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ABSTRACT 

 Numerous variables have been found to influence sport consumption; however, 

research examining nationalism as a construct has yet to be fully examined.  The purpose 

of this study was to develop a scale to measure nationalism as a motive for sport fan 

consumption.  The proposed scale included 16 items and measured the nationalism as 

multidimensional construct (connection to countryman, national belonging and national 

pride).  The number of items per dimension ranged from three to nine (connection to 

countryman three items, national belonging four items and national pride nine items).   

Data was collected at the 2004 European Championships in Portugal to assess the validity 

and reliability of the proposed scale.  The sample included Dutch, English and 

Portuguese fans (N=481).  The sample was split so the scale could be purified.  The 

results of an exploratory factor analysis with Split 1 (n=240) revealed that the 16 items 

held together to represent one construct, nationalism.  Assessment of the item-to-item 

correlations and the squared multiple correlations led the researcher to delete items that 

were highly correlated and did not contribute more than chance to the variance accounted 

for.  The number of items in the scale was reduced to seven.  The Cronbach’s alpha score 

computed using Split two was 0.92.  The seven items were reasonably concluded to 

capture the essence of nationalism as a sport fan motive.  Implications and future research 

will assist sport marketing practitioners in gaining an enhanced understanding of today’s 

sport fan at an international sporting event (e.g., Olympics, World Cup).  
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CHAPTER 1 

INTRODUCTION 

Soccer and nationalism are two often discussed and at times controversial 

subjects.  Both inspire intense devotion, passion, emotion and frequently lead to 

confrontation.  Baseball may be considered the national team sport for the United States 

but depending on whom you are talking to, football may also be regarded as a national 

sport.  In Canada, the national team sport is ice hockey.  Throughout most of the world 

soccer is supreme and is often considered a given country’s national team sport. 

Soccer is much more than a game to the people who follow a national team; it is a 

way of life.  The presence of national flags, symbols, clothing and colors at a national 

team soccer game unite total strangers in a common bond of nationalism.  The 

relationship between soccer and nationalism appears to be very powerful in today’s 

world. Whether you are from Brazil, Holland, Japan, or Nigeria you are born with a 

national identity.  Soccer provides opportunities for people in a given country to 

collectively affirm their beliefs, values, and myths that are associated with their home 

nation. 

Soccer is the world’s most popular sport and countries all over the globe have 

used the sport as a way to unite, promote, and celebrate their nationalism.  For instance, 

fans of the Dutch national soccer team wear wooden shoes, fans of the Mexican national 

team wear sombreros, and fans of the Brazilian national team do the samba dance.  These 

examples illustrate how a sports team may serve as an object around which to promote 

and celebrate nationalism.  In other cases, during the 2002 World Cup held in South 

Korea/Japan, England changed a century old law regarding the opening time of pubs to 

accommodate the millions of loyal fans who enjoy watching the game over a pint with 

their fellow countrymen (www.bbc.co.uk).  At the 2002 World Cup, one South Korean 

fan stated that “nothing like this has happened since it’s independence in 1948,” in 

regards to the jubilant ‘red devil’ fan base who became one during South Korea’s 

magnificent run to the semi-finals (www.ESPNsoccernet.com).  In Croatia, 95% of the 

4.8 million Croats watched the national team beat Germany 3-0 in a quarterfinal match at 

the 1998 World Cup in France, one of Croatia’s finer moments since it gained 

independence in 1991 (www.cnnsi.com). 
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The relationship between soccer and nationalism appears to be very powerful and 

prevalent.  With the soccer field becoming an arena where developing and existing 

nations voice their national pride, nationalism may be considered a motive in 

understanding why fans consume the sport of soccer, and other sports for that matter.  

The current study seeks to add to the body of knowledge in sport management by 

furthering our understanding of sport consumer motives.  The purpose of this study was 

to develop a scale to measure nationalism as a motive of sport fan consumption. 

Nationalism as a Sport Consumption Motive 

Researchers have investigated reasons why individuals invest time and money to 

attend sporting events and support sports teams (Funk, Mahony, & Ridinger, 2002; Funk, 

Ridinger, & Moorman, 2003; James, 2002; James & Ridinger, 2002; Kwon & Trail, 

2001; Mahony, Nakazawa, Funk, James & Gladden, 2002; Milne & McDonald, 1999; 

Sloan, 1989; Trail, Fink, & Anderson, 2000; Trail & James, 2001; Trail, Robinson, Dick, 

& Gillentine, 2003; Wann, 1995; Wann, Schrader, & Wilson, 1999; Zillman, Bryant, & 

Sapolsky, 1989).  Much of the research to date has concentrated on motives such as 

aesthetics, entertainment, escape, drama, and vicarious achievement.  In addition, 

scholars have examined the relationship between fan motivation and other variables such 

as involvement, gender and race (Funk, Ridinger, & Moorman, 2004; Wann, Bilyeu, 

Brennan, Osborn, & Gambouras, 1999; Wiley, Shaw, & Havitz, 2000).  Researchers have 

not, however, examined nationalism as a motive for sport consumption. 

Nationalism as a motive for sport consumption is a topic of interest not only in an 

international setting but also for professional sporting leagues in the United States.  Many 

of the top professional athletes playing in the United States are from other countries.  

Playing in the National Basketball Association are Dirk Nowitzki from Germany and Yao 

Ming from China; Major League Baseball has Ichiro Suzuki from Japan and Sammy Sosa 

from the Dominican Republic.  Both the NBA and MLB see the potential of marketing 

their respective leagues overseas.  In 2004, the NBA tipped off their preseason with the 

Houston Rockets and Sacramento Kings traveling to China to play in two exhibition 

games played in Beijing and Shanghai (nba.com, 2004). Major League Baseball played 

its 2004 season opener between the New York Yankees and Tampa Bay Devil Rays in 

Tokyo, Japan (mlb.com, 2004).  When looking at these two examples, the influence of 
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nationalism is apparent.   The Chinese fans were there to see and support Yao Ming, 

while in Japan the fans were there to watch their countryman Hideki Matsui play for a 

world-renowned sporting franchise.   It is critical to examine what drives fans to consume 

their respective sports.  The current study provides a closer look at nationalism as it 

pertains to sport fan motivation. 

Purpose of the Study 

The purpose of this study was to develop a scale to measure nationalism as a 

motive of sport fan consumption.  Once developed, such a measure could then be used to 

ascertain the relative importance of nationalism as a motive for sport fan consumption, 

and potentially function as an important topic for promotional planning by sport 

marketers. 

Sport Consumption 

With revenues estimated to be $375 billion a year, the sporting industry ranks as 

the 11th largest in the United States (www.wharton.upenn.edu).  Better understanding 

what drives sport consumption is an important task for marketers.  Past research on sport 

consumption has focused in large part on the effects of economic factors, promotions, 

and residual preferences factors (e.g., scheduling of games, new arenas, accessibility) on 

attendance at sporting events, and has studied the relationship between sociodemographic 

and watching sports (Baade & Tiehen, 1990; Greenstein & Marcum, 1981; Hansen & 

Gauthier, 1989; Schofield, 1983; Zhang, Pease, Hui, & Michaud, 1995; Zhang, Smith, 

Pease & Jambor, 1997). 

In recent years, researchers have begun to understand the importance of 

addressing intrapersonal motives to understand today’s sport consumers (Funk, Mahony, 

Nakazawa & Hirakawa, 2001; Funk, Mahony & Ridinger, 2002; Kahle, Kambara, & 

Rose, 1996; Kolbe & James, 2000; Milne & McDonald, 1999; Trail & James, 2001; 

Wann, 1995).  Better understanding the role of intrapersonal motives in sport 

consumption is important because the association a fan forms with a particular sports 

team may go beyond just watching or attending events and lead an individual to foster a 

meaningful relationship with a particular team.  The current study was an initial effort to 

develop a measure of nationalism as a motive for sport consumption to further our 

understanding of the desire by individuals to consume sport directly or indirectly.  
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Operational Definitions 

Nationalism: devotion to one’s nation (Websters New World Dictionary, 1995). 

Nation: a group of people “possessing common and distinctive elements of 

culture, a unified economic system, citizenship rights for all member, a sentiment of 

solidarity arising out of common experiences, and occupying a common territory” 

(Smith, 1998, p.188). 

Sport fan: refers to someone who is enthusiastic about a particular sport team or 

athlete (Wann, 1995).  

Sport fan motivation: the internal force that directs behavior toward the 

fulfillment of needs of sport fans (Shank, 2002). 

 

Delimitations 

The study is delimited to: 

1. Dutch, English and Portuguese fans that attended the 2004 European 

Championships in Portugal were examined. 

2. The subjects were randomly chosen before the start of the country’s match 

(England vs. France, England vs. Switzerland, Holland vs. Germany, Holland vs. 

Czech Republic and Portugal vs. Russia). 

 

Limitations 

The study was limited in that the: 

1. The investigator was unable to speak Dutch or Portuguese if the participant had 

 any additional questions concerning the survey. 

 

Assumptions 

The study is based on the following assumptions: 

1. The instrument used in the study was clear and understandable for the  

 participants. 

2. The subjects completed the questionnaire honestly and accurately. 
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Significance of the Study 

 Sport is a dominant presence in society.  The NFL averages $2.2 billion annually 

from its multi-network contract that runs through 2005, and the NBA hopes to average 

$756 million annually from Time-Warner’s Turner Broadcasting and from Disney’s ABC 

and ESPN for nationally broadcast and cable television games through 2008 (Ashwell & 

Hums, 2004).  Television enables consumers to consume sport indirectly.  At the same 

time consumers are spending their hard earned dollars to consume sports directly.  

According to the Sports Business Journal (1999) consumers spent $10.47 billion on 

general admission gate receipts to an organized sporting event. 

 Sponsors also have realized that major international sporting events such as the 

Olympic Games and the World Cup attract millions of spectators, and have significantly 

increased their sponsorship dollars to be part of the prestigious events in order to reach 

existing and potential consumers.  Coca-cola’s worldwide expenditures for the Atlanta 

Games were as high as $650 million (Precision Marketing, 1996), and their expenditures 

for the 1998 World Cup in France were estimated to be $250 million (Adweek, 1998).   

Why are companies willing to pay this enormous amount of money?  What drives fans to 

consume the Olympics or the World Cup?  Sports marketers always look for different 

ways to promote their team, league and/or event.  This is why we need to continue to 

conduct research to understand motives for consuming sport. 

 The goal of this study was to introduce a new measure for a specific motive that 

will assist practitioners in the sport industry.  The results provide an instrument to 

accurately assess nationalism as a motive for sport consumption.  Developing a valid and 

reliable measure of nationalism will enable researchers and practitioners to assess the 

strength of nationalism as a motive, and its importance as a motive for consuming sport 

relative to other constructs. 
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CHAPTER 2 

LITERATURE REVIEW 

 While many different motives have been tested to better understand sport fan 

consumption (Funk, Mahony & Ridinger, 2002; Milne & McDonald, 1999; Trail & 

James, 2001; Wann, 1995), one factor that remains constant is the need for future 

researchers to continue adding to the existing body of knowledge regarding an 

understanding of sport fan consumption.  From the perspective of a sports marketer, it is 

important to realize what motivational factors lead consumers to the core product.  For 

the fans, it is important to understand the various motivational factors that lead to their 

own decision in consuming the product.  The importance of sport varies from individual 

to individual.  It plays little or no role in the lives of some people, but for others it plays a 

part in the very nature of their existence.  The social phenomenon of sports leads many to 

consume sport; as a researcher it is vital to recognize that many individuals consume 

sport because they see the regard sport and sports teams as instruments to promote their 

national pride and unity. 

 President Gerald Ford described sport, “as uplifting to a nation’s spirit as a 

battlefield victory” (www.tennisontheline.org, 2002).  The relationship between sport and 

nationalism can be traced back to the formation of the modern Olympic Games in 1896.  

