. 
There is a certain natural beauty of the NBA game for me. 
I enjoy the gracefulness associated with the NBA game. 
 
Drama 
I enjoy the drama of a “close” NBA game. 
I prefer a “close” NBA game rather than a “one-sided” NBA game. 
An NBA game is more enjoyable to me when the outcome is not decided until the very end. 
 
Escape 
NBA games represent an escape for me from my day-to-day activities. 
NBA games are a great change of pace from what I regularly do. 
I look forward to the NBA games because it means I have something different to do. 
 
Family 
I like watching NBA games with my family. 
I like watching NBA games with my spouse. 
I like watching NBA games with my children. 
 
Physical Attraction 
I enjoy watching those NBA players who are physically attractive. 
The main reason that I watch NBA is because I find NBA players attractive. 
An individual player’s “sex appeal” is a big reason why I watch NBA. 
 
Physical Skills 
The physical skills of NBA players are something that I appreciate. 
Watching a well-executed athletic performance is something I enjoy. 
I enjoy a skillful performance by an NBA team. 
 
Social Interaction 
For me, interacting with other fans is a very important part of watching NBA games. 
I like to talk to other people sitting near myself when I watch NBA games. 
For me, NBA games are great opportunities to socialize with other people. 
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Q18 Please indicate how much you agree or disagree with the following sentence. (Fink, 
Trail & Anderson, 2002) (7-point Likert scale; 1 = Strongly disagree, 5 = Strongly agree) 
 
I buy my favorite NBA team’s clothing (T-shirts, caps, etc.). 
I can easily find my favorite NBA team’s “licensed” merchandise.  
I read about my favorite NBA team in the daily sport pages.  
I read magazines that have articles about my favorite NBA team.  
When I cannot attend my favorite NBA team’s game, I watch it on television if possible. 
I watch TV for news about my favorite NBA team.  
I follow my favorite NBA team on social media platforms (e.g., Twitter, Instagram).  
I follow the results of my favorite NBA team on social media platforms (e.g., Twitter).  
I attend my favorite NBA team’s games when I am available.  
I go to the social places (e.g., bars, restaurants) to watch my favorite NBA team playing their 
games. 
I play fantasy basketball on a regular basis.  
I have gambled on my favorite NBA team in the past year.  
I wear my favorite NBA team’s apparel on a regular basis.  
I follow my favorite NBA team’s statistics on a regular basis.  
 
 
Q19 With what gender, do you most closely identify? 
Female (1)  
Male (2)  
Other (3) Please Specify 
Prefer not to say (4) 
 
 
Q20 What is your race/ethnicity? 
African American/Black (1)  
Asian/Pacific Islander (2)  
Caucasian/White (3) 
Hispanic/Latino (4)  
Multiracial (5) 
Native American/American Indian (6)  
Other (7) Please Specify 
Prefer not to say (8) 
 
 
Q21 Which region of the United States are you from? 
New England (Connecticut, Maine, Massachusetts, New Hampshire, Rhode Island, and 
Vermont) 
Mid-Atlantic (New Jersey, New York, and Pennsylvania) 
East North Central (Illinois, Indiana, Michigan, Ohio, and Wisconsin) 
West North Central (Iowa, Kansas, Minnesota, Missouri, Nebraska, North Dakota, and South 
Dakota) 
South Atlantic (Delaware, Florida, Georgia, Maryland, North Carolina, South Carolina, Virginia, 
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District of Columbia, and West Virginia) 
East South Central (Alabama, Kentucky, Mississippi, and Tennessee) 
West South Central (Arkansas, Louisiana, Oklahoma, and Texas) 
Mountain (Arizona, Colorado, Idaho, Montana, Nevada, New Mexico, Utah, and Wyoming) 
Pacific (Alaska, California, Hawaii, Oregon, and Washington) 
Other (Please Specify) 
 
 
Q22 What is the highest degree or level of school you have completed? If currently 
enrolled, highest degree received. 
No schooling completed (1) 
Some high school, no diploma (2) 
High school graduate, diploma or the equivalent (3) 
College student (4) 
Undergraduate degree (5) 
Master’s degree (6) 
Doctoral degree (7) 
Other (8) Please Specify 
 
 
Q23 What is your employment status? 
Full time (1) 
Part time (2) 
Retired (3) 
Unemployed (4) 
Other (5) Please Specify 
 
 
Q24 What is your marital status? 
Divorced (1) 
Married or domestic partnership (2) 
Separated (3) 
Single, never married (4) 
Widowed (5) 
Other (6) Please Specify 
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