According to Coakley (1998) nations have used the Olympics as a vehicle for their own 

non-sporting agendas.  Also, athletes have also found themselves subjected to the 

political interests of their host nations (Cronin, 1997).  The 1936 Olympic Games held in 

Berlin provides an excellent example of the use of sport as a platform to showcase 

German nationalism.  Hitler attempted to use the 1936 Olympic Games as a way to 

promote his propagandist views that the Aryan race was deemed superior in all facets of 

athletic competition, only to be proven wrong by a black American sprinter named Jesse 

Owens, who went on to break three world records on route to winning four gold medals 

(Hargreaves, 1992). Other moments in sports history that have captured the very essence 

of nationalism include the 1980 Olympic Games in Moscow, where many countries, 

including the United States performed a political boycott of the Games due to the 

Soviet’s invasion of Afghanistan.  The political boycott of the Moscow games led the 

Soviet Union to retaliate four years later by not attending the 1984 Olympic Games held 
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in Los Angeles.  As the preceding examples illustrate, nationalism is intimately 

connected to sports.  The following review examines the study of sport consumer motives 

in general, then the concept of nationalism as a specific sport consumer motive. 

 

Sport Fan Motives  

Prior to considering nationalism as a sport consumer motive, a thorough review of 

the research on sport consumer motives and the scales developed to measure said motives 

are needed.  In attempt to understand the desire to consume sport, sport management 

researchers have developed scales that have often been manipulated depending on the 

sporting event that was being studied.  Table 2.1 lists the scales that have been developed 

and the motives researchers have tested through efforts to better understand sport fan 

consumption. 
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Table 2.1 Developed Scales to Understand Sport Fan Consumption 

Scale 
Developed 

Researcher(s) Number 
of Items 

Motives Measured 

Sport Fan 
Motivation 

Scale (SFMS) 

Wann (1995) 23 (1) aesthetic, (2) economic, (3) entertainment, (4) 
escape, (5) eustress, (6) family, (7) group 
affiliation, (8) self-esteem 

Motivation of 
the Sport 
Consumer 

(MSC) 

Milne & 
McDonald 

(1999) 

37 (1) achievement, (2) aesthetics, (3) affiliation, (4) 
aggression, (5) competition, (6) risk-taking, (7) 
social facilitation, (8) self-actualization, (9) self-
esteem, (10) skill mastery, (11) stress reduction, 
(12) value development 

Motivation 
Scale of Sport 
Consumption 

(MSSC) 

Trail & James 
(2001) 

27 (1) achievement, (2) acquisition of knowledge, (3) 
aesthetics, (4) drama/eustress, (5) escape, (6) 
family, (7) physical attractiveness, (8) physical skill 
of participants, (9) social interaction 

Sport Interest 
Inventory (SII) 

Funk, 
Mahony, 

Nakazawa & 
Hirakawa 

(2001) 

30 (1) aesthetic, (2) drama, (3) excitement, (4) interest 
in player, (5) interest in soccer, (6) interest in team, 
(7) national pride, (8) social opportunities, (9) 
support for women’s opportunities, (10) vicarious 
achievement   

Sport Interest 
Inventory (SII) 

Funk, 
Mahony & 
Ridinger 
(2002) 

54 (1) aesthetic, (2) drama, (3) excitement, (4) interest 
in player, (5) interest in soccer, (6) interest in team, 
(7) national pride, (8) social opportunities, (9) 
support for women’s opportunities, (10) vicarious 
achievement, (11) players as role models, (12) 
entertainment value, (13) bonding with family, (14) 
wholesome environment   

Sport Interest 
Inventory (SII) 

Funk, 
Ridinger & 
Moorman 

(2003) 

90 (1) interest in sport, (2) bonding with friends, (3) 
drama, (4) bonding with family, (5) aesthetics, (6) 
customer service, (7) excitement, (8) entertainment 
value, (9) sport knowledge, (10) vicarious 
achievement, (11) escape, (12) wholesome 
environment, (13) socialization, (14) interest in 
team, (15) community pride, (16) support women’s 
opportunities, (17) role models, (18) interest in 
players 

J. League 
Spectator Scale 

Mahony, 
Nakazawa, 

Funk, James 
& Gladden 

(2002) 

28 (1) drama, (2) vicarious achievement, (3) 
aesthetics, (4) team attachment, (5) player 
attachment, (6) sport attachment, (7) community  
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One of the earliest attempts to introducing a scale to measure fan motivation was 

done by Wann (1995) with his development of the Sport Fan Motivation Scale (SFMS).  

The SFMS included eight motivational factors: (1) aesthetic, (2) economic, (3) 

entertainment, (4) escape, (5) eustress, (6) family, (7) group affiliation, and (8) self-

esteem.  Wann tested a sample of college students and found that male fans tended to 

have a higher level of aesthetic, escape, eustress, entertainment and self-esteem 

motivation, while females scored higher on the family motive. 

For further investigation of the validity and reliability of the SFMS, Wann, 

Schrader and Wilson (1999) designed a set of three studies.  The first study was designed 

to examine the factor structure of the SFMS using a sample that was more heterogeneous 

than previous samples.  The outcome indicated that the reliability of the factor structure 

remained.  Study two investigated the relationship between preferences for a specific type 

of sport (i.e., individual versus team, and aggressive versus non-aggressive) and their 

scores on the SFMS subscales.  The authors found the participants that preferred 

individual sports scored higher on the aesthetic subscale than those with a preference for 

team sports, while those with a preference for team sports scored higher on the eustress 

and self-esteem subscale.  In addition, fans with a preference for non-aggressive sports 

scored higher on the aesthetic subscale than those with a preference for aggressive sports, 

while fans with a preference for aggressive sports scored higher on the economic 

subscale.  The third study supported the hypothesis that individuals with intrinsic athletic 

motivation are also intrinsically motivated as fans, while those fans that had an extrinsic 

athletic motivation tend to be extrinsically motivated as fans.    

Milne and McDonald (1999) introduced the Motivation of the Sport Consumer 

(MSC) scale which was quite similar to Wann’s (1995) scale.  However, the MSC scale 

included twelve motivational factors compared to Wann’s eight. The factors were 

distributed into four different categories: (1) mental well being, (2) social, (3) personal 

and (4) sport based.  The mental well being factor consisted of the following motivational 

constructs: self-actualization, self-esteem and value development.  The social factor 

consisted of social facilitation and affiliation.  The personal factor consisted of skill 

mastery, aesthetics and stress release.  The fourth category sports based involved risk-

taking, aggression, competition and achievement.  The results suggested that sport based 
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needs were important in explaining sport spectating (in person), media consumption and 

sports watched.  The authors concluded that the group most likely to watch and listen to 

sports was the personal needs group.      

Trail and James (2001) reviewed existing measurement tools used in previous 

studies to assess motivations geared to sport fans.  In critiquing Wann’s (1995) Sport Fan 

Motivation Scale (SFMS), the authors expressed several concerns related to validity.  

One of the major concerns was the scale’s content validity - was the scale accurately 

measuring the designated concepts set forth?  For example, when analyzing Wann’s 

scale, his wording of statements made it unclear whether the individual was watching, 

discussing, or reading about their favorite team being measured.  Another critique was 

Wann’s “economic” label.  This factor clearly asks for the betting or wagering on sports 

not about the economic influence (e.g., recession). 

Trail and James (2001) also noted limitations with the scale developed by Milne 

and McDonald (1999).  One concern with the scale was the failure to discern among 

motives for fans and participants.  Trail and James (2001) noted that there were motives 

for participation that were not applicable to spectators.  For example, skill mastery, risk-

taking, and stress reduction.  Overall, the content validity was good on the subscales that 

were applicable to spectators, as long as the subscales specific to participation were 

removed. 

Trail and James (2001) developed the Motivation Scale for Sport Consumption 

(MSSC).  The MSSC contained 27 items representing nine motivational factors.  The 

nine factors are: (1) achievement, (2) acquisition of knowledge, (3) aesthetics, (4) 

drama/eustress, (5) escape, (6) family, (7) physical attractiveness of participants, (8) the 

quality of physical skill of the participants and (9) social interaction.  Experts in the field 

were asked to evaluate the entire scale and based upon the feedback received; several 

items were revised prior to administration.  The MSSC improved upon the content of 

Wann’s (1995) Sport Fan Motivation Scale and Milne and McDonald’s (1999) 

Motivations of Sport Consumers scale by incorporating the best aspects and by 

establishing content validity similar to that of earlier scales.  Overall, the MSSC was 

found to be a more reliable measure of sport fan consumption than previous scales 

rendered. 
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Funk, Mahony, Nakazawa, and Hirakawa (2001) used the prior scales mentioned 

to develop the Sport Interest Inventory (SII).  The SII combined 30 items with the 

purpose of measuring 10 motives of spectators attending the 1999 Women’s World Cup.  

The motives included in the SII are: (1) drama, (2) vicarious achievement, (3) aesthetic, 

(4) interest in team, (5) interest in player, (6) national pride, (7) excitement, (9) social 

opportunities and (10) support for women’s opportunities. The study was conducted 

during the opening round of the competition, 1303 spectators participated in the study.  

The findings revealed that six of the ten motives predicated 34% of the variance in 

interest in attending the tournament.  The six motives that were statistically significant 

were: (1) interest in team, (2) interest in soccer, (3) vicarious achievement, (4) drama, (5) 

excitement and (6) support for women’s opportunities. 

To further extend and improve the SII (Funk et al., 2002), Funk Mahony and 

Ridinger (2002) proposed that four additional factors be measured based on spectator’s 

recommendations that were collected in the first study (Funk et al., 2001).  The four 

additional factors were: (1) players as role models, (2) entertainment value, (3) bonding 

with family and (4) wholesome environment.  A study was conducted after the 1999 

Women’s World Cup, in a sanctioned tournament sponsored by Nike called the U.S. Nike 

Cup.  The results yielded that 54% of interest in the United States women’s national team 

were related to the following five factors: (1) interest in team, (2) interest in soccer, (3) 

entertainment, (4) vicarious achievement, and (5) players as role models. 

To further expand on sport consumption scale development, Funk, Ridinger and 

Moorman (2003) improved the SII to include a total of 18 motives: (1) interest in sport, 

(2) bonding with friends, (3) drama, (4) bonding with family, (5) aesthetics, (6) customer 

service, (7) excitement, (8) entertainment value, (9) sport knowledge, (10) vicarious 

achievement, (11) escape, (12) wholesome environment, (13) socialization, (14) interest 

in team, (15) community pride, (16) support women’s opportunities, (17) role models and 

(18) interest in players.  Season ticket holders and single game attendees of a Women’s 

National Basketball association (WNBA) team were sampled.  The Confirmatory Factor 

Analysis (CFA) revealed the data collected was a good fit for the measurement model. 

In another attempt to develop a measurement scale to examine fan motivation was 

done by Mahony, Nakazawa, Funk, James, and Gladden (2002).  They suggested that the 
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following seven motives be tested: (1) drama, (2) vicarious achievement, (3) aesthetics, 

(4) team attachment, (5) player attachment, (6) sport attachment and (7) community 

pride.  Their study examined the motives of fans attending Japanese league soccer games.  

Data collected revealed a reasonable internal consistency for the seven motives ranging 

from .70 to .87.  It was suggested by the authors that the motives of J. League spectators 

are related to the length of time they have spent as a fan and the number of games they 

have attended. 

It is important to acknowledge the previous scales that have been developed in 

order to understand what motives have been tested to understand sport fan consumption.  

However, the purpose of this study was to introduce a new construct to explain what 

motivates fans to consume sport, in order to do so it is important to take a closer look at 

the motives that have been studied by various researchers in order to understand why the 

proposed construct (nationalism) should be measured in future studies.  Table 2.2 lists 

each specific motive that has been measured by the various scales. 
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Table 2.2 Motives Measured 

Motive Measured Researcher(s)/Scale 

Achievement (Vicarious) Milne & McDonald (1999)- MSC 
Trail & James (2001)- MSSC 
Funk, Mahony, Nakazawa & Hirakawa (2001)- SII 
Funk, Mahony, & Ridinger (2002)- SII 
Funk, Ridinger & Moorman (2003)- SII 
Mahony, Nakazawa, Funk, James & Gladden (2002)- J. League 

Acquisition of Knowledge 
(Sport Knowledge) 

Trail & James (2001) 
Funk, Ridinger & Moorman (2003)- SII 

Aesthetic Wann (1995)- SFMS 
Milne & McDonald (1999)- MSC 
Trail & James (2001)- MSSC 
Funk, Mahony, Nakazawa & Hirakawa (2001)- SII 
Funk, Mahony, & Ridinger (2002)- SII 
Funk, Ridinger & Moorman (2003)- SII 
Mahony, Nakazawa, Funk, James & Gladden (2002)- J. League 

Affiliation Wann (1995)- SFMS 
Milne & McDonald (1999)- MSC 

Aggression Milne & McDonald (1999)- MSC 

Competition Milne & McDonald (1999)- MSC 
Community (Pride) Funk, Ridinger & Moorman (2003)- SII 

Mahony, Nakazawa, Funk, James & Gladden (2002)- J. League 
Customer Service Funk, Ridinger & Moorman (2003)- SII 

Drama/Eustress Wann (1995)-SFMS 
Trail & James (2001)- MSSC 
Funk, Mahony, Nakazawa & Hirakawa (2001)- SII 
Funk, Mahony, & Ridinger (2002)- SII 
Funk, Ridinger & Moorman (2003)- SII 
Mahony, Nakazawa, Funk, James & Gladden (2002)- J. League 

Economic Wann (1995)-SFMS 

Entertainment Wann (1995)-SFMS 
Funk, Mahony, & Ridinger (2002)- SII 
Funk, Ridinger & Moorman (2003)- SII 

Escape Wann (1995)-SFMS 
Trail & James (2001)- MSSC 
Funk, Ridinger & Moorman (2003)- SII 

Excitement Wann (1995)-SFMS 
Funk, Mahony, Nakazawa & Hirakawa (2001)- SII 
Funk, Mahony, & Ridinger (2002)- SII 
Funk, Ridinger & Moorman (2003)- SII 
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Table 2.2 (cont.) 

Family  
(Bonding with Family) 

Wann (1995)-SFMS 
Trail & James (2001)- MSSC 
Funk, Mahony, & Ridinger (2002)- SII 
Funk, Ridinger & Moorman (2003)- SII 

Interest in Player(s) 
(Player Attachment) 

Funk, Mahony, Nakazawa & Hirakawa (2001)- SII 
Funk, Mahony, & Ridinger (2002)- SII 
Funk, Ridinger & Moorman (2003)- SII 
Mahony, Nakazawa, Funk, James & Gladden (2002)- J. League 

Interest in Soccer Funk, Mahony, Nakazawa & Hirakawa (2001)- SII 
Funk, Mahony, & Ridinger (2002)- SII 

Interest in Sport 
(Sport Attachment) 

Funk, Ridinger & Moorman (2003)- SII 
Mahony, Nakazawa, Funk, James & Gladden (2002)- J. League 

Interest in Team 
(Team Attachment) 

Funk, Mahony, Nakazawa & Hirakawa (2001)- SII 
Funk, Mahony, & Ridinger (2002)- SII 
Funk, Ridinger & Moorman (2003)- SII 
Mahony, Nakazawa, Funk, James & Gladden (2002)- J. League 

National Pride Funk, Mahony, Nakazawa & Hirakawa (2001)- SII 
Funk, Mahony, & Ridinger (2002)- SII 

Physical Attractiveness Trail & James (2001)- MSSC 

Physical Skill of 
Participants 

Trail & James (2001)- MSSC 
 

Players as Role Models Funk, Mahony, & Ridinger (2002)- SII 
Funk, Ridinger & Moorman (2003)- SII 

Risk-Taking Milne & McDonald (1999)- MSC 

Self-Actualization Milne & McDonald (1999)- MSC 
Self-Esteem Wann (1995)-SFMS 

Milne & McDonald (1999)- MSC 
Skill Mastery Milne & McDonald (1999)- MSC 

Social Facilitation Milne & McDonald (1999)- MSC 

Social Interaction 
(Bonding with Friends) 

Trail & James (2001)- MSSC 
Funk, Ridinger & Moorman (2003)- SII 

Social Opportunities 
(Socialization) 

Funk, Mahony, Nakazawa & Hirakawa (2001)- SII 
Funk, Mahony, & Ridinger (2002)- SII 
Funk, Ridinger & Moorman (2003)- SII 

Stress Reduction Milne & McDonald (1999)- MSC 

Support for Women’s 
Opportunities 

Funk, Mahony, Nakazawa & Hirakawa (2001)- SII 
Funk, Mahony, & Ridinger (2002)- SII 
Funk, Ridinger & Moorman (2003)- SII 

Wholesome Environment Funk, Mahony, & Ridinger (2002)- SII 
Funk, Ridinger & Moorman (2003)- SII 

Value Development Milne & McDonald (1999)- MSC 
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Being able to study nationalism as a sport fan motive is very important because it 

is a construct that has not been tested but clearly is present at sporting events around the 

world.  Researchers have not fully examined the potential of nationalism as a sport 

consumer motive.  The only North American study that has come close to examining the 

construct was completed by Funk, Mahony and Ridinger (2002); they examined the 

notion of national pride.  The article by Funk et al. (2002) examined different 

motivational factors to better understand the fan support for the United States Women’s 

national team.  The study was done after the United States won the 1999 Women’s World 

Cup, which was held in the United States.  The survey had 42 items measuring 14 

individual factors, including national pride.  Each factor was represented with three 

items. Table 2.3 lists the items used to measure national pride. 

Table 2.3 Items used to measure National Pride, Funk et al. (2002) 

National Pride 

I attend the U.S Cup to support my country’s team. 

When my country’s team wins, I feel proud to be a citizen. 

Patriotism is a big reason I attended the U.S. Cup. 
 

The authors did a good job presenting researchers with potential new factor; 

however, after examining the items believed to represent national pride, Funk et al. 

(2002) suggested that the items be reworded to increase predictive validity.  The study 

was done on a very small scale to understand the implications of national pride as a fan 

motive to attend a women’s national soccer game.  The authors only concentrated on fans 

who attended one women’s national team game; in addition the game was a sponsored 

event by Nike, and the desired outcome of the match did not have any consequences, 

compared to playing in the World Cup.  And, as noted by the authors, additional work is 

needed to improve the proposed national pride construct. 

One concern with the results reported by Funk et al. (2002) is that the ‘national 

pride’ construct does not fit well with the audience that was surveyed.  The United States 

Women’s National Team was a new phenomenon to hit the front pages of America in 

1998.  There was no sense of history or culture behind the team to foster some type of 

national pride.  I speak from experience because I was employed by the 1999 Women’s 

World Cup as an account representative for the Giants Stadium venue.  When I talked to 
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people concerning the tournament many were not familiar with the United States 

National Team let alone the World Cup.  I found myself educating many consumers 

about the magnitude of the event and why they should consider being part of the event. 

Also, in sales meetings the notion of national pride was rarely discussed; the focus of the 

promotional activities was getting the message across that the World Cup was a major 

sporting event that was being showcased in our own backyard, featuring the best female 

athletes (e.g., Mia Hamm, Julie Foudy).  It was highly stressed that the mission of the 

1999 Women’s World Cup was to stage a breakthrough event for women’s sports and to 

inspire the next generation of female athletes. 

National pride is a construct that needs to be more fully developed.  The concept 

of national pride, or nationalism more broadly, is more than a type of felt good will.  The 

work by Funk et al. (2002) is helpful in the sense that the authors recognized that national 

pride should be considered a sport consumer motive. The current study examined the 

nationalism construct, which included items related to national pride and items pertaining 

to national belonging and a felt sense of connection to countryman.  As noted in the 

following section, nationalism is believed to be a multidimensional construct that 

includes a sense of pride, belonging, and connection. 

Nationalism 

Origin 

 The term nationalism is not as straightforward as it may seem.  Nationalism is a 

complex and overwhelming concept.  It is complex and overwhelming because the term 

is notoriously hard to define.  Nationalism has been the subject of much scholarly debate.   

Library shelves are filled with volumes on the subject matter and there are ongoing 

discussions regarding nationalism on university campuses and through media outlets 

(radio, newspaper, TV, Internet) around the world.  According to Sugar (1995), there is 

no definition of nationalism that covers all aspects of its manifestation, or has gained any 

general acceptance.  In accordance with Sugar (1995), Canovan (1996) writes, “...as all 

commentators on nations and nationalism agree, this is a subject on which it is 

extraordinarily hard to get a conceptual grip” (p.50).  Kamenka (1993) writes, 

“…nationalism, has a positive side and a negative side: it can be democratic or 

authoritarian, backward-looking or forward looking, socialist or conservative, secular or 
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religious, generous or chauvinist” (p.85).  To achieve a better understanding of 

nationalism, a brief background on the origin of the concept is needed. 

“If they want to survive, people must live in groups.  This gathering together is a 

precondition for the development of nationality” (Sugar, 1994, p.4).   Throughout history 

the pronouns ‘we’ and ‘they’ have been used to provide differentiation among groups.  

Sugar (1995) writes, “Before the advent of nationalism, society had been organized 

according to estate, class, profession, language and religion” (p. 6).  The 18th century was 

considered pre-nationalist, it was considered the age of cosmopolitanism, when all people 

were considered ‘brothers of humanity,’ and when many intellectuals considered the 

emerging idea of nationalism to be a negative force.  Lessing called it the ‘big sickness’; 

Goethe referred to it as a ‘useless striving’; and Herder characterized it as ‘foolish pride’ 

(Stromberg, 1994).   Nationalism was just an idea, more like a literary creation, and it 

interested the intellectuals more than the masses (Stromberg, 1994). 

In was in the 19th century when nationalism played a contagious role in Europe.  

During the time of the French revolution nationalism was first introduced.  It is necessary 

to emphasize “the French revolution itself contained a strong nationalist component, 

drawing together the whole land from various provinces of the highly feudalized country” 

(Stromberg, 1994, p.23).  Nationalism introduced equality in class divided societies not 

only in France, but also throughout the world in the coming years.  In the view of the 

founding fathers, Rousseau, Fichte, Korais, and Mazzini, the ideological movement of 

nationalism brought together the vital aspirations of the modern world: for autonomy and 

self-government, for unity and autarchy, and for authentic identity (Hutchinson & Smith, 

1994). 

Throughout the 19th century the idea of a group consciousness remained the same, 

but the nature and expression of nationalism changed.  “For at least the first half of the 

nineteenth century nationalism was liberal, progressive, and democratic” while the 

second half brought along excessive traits.” (Stromberg, 1994, p.69).  In the period from 

1848 through World War I, nationalism gained new characteristics, such as hatred and 

exclusion.  Germans saw themselves above other nations, making the emergence of 

xenophobia prevalent.  The new negative characteristics associated with nationalism and 

the emergence of Hitler’s Nazi Germany in the coming years saw the term nationalism as 
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a disgusting and destructive term.  In earlier years nationalism was seen as a positive term 

leading the common people against the monarchial forces to the integration of a nation; 

however, the transformation of the term has led nations to engage in civil war and 

commit horrific crimes of genocide.  It should be noted that nationalism has played a 

pivotal role in the fragmentation of the former Yugoslavia, Czechoslovakia and the 

Soviet Union. 

Nation 

In an effort to better understand the concept of nationalism, greater importance is 

stressed on clearly defining the term ‘nation’; without this association nationalism cannot 

exist.  Smith (1998), the most prolific and perhaps the most influential writer on 

nationalism, defines nation as a group of people “possessing common and distinctive 

elements of culture, a unified economic system, citizenship rights for all members, a 

sentiment of solidarity arising out of common experiences, and occupying a common 

territory” (p.188). 

According to Tamir (1995), a nation is a “community whose members share 

feelings of fraternity, substantial distinctiveness and exclusivity, as well as beliefs in a 

common ancestry and continuous genealogy” (p. 425).  In addition, Haas (1986) believes 

“a nation is a socially mobilized body of individuals, believing themselves to be united 

by some set of characteristics that differentiate them (in their own minds) from outsiders, 

striving to create or maintain their own state” (p.726).  Also, Poole (1999) proclaims “the 

nation is a whole which gives meaning to their lives, and it is for this reason that it often 

inspires them to act in ways which are inconsistent with the demands of formal 

consistency or instrumental reasoning.  For the nationalist, the nation is not a means, but 

a meaning” (p.22-23).   Benedict Anderson (1991) implies the same idea, identifying the 

nation as an ‘imagined community,’ he indicates, “it is imagined because the members of 

even the smallest nation will never know most of their fellows, meet them, or even hear 

of them, yet in the minds of each lives the image of their communion” (p.5).  

After analyzing the proposed definitions by academic scholars for the term 

‘nation’, one may conclude that the term has a variety of interpretations leading to the 

same sentiment, that the nation is composed of members who share in the same common 

characteristics such as language, geographical territory, ethnicity and religion. With this 
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understanding of the term ‘nation’, it is possible to explore the term nationalism as it 

pertains to the overall thesis of this paper.  The aim is to propose a working definition of 

the term nationalism and to understand its importance to the people of a given nation.  

According to Evans and Newnahm (1998) the term nationalism is used in two 

senses.  The first being that nationalism seeks to identify a behavioral entity, this being 

the nation and thereafter seeks to pursue a certain political and cultural goals on behalf of 

it.  In the second usage, nationalism is a sentiment of loyalty toward the nation, which is 

shared by the people.  Connor (1994) defines nationalism as “loyalty to the ethnic group” 

(p.40).  Smith (1998) states “nationalism is an ideological movement for the attainment 

and maintenance of self-government and independence on behalf of a group, some of 

whose members conceive it to constitute an actual or potential nation” (p.188).  

 According to Snyder (1990), nationalism is the condition of the mind, feeling, or 

sentiment of a group of people living in a well-defined geographical area, speaking a 

common language, possessing a literature in which the aspirations of the nation have 

been expressed, and in some cases, having a common religion.  Guibernau (1996) sees 

nationalism as a sentiment of belonging to a community whose members identify with a 

set of symbols, beliefs and ways of life and have the will to decide upon their common 

political destiny. Bogdan Denitch (1994), observed that, “nationalism is a thing of 

passion and emotion and is therefore postrational and postuniversalist; it is meant to be 

felt and believed and not coldly analyzed” (p. 172).   

The definitions that have been proposed to understand nationalism include the 

common thread that there is loyalty amongst the people of a given nation.  The people of 

that given nation work towards developing a nation that they can call their own, sharing 

in a common language, common beliefs, common territory and providing a sense of 

belonging.  The sense of belonging suggests that nationalism may be regarded as a type 

of social identity. According to Tajfel (1978), a social identity is “…that part of an 

individual’s self-concept which derives from his knowledge of his membership in a social 

group (or groups) together with the value and emotional significance attached to that 

membership” (p.63).  The feelings of membership and belonging to one’s own group are 

vital characteristic of nationalism, which lead people of a given nation to act upon 

feelings of national pride.  When we are part of a given nation, we take pride in 
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accomplishment achieved by our fellow countrymen.  Many Brazilians identify with the 

Brazilian national team, which is considered to be the best in the world in soccer. Even 

though the average citizen of Brazil is not playing for the Brazilian national team s/he 

experiences an identity leading them to foster sentiments of nationalism.  The sense of 

belonging leads many to have feelings of passion and emotion toward their nation, which 

untimely leads to the sentiments of nationalism being fostered amongst its members. 

These ideas lead to the conclusion that nationalism may be comprised of several 

dimensions, including pride (passion and emotion), belonging (group consciousness), and 

connection (unity). 

The passion and emotion associated with nationalism are similar to the feelings of 

passion and emotion associated with sport.  It is reasonable to conclude, therefore, that 

nationalism may work to reinforce a sense of unity and belonging among sport fans.  

Nationalism provides people with a group consciousness and fosters a sense of belonging 

among the people at a sporting event.  It gives people something to believe in; it unites 

and connects them. 

Nationalism in Sport 

Before we get into the discussion of nationalism as it pertains to sport, it is 

important to point out, according to Cronin and Mayall (1998), “sport can not win 

territory or destroy an opposing ideology or religion which the nation seeks to demonize” 

(p.2).  However, throughout the twentieth century sport has been one of the most valuable 

weapons for nationalists (Hoberman, 1984).  Kellas (1991) writes, “the most popular 

form of nationalist behavior in many countries is in sport, where masses of people 

become highly emotional in support of their national team” (p.21) 

Throughout history, sport has been widely acclaimed as a unity-building agent 

and as an object for individuals to connect with.  When examining nationalism it is 

important to recognize that sport is a unique vehicle through which citizens from a nation 

which may seem different based on appearance, socioeconomic indicators, gender, 

speech, etc., are drawn together around a single object, a sports team. Nationalism is 

apparent and evident in sport today (i.e. World Cup, Olympics).  An example illustrating 

the presence of nationalism outside the sport of soccer would be the United States 

Olympic Hockey Team of 1980. Nationalism was likely an important factor in the 
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support for the team and the jubilation demonstrated in Lake Placid among America fans.  

The United States ice hockey team, a group of amateur athletes was able to do the 

unthinkable and beat the tournament favorite Soviet Union team at their own game, and 

advance to the finals and win Olympic gold.  In a time of political unrest in the Middle 

East and economic turmoil in the United States, this great moment in sports history was 

able to unite a nation with a new feeling of hope.  We can infer that the fans consumed 

that hockey game in part because of nationalism.   

Major sporting events such as the World Cup and the Olympic Games also aid in 

bolstering nationalism.  Before the start of a major international soccer match, both 

national anthems are played.  At the Olympics it is customary at the awards ceremony 

that the gold medal winner’s national flag is raised while the respective country’s 

national anthem is played.  Hearing the national anthem played for a world audience, and 

cheering on teams/representatives of one’s nation, provides a source of national pride for 

the individual fan proud.  The current study proposes that individuals may be motivated 

to watch or attend the Olympics, major soccer tournaments, or other sporting events in 

part by a sense of nationalism. 

Television ratings provide another piece of evidence demonstrating the crucial 

role nationalism plays in shaping viewing habits. Markovits and Hellerman (2001) found 

that viewership of any international sporting event sporting competition drops at least 

one-half, often more, whenever representatives of that country no longer participate in 

that event due to elimination, disqualification, or any other reason for departure.   

According to Bairner (2001) the topic of nationalism and sport has gone 

unnoticed by American researchers/scholars (with the exception of the work by Funk et 

al., 2002).  Bariner (2001), a leading scholar in the area of sport sociology has been 

consistently struck by the lack of interest shown by American colleagues in the 

relationship between sport and nationalism.  Bairner (2001) concluded that the Americans 

were more interested in sport and race, sport and gender, and the political economy of 

sport. Bairner (2001) contends that interest in other topics is one reason for America’s 

disinterest in the topic of nationalism and sport, “…it is because nationality is less of an 

issue for Americans than it is for most other people.” (p.91). One factor contributing to 
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the lack of interest in nationalism is that the sport of soccer is overshadowed by the other 

major sporting leagues (i.e. MLB, NBA, and NFL) in North America. 

The concept of nationalism has enjoyed a greater presence in soccer worldwide 

than any other sport (Markovits & Hellerman, 2001).  If you are from Chile, Holland or 

Mexico you are raised to take pride in the national soccer team.  At a Dutch National 

team game, the presence of flags, symbols, clothing and color unite total strangers in a 

common bond of fraternity and nationalism.  The feeling is so powerful that it is no 

surprise when soccer matches are used as political forums.  As was the case when El 

Salvador played against Honduras in 1969, for the right to compete at the 1970 World 

Cup in Mexico. Journalists dubbed the encounter in San Salvador as the “soccer war”.  

The game was not an actual cause of war between the two neighboring nations, but a 

long-standing dispute over a common border, Honduran resentment of El Salvador’s 

advantaged economic position within the Central American Common Market and most 

importantly a Honduran land reform policy that threatened to expel Salvadorian settlers 

living in Honduras and to redistribute their land to native-born Honduran citizens was 

(Montgomery, 1995; Rosenberg & Shepard, 1986).  It is no surprise, given the political 

tensions between the two nations the game was marred by violence.  According to media 

accounts, several Honduran fans were killed and a much larger number were injured.  

Cars were burned, Honduran fans were kicked and beaten and several women were 

raped.  Within a few hours the border was closed (Kapuscinski, 1990; White, 1973).  In 

the wake of that event, the Salvadoran Army on July 14th invaded Honduras beginning a 

war that lasted five days and left several thousand dead and at least 100,000 Salvadorans 

homeless (Montgomery, 1995). 

The soccer game between the two neighboring nations did not cause the war but it 

did inflame the passions that were already pushing Honduras and El Salvador toward 

conflict.  As Sugden and Tomlinson (1998) have argued, “Sport in general, and football 

[soccer] in particular have been proven to be significant theatres for the working up and 

expression of national identity, and its mobilized form, nationalism” (p.8).   Soccer 

continues to be the world’s most popular sport and countries all over the world have used 

soccer as a way to unite, promote, and celebrate their nationalism. 
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The current study proposes to examine nationalism as a sport consumer motive.  

As noted above, nationalism is thought to include three dimensions: belonging, 

connection and pride.  The first step in assessing whether nationalism is a sport consumer 

motive is to develop a valid and reliable instrument to measure the construct.  Before 

testing the proposed instrument, it was important to understand critical points pertaining 

to measurement theory. 

 

Measurement Theory 

A measurement tool must have essential characteristics before any significant 

degree of confidence can be placed in the precision of results obtained from the 

instrument.  These characteristics are referred to as measurement theory (Baumgartner & 

Jackson, 1982).  Detailed coverage of measurement theory is available in a wide range of 

textbooks on measurement, psychometrics, and research; the following material is 

presented to highlight the primary elements of the topic. 

Reliability 

 An essential characteristic for any instrument is its ability to measure a particular 

trait or quality consistently and objectively.  This characteristic is called reliability.  

Reliability is declared for the data to the extent that a test or measuring procedure yields 

the same or basically the same score for a person on two or more occasions, this is called 

internal consistency reliability (Baumgartner, Strong, & Hensley, 2002).  The consistency 

of items could also be tested by a test-retest approach, in which an individual responds to 

an item more than once in two different settings.  An example of testing reliability 

according to the test-retest approach would be having subjects complete a questionnaire 

in the month of June; three months later in the month of September have the same 

subjects complete a follow-up questionnaire that includes the items on the first 

questionnaire.  The results from the two questionnaires would then be compared.  

Overall, reliability is achieved when respondents provide the same answer on two or 

more occasions. 

 The most common way to measure reliability is with Cronbach’s alpha, which 

measures the internal consistency of items.  Cronbach's alpha is an index of reliability 

associated with the variation accounted for by the true score of the underlying construct. 
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The construct is the hypothetical variable that is being measured (Hatcher, 1994).   

Nunnally and Bernstein (1994) suggested the minimum acceptable level of the 

Cronbach’s alpha is .70.  The current study employed Cronbach’s alpha to assess the 

reliability of the scale assessing nationalism. 

Validity 

A second important element in measurement theory is validity.  An important 

issue to consider is whether a measurement instrument actually assesses what it is 

supposed to measure (Baumgartner & Jackson, 1982).  It is the responsibility of the 

researchers to gather the evidence to establish the validity of a measurement tool. 

Validity refers to the extent to which an empirical measure adequately reflects the 

real meaning of the concept under consideration (Babbie, 2004).  Validity is a vital and 

important characteristic of data (Baumgartner, Strong, & Hensley, 2002).  According to 

Babbie (2004) they are three types of validity: 1) criterion-related, 2) construct, and 3) 

content.  Criterion- related validity, sometimes called predictive validity, is based upon 

some external criterion.  For example, the predictive validity of the Graduate Record 

Examination (GRE) has shown its ability to predict students’ success in graduate school. 

Construct validity is the degree to which a measure relates to other variables as 

expected within a system of theoretical relationships (Babbie, 2004). Construct validity 

cannot generally be expressed in the form of a single simple coefficient. Cronbach and 

Meehl (1955) suggest that the investigation of a test’s construct validity is not essentially 

different from the general scientific procedures for developing and confirming theories.  

Many types of evidence are relevant to construct validity, including content validity, 

inter-item correlations, inter-test correlations, test-‘criterion’ correlations, studies of 

stability over time, and stability under experimental intervention. As such, construct 

validation is an ever-extending process of investigation and development (Cronbach, 

1971). 

Content validity is present when the items are about what you are measuring, and 

face validity is present when the items appear to be about what you are measuring.  

Content validity refers to how much a measure covers the range of meaning included in 

the concept (Babbie, 2004).  For example, a test of mathematical ability cannot be limited 

to addition alone but also needs to cover subtraction, multiplication, division and so forth 
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(Babbie, 2004).  To best develop a scale to capture the nationalism construct it is 

imperative that the wording of items be appropriate and clear to the subjects that 

participate in future studies.  The items chosen to be tested were obtained from expert 

opinion in the field and logical deduction by the researcher.  The use of experts to 

validate the items is an approach often used to obtain content validity (Lasser, Mittal & 

Sharma, 1995).  Content validity was closely examined in order to cover the overall 

meaning of the items that were developed to measure nationalism as a sport consumer 

motive.  This was an important step because subjects were from three participating 

nations, England, Holland and Portugal. 

Exploratory Factor Analysis 

Exploratory Factor Analysis (EFA) is a method of discovering the number and 

nature of latent variables that explain the variation in a set of measured variables.  In the 

process of conducting an EFA, several important decisions need to be made.  Three of the 

most important decisions concern which model to use, the number of factors to retain and 

the rotation method to be employed (Preacher & MacCallum, 2003).  Benefits of good 

decisions, based on sound statistical technique, solid theory, and good judgment, include 

substantively meaningful and easily interpretable results that have valid implications for 

theory or application (Preacher & MacCallum, 2003).  EFA was employed in the current 

study to determine whether the proposed items did represent the three dimensions 

believed to comprise nationalism.  The following chapter presents a review of the 

methodology employed to assess the validity and reliability of the scale purported to 

measure nationalism as a sport consumer motive. 
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CHAPTER 3 

METHODOLOGY 

The purpose of this study was to develop a scale to measure the three proposed 

dimensions of nationalism as a motive for sport consumption.  This chapter outlines the 

methods and procedures used to evaluate the developed items for the proposed 

nationalism construct.  The content is presented in the following five sections: (1) 

Research Design, (2) Participants, (3) Instrumentation (4) Procedures and (5) Statistical 

Analysis. 

Research Design 

 Based on the literature review, most research to measure sport fan consumption 

has been done in North America, with one exception being Mahony et al. (2002).  

Mahony and his colleagues developed a scale to measure spectator motivation for the J. 

League in Japan.  The research that has been done to develop scales to measure sport fan 

consumption has not included the notion of nationalism (national pride, national 

belonging and connection to countrymen).  One component of nationalism, national 

pride, was examined by Funk et al. (2002).  The studies that have been conducted to 

measure sport fan consumption have primarily been associated with spectators at 

intercollegiate, professional sporting leagues (e.g., J. League) and a United States 

Women’s national team “friendly match” sponsored by Nike in the United States.  

Research has not yet examined fans in an international setting such as the 2004 European 

Championship in Portugal.  Previous research has included the development of scales to 

measure sport consumer motives. A principle goal of the current study was to develop a 

measure of nationalism as a sport consumer motive.   

 The first step in the research design was to critically analyze the literature on 

motives for sport fan consumption and the term nationalism.  The next step in the 

research design was to conduct an informal focus group in order to get a better idea about 

what items ought to be developed to measure nationalism.  Based on the literature review 

and the informal focus group, 34 items were developed to measure the nationalism 

construct.  The second step in the research design was to have an expert review the 34 

items that were proposed for the study.  Feedback from an expert on sport consumption 

motives/scale development, suggested that the nationalism construct should be measured 
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as multidimensional construct testing for three dimensions: 1) Connection to countrymen, 

2) National belonging and 3) National pride.  After the expert examined each of the 34 

items for content validity it was determined that the questionnaire would consist of 16 

items to measure the proposed construct.  The 18 items that were eliminated from the 

initial set of 34 were taken out based on the redundancy of items. Questionnaires were 

administered to consumers at the 2004 European Championships in Portugal. 

According to Burns (2002) there are several advantages to survey research.  First, 

each respondent receives an identical set of questions that are phrased exactly the same 

way.  This helps in minimizing the potential for errors brought upon by an interview style 

(voice inflection, word emphasis).  Another advantage of the survey design is that the 

respondent is free to answer at his/her own pace, which contributes to the accuracy of 

answers.  There is a major disadvantage when conducting survey research, the possibility 

of misinterpretation of the items by the respondents.  This was a concern for the current 

study considering the questionnaire was going to be translated into two other languages, 

Dutch and Portuguese.  An explanation is provided in a later section as to how the 

questionnaires were translated. 

Participants 

 The subjects for this study were individuals attending the 2004 European 

Championships in Portugal.  The people that were asked to participate in the study were 

Dutch, English, and Portuguese.  The three nationalities were chosen to obtain a diverse 

sample of participants with regard to testing the nationalism construct.  Out of 491 

questionnaires distributed, 481 usable questionnaires were returned (Dutch, n=245; 

English, n=211; and Portuguese, n=25) for a return rate of 98%. 

Procedures 

 The survey packet consisted of three sections (Appendix A).  Section one 

included a cover letter stating the purpose of the study.  Section two included 

demographic items and an open-ended question asking respondents to write down the 

main reason they were attending the 2004 European Championship.  The demographic 

items included county of origin, gender, age, ethnicity and marital status.  Section three 

contained 49 items designed to assess different motivations for attending the 2004 

European Championship.  The constructs were: achievement, drama, escape, physical 
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skill, social interaction and nationalism.  Respondents were asked to rate their level of 

agreement with each of the 49 items on a 7-point Likert scale (1= Strongly Disagree, 7= 

Strongly Agree).   

The sampling method used for this study was convenience sampling. This 

approach was used because it allowed subjects that were available to the principle 

researcher to be participants (Baumgartner, Strong & Hensley, 2002).  The data were 

collected over the course of the first round of play from the participating countries being 

studied (England, Holland, Portugal).  The English fans were surveyed on June 13th in the 

city of Lisbon where the English national team played against France, and on June 17th in 

the city of Coimbra where the English national team faced Switzerland.  The Dutch 

soccer fans were surveyed on June 15th in the city of Porto where the Dutch national team 

played against Germany, and on June 19th in the city of Aviero were they played against 

the Czech Republic.  Portuguese fans were surveyed on June 16th when the Portuguese 

national team faced Russia.  In all of the participating venues the participants were given 

questionnaires at the main square where people gathered to have a drink, sing and chat 

with fellow fans.  The subjects that were asked to participate were chosen on the basis of 

being accessible and convenient to the researcher.  The participants by-and-large were 

clustered in groups of four or more (e.g., friends), which facilitated a larger sample size.   

The researcher approached the subjects and asked them if they would take time to fill out 

a survey concerning their interest in following the national team. 

Instrumentation 

The first stage of the study involved developing items to measure the three 

dimensions believed to comprise nationalism.  Based on the literature review, informal 

focus group research and the measure of national pride developed by Funk et al. (2002), 

the researcher concluded there was ample evidence to generate items to measure the 

proposed construct.  The informal focus group included students playing for the Florida 

State University soccer club team.  This group was chosen on the basis of familiarity with 

the notion of international soccer and their diverse backgrounds (e.g., Dutch, English, 

Jamaican, Peruvian).  The focus group format involves assembling a small gathering of 

individuals who have a common interest or characteristic.  A moderator then uses the 

group and it’s interactions as a way to gain information about a particular issue (Barbour 
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& Kitzinger, 1999).  The key elements that contribute to a focus group being an effective 

tool for social scientists are the levels of synergy, snowballing, stimulation, and 

spontaneity that a group dynamic can generate (Krueger & Casey, 2000).  The informal 

focus group consisted of 12 individuals, each with a different nationality: 1) American, 2) 

Argentinean, 3) Brazilian, 4) Columbian 5) Dutch, 6) English, 7) Irish, 8) Jamaican, 9) 

Macedonian, 10) Mexican, 11) Norwegian and 12) Peruvian.  The informal focus group 

was stimulated through open discussion with the researcher taking notes.  The following 

two questions asked were: (1) What does the national soccer team mean to you? and (2) 

How do you feel when you watch the national soccer team?  The discussion was 

facilitated on Florida State University’s intramural soccer field prior to the team’s 

practice session.  Participants were asked to discuss freely and openly with each other 

how they felt about their respective national teams.  The notes taken by the researcher 

along with the extensive literature review on the subject matter were utilized to develop 

34 items.  An expert in the study of sport fan behavior/scale development then analyzed 

the list of generated items. 

The initial list included 34 items; one recommendation from the expert review 

was to consider nationalism, as a multidimensional construct comprised of three 

dimensions: National belonging, Connection to countrymen, and National pride.  Sixteen 

items were finally chosen to test whether nationalism was a multidimensional construct.  

The other 18 items were deleted due to the repetitive nature of the statements.  A 

questionnaire including the items believed to assess nationalism was administered in a 

pilot study to a group of 10 graduate students at Florida State University’s International 

Center with various nationalities that had an interest in international sport to obtain 

feedback on the most salient items of the survey.  They were asked if the items were clear 

and understandable.  The students noted that some items were repetitive, but all 16 were 

retained since the items had not been previously measured. The information gathered 

from the informal focus group, feedback from the pilot study, the literature review on 

nationalism, and the opinions of an expert in the field were utilized to test whether the 16 

items did assess nationalism as a multidimensional construct.  Graduate students at 

Florida State University that were natives of the respective countries then translated the 

16 items into Dutch and Portuguese.  The questionnaire was the translated back into 
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English by graduate students in Holland and Portugal to ensure that the content was 

maintained.   

In addition to testing the 16 items believed to represent nationalism, items used to 

assess other sport consumer motives were included in the questionnaire. The following 

paragraph is a review of the existing motives used to measure sport fan consumption in 

an international setting.  These motives are not the focus of the project, but they are larger 

pieces of the puzzle that can contribute to an understanding of today’s sport consumer at 

an international sporting event. 

 Besides developing a scale to measure the dimensions of nationalism, the data 

collection provided an opportunity to find out if existing measures of sport consumer 

motives were applicable in an international setting.  Items measuring motives other than 

nationalism were also included as part of an assessment of concurrent validity.  There 

were a plethora of motives available to test; the author chose motives deemed most 

pertinent to the study at hand and also with regard to time constraints and the length of 

the questionnaire. Following is an explanation of the two steps taken to decide which 

motives would be used along with the proposed dimensions of nationalism. 

First, because previous studies (Funk, Mahony, Nakazawa & Hirakawa, 2001; 

Funk, Ridinger & Moorman, 2003; Mahony, Nakazawa, Funk, James & Gladden, 2002; 

Trail & James, 2001; Wann, 1995) have consistently supported the importance of 

eustress/suspense (drama) and vicarious achievement, the decision was made to include 

those two factors.  Drama was the first motive chosen because it has been identified in 

previous studies (Sloan, 1989; Wann, 1995) as a viable motive for consuming sport.  

Drama is the emotional arousal related to the unpredictable nature of sports.  Fans who 

are motivated by drama prefer games that are close and tense, even if their favorite team 

is playing. The achievement motive was the second motive chosen because it has 

consistently received empirical support (Sloan, 1989 Trail & James, 2001; Wann, 1995).  

Sport consumers are attracted by this motive because they feel a sense of personal 

achievement if their team wins.  The fans’ self-esteem will increase and their public 

image will be boosted if their favorite team performs well and wins.  

 Second, other motives were examined by the researcher to determine which 

would be appropriate to include in a survey of consumers at the 2004 European 
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Championships.  Those factors were escape, physical skill and social interaction. The 

escape motive was chosen because it is another popular reason individuals become sport 

fans (Funk, Ridinger & Moorman, 2003; Sloan, 1989, Trail & James, 2001).  The fan 

participates in the activity because it provides a diversion.  Attending a sporting event 

gives many people an opportunity to relieve boredom or relax tensions from 

overstimulating lives (Zillman, Bryant & Sapolsky, 1989). Physical Skill was the fourth 

motive chosen because it has received empirical support in the sport management field.  

Physical skill refers to the enjoyment of the players’ athletic ability (Trail & James, 

2001).  Enjoyment of physical skill may come from watching a Michael Jordan dunk, the 

boxing style of Muhammad Ali, or it can also be magnified by an all around well-played 

performance by a particular team (i.e. Brazilian National Team).  This is an important 

motive to be considered since so many fans value the game of soccer as being the worlds 

most physical and enduring game.  Since most soccer games are low scoring, the 

enjoyment of watching the performance of individual athletes striving to score is 

something fans seek. The social interaction motive was the sixth and final motive 

included in the questionnaire.  Social interaction assesses the extent to which individuals 

are motivated by an opportunity to interact with others (Wann, 1995).  Individuals use 

sport as an excuse to spend time with others.  Old friends who do not get a chance to see 

each other often use sporting events as a means of getting together.   When it comes to 

the very nature of a big international soccer game, friends who do not get the chance to 

see each other may use the European Championship in Portugal as an excuse to spend 

time with each other and take a holiday.  They both see the opportunity to get together, 

have a couple of drinks, talk about life, take in the sun, play golf and then watch their 

country play that evening. 

Other factors that were considered for the proposed study but were omitted 

because of clarity and low alpha loading on previous studies were economics and family.  

According to Trail and James (2001), the economics factor pertains to betting or 

wagering on sports.  This motive would not help in the study because if the fans were in 

interested primarily in the gambling aspect it is unlikely that would travel abroad to 

follow their national team.  The family motive was omitted because in previous studies 

administered by experts in the field the alpha level for the construct has been below the 
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recommended .70 cutoff (Nunnally & Bernstein, 1994).   Wann’s (1995) study reported 

an alpha of .63 and Trail and James (2001) study revealed an alpha level of .68. 

Statistical Analysis 

 Data was coded into the Statistical Package of Social Sciences (SPSS) for 

Windows version 12.0.  Frequency statistics were used to present demographic 

information of the participants such as age, ethnicity and gender.  Descriptive statistics 

were used to access statistical data such as mean, standard deviation, maximum, 

minimum and range.    Reliability tests were first performed using SPSS to examine the 

internal consistency of the various items relative to the three proposed dimensions of 

nationalism.  The next step was conducting an exploratory factor analysis to determine 

whether the items would load on three separate factors. The next chapter reports on the 

results of the project. 
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CHAPTER 4 

RESULTS 

The purpose of this study was to develop a scale to measure nationalism as a 

motive for sport fan consumption.  This chapter presents the results generated from the 

study that was administered in Portugal during the 2004 European Championship and is 

divided into the following sections: (1) Literature Review, (2) Informal Focus Group, (3) 

Expert Feedback, (4) Sample Characteristics and (5) Data Analysis. 

Literature Review  

 After an extensive literature review on sport fan consumption and the term 

nationalism the researcher recognized that there was a gap in the sport management 

literature.  Aside from the study conducted by Funk et al. (2002), there has been no effort 

in the sport management literature to measure nationalism or a related construct.  The 

items generated by Funk et al. (2002; see Table 2.3) assisted the researcher in recognizing 

this void and aided in the development of items that would not only focus on national 

pride, but instead represent more of a multidimensional construct (national belonging, 

connection to countrymen and national pride).   The article by Funk, Mahony and 

Ridinger (2002) was a starting point in generating items for the proposed construct. 

Informal Focus Group 

The informal focus group research results helped clarify that nationalism was 

indeed a construct that should be considered a motivation for sport consumption, 

particularly at major international competitions. Twelve members participated in the 

informal focus group study.   They were members of Florida State’s University men’s 

soccer club team.  Each of the 12 members had a different nationality: 1) American, 2) 

Argentinean, 3) Brazilian, 4) Columbian 5) Dutch, 6) English, 7) Irish, 8) Jamaican, 9) 

Macedonian, 10) Mexican, 11) Norwegian and 12) Peruvian.  The informal focus group 

was stimulated through open discussion with the researcher taking notes.  Two questions 

were asked to stimulate discussion: (1) What does the national soccer team mean to you? 

and (2) How do you feel when you watch the national soccer team?    

In the discussion of their national soccer teams, participants stressed the 

importance of the national team to their well-being.  Many viewed the national team as a 

way to express and celebrate their nationalism.  Even though they were not living in their 
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nation of birth/origin, they felt connected to others from that nation when the national 

team was playing.  They stressed how proud they were when their nation was competing 

well.  The participants of the informal focus group felt the urge to let others know that 

their nation was a team not to be overlooked.  The subjects talked a lot about the history 

of the national team, their best performances/players and a team’s chances of winning a 

major world championship with confidence and support for their national team.  

Consistent themes were apparent from the twelve members that participated in the 

informal focus group.  Following are excerpts from the informal focus group in regards to 

the two questions asked to encourage dialogue: 

 

1) What does the national soccer team mean to you? 

 “…the national team gives me an identity. This is important when I'm  
watching a game at home, but at international championships when I'm abroad,  

 it feels even more crucial to beat another country, maybe even beyond sport,  
 into national dominance” 
 

“…I feel like I am part of the team, when my country is playing there is no 
place I’d rather be, I love being amongst my countrymen and cheering on our 
national team, they represent who I am, it’s hard to put into words my exact 
emotions, it’s an overwhelming feeling to say the least”   
 

 “…the national soccer team means a lot to me. Game days are almost national  
 holidays and the country seems to be one happy family. It is something I  
 look forward to for weeks, and the best parties of my life involve wins of  
 our team. And no matter where I am in the world, my national team is always  
 a great way to start conversations with other soccer fans. Of all the teams  
 I support, this is by far the most important. If they ever win the World  
 Cup, I'll probably be one of those guys who will refer to that day, as the  
 best day of his live” 
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2) How do you feel when you watch the national soccer team?    

 “…if we win I feel proud and boastful, if we lose I feel like my country is  
 weak, an embarrassment. I am nervous because of these outcomes” 

 
“…when my country plays, I get nervous, excited and full of adrenaline.  I also 
feel connected to my fellow countrymen and women of course. The great thing 
is that literally everyone watches the games, so you really have the feeling we 
are in it together” 
 

 “…I feel the deepest sense of pride while watching my national team 
 pour their hearts out on the soccer pitch.  A great deal of emotion runs 
 through my body during the rollercoaster of slide tackles, headers, 
 through balls, shots on net, saves by keepers, and ultimately goals 
 scored by 'my' team” 
 
 Drawing from the comments made by participants in the informal focus group and 

the literature review on nationalism and sport fan consumption, the researcher developed 

34 items (see Table 4.1) to be reviewed by his major advisor (expert) in order to 

determine which items would be utilized to measure nationalism. 
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Table 4.1 Initial Set of Items Proposed to Assess Nationalism 

1) Watching the national soccer team provides a sense of belonging to my nation. 

2) Reading about the national soccer team provides a sense of belonging to my nation. 
3) Talking about the national soccer team with others provides a sense of belonging to my 

nation. 
4) I enjoy watching the national soccer team because it gives me a sense of connection with my 

fellow countrymen. 
5) I enjoy reading about the national soccer team because it gives me a sense of pride in my 

country. 
6) I enjoy talking about the national soccer team because it makes me proud of my country. 

7) Watching the national soccer team provides a feeling that cannot be replicated in any other 
arena (environment, atmosphere). 

8) Reading about the national soccer team provides a feeling of enthusiasm. 

9) Talking about the national soccer team to total strangers provides a feeling of being proud to 
be a citizen of that given country. 

10) Watching the national soccer team provides a euphoric emotion that cannot be compared 
with nothing else 

11) I am a loyal fan to my national team no matter if they win or lose. 
12) Following the national soccer team is a way of life. 

13) Watching the national soccer team embraces me with my fellow countryman. 
14) Talking about the national soccer team helps me express support for the country free from 

political agenda. 

15) The eventually outcome of the match is not necessarily my focus. 
16) Being with my countryman at a national soccer team match reinforces my national identity. 

17) Watching the national soccer team gives me a platform to be with my countryman. 
18) Talking about the national soccer team to my fellow countryman provides a feeling unity. 

19) Following the national soccer team provides a holistic perspective of what it means to be a 
citizen of the country. 

20) Talking about the national soccer team provides a sense of camaraderie amongst my fellow 
countryman. 

21) Following the national soccer team consumes a great deal of my life. 

22) Nationalism is the big reason I watch the national soccer team. 
23) Nationalism is the big reason I talk about the national soccer team. 

24) An important reason I attend the European Championship is to spend time with my fellow 
countryman. 

25) Attending the European Championship to follow my national team gives me a chance to 
show how proud I am to be (English, Dutch, Portuguese). 

26) The European Championship is not important to me if my country is not playing. 
27) I watch the European Championship because my country is playing in it. 

28) Can we ask an open-ended question, asking, what is the main reason for attending the 
European Championship? 

29) I love to follow my national team. 

30) I follow my national team because it states who I am. 
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Table 4.1 (cont.) 

31) I consider myself to be more (English, Dutch, Portuguese), when the national team is 
playing. 

32) I attend the European Championship to support my country. 

33) Reading about the national soccer team provides a feeling of camaraderie. 
34) When my country is playing, I am proud to be a citizen. 

 

Expert Feedback 

The researcher, in consultation with his major advisor proposed to measure 

nationalism as a latent construct represented by three dimensions: connection to 

countrymen, national belonging and national pride.  Analysis and discussion of the 34 

items led to the conclusion that 18 items could be eliminated due to the repetitive nature 

of the statements.  The remaining 16 items were carefully examined for face and content 

validity. Table 4.2 provides a list of the 16 items and the respective dimensions. 

 

Table 4.2 Nationalism Items Used in the Study 

Connection with Countrymen 

1) Talking about the football team with my countrymen gives me a feeling of national 
unity. 

2) Watching the national team gives me a sense of connection with my fellow 
countrymen. 

3) Talking about the national team gives me a sense of camaraderie with my 
countrymen. 

National Belonging 

1) Watching the football team provides a sense of national belonging to my nation. 

2) Reading about the team provides a sense of belonging to my nation. 

3) Talking about the team with others provides a sense of belonging to my nation. 
4) Attending a match reinforces my national identity. 
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Table 4.2 (cont.) 

National Pride 

1) I enjoy talking about the national team because it makes me proud of my country. 
2) I enjoy reading about the national team because it gives me a sense of pride in my 

country, 
3) Talking to people about the team gives me a feeling of pride in my country. 

4) Talking about the football team is one way I express my national pride. 
5) Watching the football team gives me a feeling of national pride that I do not get 

from any other activity. 
6) Supporting my country is the main reason I follow the team. 

7) Attending football matches gives me a chance to show my national pride. 

8) I attend matches to support my country. 
9) When my national team is playing, I am proud to be a citizen. 

 

Sample Characteristics 

 The subjects were recruited from the 2004 European Soccer Championship in 

Portugal.  Descriptive statistics were utilized to develop a general profile of the 

participants’ characteristics.  A sample of 491 fans received questionnaires.  Of these, 

491 questionnaires the number of usable questionnaires were 481 (a response rate of 

98%).  Ten questionnaires were excluded because of insufficient information.  Regarding 

country of origin, 51% were from Holland, 44% were from England and 5% were from 

Portugal.  In regards to their gender, 86% were male and 14% were female.  The 

subjects’ ages ranged from 18 to 69; the 20-29 and 30-39 categories accounted for nearly 

three-quarters of the sample (73.2%).  Regarding ethnicity, the subjects were classified as 

Dutch (47%), English (48%) and Portuguese (5%).  In terms of martial status nearly half 

the subjects were single (48%), while 33% were married and the remaining subjects 

choosing other (19%). Anticipating the need to examine several iterations of the proposed 

scale, the total sample (N=481) was split in two, Split 1 (n=240) and Split 2 (n=241).  

The demographic information for the total sample and each split sample is reported in 

Table 4.3 
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Table 4.3 Sample Characteristics (N=481) 

 

 Total (N=481) 
Frequency 
(Percent) 

Split One (N=240) 
Frequency 
(Percent) 

Split One (N=241) 
Frequency 
(Percent) 

Variable    
Country of Origin    

England 210 
43.7 

101 
42.1 

109 
45.2 

Holland 246 
51.1 

122 
50.8 

124 
51.5 

Portugal 25 
5.2 

17 
7.1 

8 
3.3 

Gender    

Female  65 
13.5 

34 
14.2 

31 
12.9 

Male 416 
86.5 

206 
85.8 

210 
87.1 

Age    
18-19 16 

3.2 
6 

2.5 
10 
4.0 

20-29 224 
46.6 

116 
48.3 

108 
45.0 

30-39 152 
31.6 

70 
29.2 

82 
33.9 

40-49 70 
14.5 

37 
15.4 

33 
13.5 

50 yrs or older 19 
4.1 

11 
4.6 

8 
3.6 

Ethnicity    
Dutch  246 

46.8 
122 
42.1 

124 
51.5 

English 210 
48 

101 
50.8 

109 
45.2 

Portuguese 25 
5.2 

17 
7.1 

8 
3.3 

Marital Status    

Single  229 
47.6 

115 
47.9 

114 
47.3 

Married 163 
33.9 

79 
32.9 

84 
34.9 

Other 89 
18.5 

46 
19.2 

43 
17.8 
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Data Analysis 

   The first step in the data analysis was to check the frequency counts for each 

individual item to ensure the data entry was accurate.  Errors were checked against the 

responses in the appropriate questionnaire to ensure the accuracy of the data. The next 

step was to examine the reliability of the three proposed dimensions of nationalism. 

Cronbach’s alpha was computed for each dimension using Split 1.  The values for the 

three dimensions (see Table 4.4) provided an initial indication of reliability; the values all 

exceeded the minimally acceptable level of .70 (Nunnally & Bernstein, 1994).    

 

Table 4.4 Reliability Test on Split One 

Nationalism Dimensions Cronbach’s Alpha 

Connection to Countrymen .868 
National Belonging .873 

National Pride .934 

  

To further demonstrate the viability of the three proposed dimensions an 

exploratory factor analysis (EFA) using maximum likelihood extraction with direct 

oblimin rotation was computed.  The results of the EFA did not support the three 

proposed dimensions. As noted in Table 4.5 all the items loaded on one factor rather than 

three.  The items held together to represent one construct, nationalism. Recognizing that 

the sixteen items worked as one construct, attention was turned to ascertaining whether 

the number of items could be reduced to make the scale more parsimonious.  As 

highlighted in Table 4.5, two of the items, national pride six (supporting my country is 

the main reason I follow the team) and national pride eight (I attend matches to support 

my country) loaded below the generally accepted level of .70 (Nunnally & Bernstein, 

1994).  The decision was made to delete the two items because of their low loading 

values. 
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Table 4.5 EFA Loadings Split 1 

Connection 1 .838 

Connection 2 .850 
Connection 3 .813 

National Belonging 1 .807 
National Belonging 2 .834 

National Belonging 3 .864 
National Belonging 4 .708 

National Pride 1 .912 

National Pride 2 .745 
National Pride 3 .878 

National Pride 4 .800 
National Pride 5 .776 

National Pride 6 .698 

National Pride 7 .871 

National Pride 8 .619 

National Pride 9 .846 

 

  

The revised scale now included 14 items.  The next step in the analysis was to 

compute a Cronbach’s alpha score for the single dimension. A new reliability test was 

conducted with Split 1 using the remaining 14 items.  Cronbach’s alpha was .964.  Even 

though the reliability scores yielded 14 items that were deemed appropriate, further 

analysis was conducted.  Additional examination of the item-to-item correlations 

indicated that three items could be eliminated.  Three of the items, national belonging 

three (talking about the team with others provides a sense of belonging to my nation), 

national pride one (I enjoy talking about the national team because it makes me proud of 

my country) and national pride three (talking to people about the national team gives me 

a feeling of pride in my country) were highly correlated (.80 or higher) with one or more 

items (see Table 4.6), so the decision was made to delete the three items. The revised 

scale now included 11 items.  
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Table 4.6 Inter-Item Correlation Matrix Split 1 
 

 C1  C2 C3 NB1 NB2 NB3 NB4 NP1  NP2 NP3 NP4 NP5 NP7 NP9 

C1 1.000              

C2   .695 1.000             

C3   .733   .635 1.000            

NB1   .715   .670   .662 1.000           

NB2   .678   .712   .625   .643 1.000          

NB3   .754   .712   .664   .652   .771 1.000         

NB4   .501   .595   .532   .601   .615   .550 1.000        

NP1   .792   .737   .743   .703   .753   .794   .571 1.000       

NP2   .549   .629   .484   .542   .623   .597   .493   .675 1.000      

NP3   .679   .714   .658   .651   .767   .805   .557   .827   .687 1.000     

NP4   .622   .626   .714   .599   .641   .652   .645   .713   .579   .668 1.000    

NP5   .632   .598   .622   .640   .588   .554    .479   .739   .587   .673   .663 1.000   

NP7   .665   .728   .636   .618   .699   .728   .625   .803   .624   .800   .658   .683 1.000  

NP9   .721   .718   .751   .670   .634   .712   .560   .736   .595   .694   .633   .600   .720 1.000 
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To verify the reliability of the 11-item scale and to further purify the measure, a 

reliability test was conducted on Split 2.  Cronbach’s alpha for the 11-item scale on Split 

2 was .955. The reliability score was good, but examination of the item-to-item 

correlations indicated that item connection to countrymen one (talking about the football 

team with my countrymen gives me a feeling of national unity) was highly correlated (.80 

or higher) with item national pride seven (attending football matches gives me a chance 

to show my national pride) (see Table 4.7). 

Table 4.7 Inter-Item Correlation Matrix Split 2 

 
 C1  C2 C3 NB1 NB2 NB4 NP2 NP4 NP5 NP7 NP9 

C1 1.000           

C2  .798 1.000          
C3  .787   .729 1.000         

NB1  .719   .686   .732 1.000        
NB2  .775   .754   .671   .681 1.000       

NB4  .608   .568   .514   .572   .558 1.000      
NP2  .668   .650   .558   .592   .640   .491 1.000     

NP4  .757   .697   .833   .744   .656   .562   .565 1.000    

NP5  .689   .673   .662   .656   .695   .418   .589   .656 1.000   
NP7  .806   .777   .728   .719   .806   .596   .634   .726   .737 1.000  

NP9  .675   .632   .755   .687   .606   .449   .549   .737   .621   .648 1.000 
  

The decision was made to eliminate connection to countrymen one (talking about 

the football team with my countrymen gives me a feeling of national unity) based on the 

reasoning that the item was redundant with two other scale items, connection to 

countrymen three (talking about the national team gives me a sense of camaraderie with 

my countrymen) and national pride four (talking about the football team is one way I 

express my national pride), each of those two items illustrated the same action of talking 

about their national team.  The revised scale now included 10 items. 

To verify the reliability of the 10-item scale and to further purify the measure, 

further analysis was conducted on Split 2.  A reliability test was conducted. Cronbach’s 

alpha for the 10-item scale on Split 2 was .948.  A review of the square multiple 

correlations indicated that the score for national belonging four (attending the match 

reinforces my national identity) was low (.447), refer to Table 4.8.  A value below .50 
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indicates that chance contributes more to the measured construct than the particular item 

(Nunnally & Bernstein, 1994).  National belonging four was eliminated, reducing the 

scale to nine items. 

Table 4.8 Inter-Total Statistic Spilt 2 (10 items) 

 Squared Multiple Correlation 

Connection 2 .711 
Connection 3 .771 

National Belonging 1 .674 
National Belonging 2 .715 

National Belonging 4 .447 

National Pride 2 .512 

National Pride 4 .759 

National Pride 5 .629 
National Pride 7 .774 

National Pride 9 .639 
 

Cronbach’s alpha was computed for the 9-item scale using Split 2. The score was 

.950.    Examination of the item-to-item correlations indicated that national pride seven 

(attending football matches gives me a chance to show my national pride) was highly 

correlated (.80 or higher) with national belonging two (reading about the team provides a 

sense of belonging to my nation), please refer to Table 4.9.  The decision was made to 

eliminate national pride seven rather than national belonging two based on the opinion 

that national pride seven was redundant with national belonging one (watching the 

football team provides a sense of belonging to my nation).  The revised scale now 

consisted of eight items. 

Table 4.9 Inter-Item Correlation Matrix Split 2 (9 items) 

 C2 C3 NB1 NB2 NP2 NP4 NP5 NP7 NP9 
C2 1.000         

C3   .729 1.000        

NB1   .686   .732 1.000       
NB2   .754   .671   .681 1.000      

NP2   .650   .558   .592   .640 1.000     
NP4   .697   .833   .744   .656   .565 1.000    

NP5   .673   .662   .656   .695   .589   .656 1.000   
NP7   .777   .728   .719   .806   .634   .726   .737 1.000  

NP9   .632   .755   .687   .606   .549   .737   .621   .648 1.000 
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Another reliability test was performed to further assess the 8-item scale.  The 

Cronbach’s alpha was .941.  Inspection of the item-to-item correlations indicated that   

connection to countrymen three (talking about the national team gives me a sense of 

camaraderie with my countrymen) and national pride four (talking about the football 

team is one way I express my national pride) was highly correlated with one another 

(.833; see Table 4.10).  The decision was made to delete connection to countrymen three.  

National pride four was retained based on the expectation that it would be easier to 

understand and the wording of the item could be more easily translated into other 

languages for future studies, compared to the wording of connection to countrymen three.   

The revised scale now included 7 items.  

 
Table 4.10 Inter-Item Correlation Matrix Split 2 (8 items) 

 C2 C3 NB1 NB2 NP2 NP4 NP5 NP9 

C2 1.000        
C3   .729 1.000       

NB1   .686   .732 1.000      
NB2   .754   .671   .681 1.000     

NP2   .650   .558   .592   .640 1.000    

NP4   .697   .833   .744   .656   .565 1.000   
NP5   .673   .662   .656   .695   .589   .656 1.000  

NP9   .632   .755   .687   .606   .549   .737   .621 1.000 
 

 A final Cronbach’s alpha was computed using the 7-item scale. The score was 

.929. A review of the item-to-item correlations indicated that there were no correlations 

above .754 (see Table 4.11) and the squared multiple correlations (Table 4.12) were all 

above .50.  Based on the results of the iterative process, the 7-item scale was accepted as 

the final version of the scale to measure nationalism as a sport consumer motive. Table 

4.13 lists the seven items used to assess nationalism as motive for sport consumption. 
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Table 4.11 Inter-Item Correlation Matrix Split 2 (7 items) 

 

 C2 NB1 NB2 NP2 NP4 NP5 NP9 
C2 1.000       

NB1   .686 1.000      
NB2   .754   .681 1.000     

NP2   .650   .592   .640 1.000    

NP4   .697   .744   .656   .565 1.000   
NP5   .673   .656   .695   .589   .656 1.000  

NP9   .632   .687   .606   .549   .737   .621 1.000 
 
Table 4.12 Inter-Total Statistic Split 2 (7 items) 

 

 Squared Multiple Correlation 
Connection 2 .679 

National Belonging 1 .659 
National Belonging 2 .667 

National Pride 2 .505 

National Pride 4 .687 
National Pride 5 .594 

National Pride 9 .608 
  

Table 4.13 Items comprising the Nationalism motive 

1) Watching the national team gives me a sense of connection with my fellow countryman. 

2) Watching the football team provides a sense of belonging to my nation. 
3) Reading about the team provides a sense of belonging to my nation. 

4) I enjoy reading about the national team because it gives me a sense of pride in my 
country. 

5) Talking about the football team is one way I express my national pride. 

6) Watching the football team gives me a feeling of national pride that I do not get from 
any other activity. 

7) When my national team is playing, I am proud to be a citizen. 

 

 
 A discussion of the results and implications for future research are presented in 

the final chapter.
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CHAPTER 5 

DISCUSSION AND CONCLUSION 

The purpose of this research was to develop a valid and reliable scale to measure 

nationalism as a motive of sport consumption.  The scale was developed from a literature 

review of nationalism and sport fan consumption, informal focus group research and 

feedback from an expert in the field of sport management/scale development.   

Previous research on sport fan consumption centered to a large extent on the 

demand for sport based on economic factors, promotions and residual preference factors 

(e.g., scheduling of games, new arenas, accessibility) on attendance at sporting events, 

and the relationship between sociodemographic variables and watching sports (Baade & 

Tiehen, 1990; Greenstein & Marcuum, 1981; Hansen & Gauthier, 1989; Schofield, 1983; 

Zhang, Pease, Hui & Michaud, 1995; Zhang, Smith, Pease & Jambor, 1997).  More 

recent research has examined the intrapersonal motives of sport consumers (Milne & 

McDonald, 1999; Trail & James, 2001; Wann, 1995) to help explain sport consumption.   

A wide array of motives has been proposed to explain sport consumption 

including aesthetics, catharsis, drama, entertainment, escape, social interaction and 

vicarious achievement (Sloan, 1989; Trail, Anderson, & Fink, 2000).  Research has 

focused on testing and refining scales that assess the intrapersonal motives of sport 

consumers (Trail & James, 2001; Wann, 1995).  An emerging body of work has most 

recently begun reporting the importance of various intrapersonal motives relative to sport 

consumption.  Research has examined motives across different sports (Funk, Mahony, & 

Ridinger, 2002; James & Ross, 2002), professional soccer in Japan (Mahony, Nakazawa, 

Funk, James, Gladded, 2002), and college football and basketball (James & Ridinger, 

2002; Kwon & Trail, 2001).  With the exception of the study conducted by Mahony et al. 

(2002), work to date has yet to examine why fans consume sport in international setting 

such as the 2004 European Soccer Championship in Portugal.  Also, with the exception 

of the work done by Funk, Mahony & Ridinger (2002) researchers have not tested 

nationalism as a sport consumption motive. 

The scale developed through the current study improved on the content of Funk, 

Mahony and Ridinger (2002) by incorporating other aspects of nationalism (connection 

to countrymen and national belonging) along with the notion of national pride tested in 
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their particular study.  The current study extended the work of Funk et al. (2002) by 

identifying seven items to reliably measure the concept of nationalism. 

Discussion of Findings 

The results of the current study demonstrated that it is possible to measure 

nationalism as a sport consumption motive.  The seven-item scale that was deemed 

acceptable had no item-to-item correlations above .754 and the squared multiple 

correlations were all acceptable.  The final Cronbach’s alpha score computed for the 7-

item scale was .929 indicating good reliability. The results indicated that the seven items 

could be used to reliably measure nationalism as a sport consumer motive. 

Contributions 

The nationalism scale makes several contributions.  One important contribution is 

the effort to more clearly define what constitutes nationalism.  The conceptualization of 

nationalism is based on more than national pride as proposed by Funk et al. (2002).  The 

current study extends our understanding of nationalism by clarifying the notion of 

connection to countrymen and the idea of national belonging.   

A second important contribution of the nationalism scale is its parsimony.  The 

scale can be incorporated in any particular international sport setting such as the 

Olympics or World Cup.  Though the scale was first used in an international soccer 

setting (2004 European Championship), the items could be modified to examine 

nationalism as a sport consumption motive for other sports. 

A third contribution is the scale’s reliability.  After surveying fans that attended 

the 2004 European Soccer Championships in Portugal, the scale overall reliability was 

.929, which is a good indicator of the scale’s reliability.   

A final contribution of the scale is the simplicity of statements used to measure 

nationalism.   This is important when translating items into a different language in order 

to study nationalism among team fans in foreign countries. 

Contributions to Future Research 

The nationalism scale also contributes to future research in the field of sport 

management.  The scale presents sport managers with the opportunity to assess the 

importance of nationalism as a motive for sport consumption in general, and its 

importance relative to other motives.  By administering the scale to existing consumers, 
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an organization may find that a percentage of the fan base supports the team due to 

nationalism. Such a finding may influence future promotional strategies designed to 

target consumers based on their national origin. As an example consider Serbian 

basketball fans and Japanese baseball fans. They both identify with teams that include 

Serbian and Japanese players.  For many Serbian basketball fans, the Sacramento Kings 

are likely their second favorite team after the Serbian National Basketball Team because 

the Kings consist of two fellow countrymen, Vlade Divac (now retired) and Peja 

Stojakovic.  This allows Serbians to identify with the Kings and boast their national pride 

if there fellow countrymen (Serbians) are successful in helping the Kings win.  The same 

can be said for many Japanese baseball fans.  They are fans of the New York Yankees 

and/or Seattle Mariners because Hideki Matsui plays for the New York Yankees and 

Ichiro Suzuki plays for the Seattle Mariners.  They are both successful players on their 

respective teams.  This allows many Japanese to identify with those two major league 

teams and at the same time display their national pride by showing that they can supply 

America with more than a catchy Budweiser ad tagline of WASSABI! 

(www.kontrband.com).  This is an important concept to be recognized by leagues/teams 

when developing their marketing strategies because nationalism may be an important 

predictor of team identity for specific teams.  The concept of nationalism may also be a 

useful topic for leagues/teams seeking to appeal to a global market.  The NBA has 

utilized the popularity of Yao Ming to promote the league in China, including the playing 

of exhibition games. 

Future research should also examine the extent to which national identification is 

stronger than team identification.  For instance, if we were to survey Argentinean fans 

and asked them which was there favorite NBA team at the moment, for many it would 

likely be the San Antonio Spurs because they identify with Manu Ginobili, an 

Argentinean.  However if Manu was traded to the Miami Heat in the next year and we did 

a retest on the same fans, we could predict they will have a new favorite NBA team, the 

Miami Heat, based on the strength of nationalism as a motive for sport consumption. 

National identification is also likely stronger than player identification.  For 

example, consider a Canadian from Toronto that strongly supports the Canadian National 

team (national identity) and is also a huge fan of the Toronto Maple Leafs (city identity).  
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His favorite player on the team is a Swede, Matt Sundin (player identity) because of his 

fantastic hockey ability and the fact that he helps his favorite team win games.  However, 

if Canada were to face Sweden in a major international competition such as the World 

Hockey Championships, he would identify more with the Canadian National Team 

because his feeling of national identity is much stronger than his identification with Matt 

Sundin (player identity). Nationalism will likely be an important variable for 

leagues/teams seeking to cultivate a global audience. 

Practical Implications 

The nationalism scale has the potential to provide marketers with an important 

diagnostic tool to better target their audience to attend international sporting contests.  

This would allow more tailored messages.  The results also provide a useful starting point 

for similar efforts to be undertaken by other international sport governing bodies (e.g., 

FIBA, FIVB, ITF) marketing efforts to connect with a broader audience.  While some of 

the items were tailored to the soccer culture that exists in Europe, support for each of the 

items to measure nationalism can be found in other settings as well (e.g., international 

basketball game).  It is believed that the scale may be modified for use in other settings. 

The nationalism motive also reveals that fans consume sport because of their national 

identity which may influence: (a) advertising and marketing strategies of companies (e.g., 

McDonalds) (b) the sale of merchandise (e.g., Nike, U.S. soccer jerseys), (c) the sale and 

distribution of sporting event tickets (e.g., World Cup), (d) tourism industry and (e) 

added security measures (i.e., English hooligans). 

 

Future Research 

Several suggestions for future research should be acknowledged.  Future research 

should conduct a more in-depth analysis of the scale through confirmatory factor analysis 

(CFA) to more rigorously assess the reliability and validity of the scale.  Future research 

should be conducted at other international sporting events (e.g., World Volleyball 

Championships), as well as adhering to the concept of national identity and its influence 

on the sporting culture when examining leagues that are known to have an international 

appeal to the masses (e.g., English Premier League, National Basketball Association, 

National Hockey League). 
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While adjustments may be needed to fully capture the relevance of the event, this 

study provides a starting point that could be used to assess the motives of consumers in a 

variety of settings.  Also future studies need to compare the nationalism motive to other 

motives (achievement, escape) and understand its relative importance in understanding 

what drives a sport fan to consume a national team.  Finally, the current study only 

examined English, Dutch and Portuguese fans that attended the 2004 European 

Championship in Portugal and ignored the fans of the other 13 nations that were 

competing in the summer tournament.  The study also ignored those fans that were not 

able to be in Portugal but followed the team on television, radio, and Internet.  Although 

these consumers are often ignored, it is imperative to understand what motivates these 

consumers to follow the national team.  It is possible that new items could be generated 

that would better capture the emotions, desires and felt needs of the national team soccer 

fan.  Future research should incorporate a different methodology to generate items.  The 

author of the current study used a methodology that consisted of conducting a thorough 

literature review on sport fan consumption and nationalism, informal focus group 

research and by consulting with an expert in the field of scale development in order to 

generate items.  After the research was conducted in Portugal the author was able to 

statistical conclude seven items deemed the most relative to create a valid and reliable 

scale to test for the nationalism construct to understand sport consumption of national 

soccer team fans.  Future research should be done to replicate the findings of the current 

study and to continue to develop items for the nationalism construct.  Qualitative efforts 

can be seen as a method to be administered to provide new insight of the nationalism 

construct as well. 

Conclusion 

The field of sport management is slowly emerging as a major discipline in the 

world of academia.  In order to continue the growth of this field, research needs to be 

conducted in all the different facets that encompass sport management (e.g., economic 

impact studies, media and sport, and organizational behavior in sport).  I focused my 

attention on trying to understand the international soccer fan and his/her desires for 

consuming the 2004 European Championships in Portugal.  This thesis was developed in 
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part to address this void and begin to focus on a new population that has gone unnoticed 

in the field of sport studies, the national soccer team fan. 

 Kellas (1991) writes, “the most popular form of nationalist behavior in many 

countries is in sport, where masses of people become highly emotional in support of their 

national team” (p.21).  It is with this statement made by Kellas (1991) I felt the need to 

develop a reliable scale to assess nationalism.  I trust that the results will provide fruitful 

discussion amongst academics and practitioners in the field of sport. 
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APPENDIX A 

English Survey 
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Please check or write in the appropriate response for the items below. 

Gender:   Female   Male 

Age:   years 

Ethnicity:        

Marital Status:   Single   Married    Other 
 
What is the main reason you attend the 2004 European Championship? 

       

       

We are interested in your thoughts and feelings about your country’s national football team.  Please rate 
the extent to which you DISAGREE or AGREE with the following statements by circling the appropriate 
number in the scale next to each statement. 
 

 

1. Having a chance to see friends is one thing I enjoy about 
football matches. 

 1     2     3     4     5     6     7 

2. I read about the team over the Internet.  1     2     3     4     5     6     7 

3. Attending a match reinforces my national identity.  1     2     3     4     5     6     7 

4. Supporting the national team is very important to me.  1     2     3     4     5     6     7 

5. I wear team apparel on a regular basis.  1     2     3     4     5     6     7 

6. When I attend matches, I paint my face with the team’s colors.  1     2     3     4     5     6     7 

7. I attend the matches to support my country.  1     2     3     4     5     6     7 

  
8. The European Championship is not important to me if my 

country is not playing. 
 1     2     3     4     5     6     7 

9. I feel proud when the team plays well.   1     2     3     4     5     6     7 

10. I like the excitement of a football match not being decided 
until the end. 

 1     2     3     4     5     6     7 

11. Talking about the football team is one way I express my 
national pride. 

 1     2     3     4     5     6     7 

12. Talking about the national team gives me a sense of 
camaraderie with my countrymen. 

 1     2     3     4     5     6     7 

13. When my national team is playing, I am proud to be a citizen.  1     2     3     4     5     6     7 

14. I am a loyal fan of the national team whether they win or lose.  1     2     3     4     5     6     7 

 
 
 

We are interested in your thoughts and feelings about your country’s national football team.  Please rate 
the extent to which you DISAGREE or AGREE with the following statements by circling the appropriate 
number in the scale next to each statement. 

 

 

 
15. Watching the football team provides a sense of 

belonging to my nation.  
1     2     3     4     5     6     7 

16. I want others to know that the national team is my team. 1     2     3      4     5     6    7 
17. I go to matches because I value seeing some of the top 

national players. 
1     2     3     4     5     6     7 

18. I wear a national team jersey when the national team 
plays. 

1     2     3     4     5     6     7 

19. Talking about the team with others provides a sense of 
belonging to my nation. 

1     2     3     4     5     6     7 

20. I feel like I have won when the team wins. 1     2     3     4     5     6     7 

 
 

 

21. I watch TV news for information about the team.  1     2     3     4     5     6     7 

22. Talking about the football team with my countrymen 
gives me a feeling of national unity. 

1     2     3     4     5     6     7 

23. Supporting my country is the main reason I follow the 
team. 

1     2     3     4     5     6     7 

24. Following the national team consumes a great deal of 
my life. 

1     2     3     4     5     6     7 

25. I buy team clothing (T-shirts, jersey, etc.). 1     2     3     4     5     6     7 

26. I enjoy reading about the national team because it gives 
me a sense of pride in my country. 

1     2     3     4     5     6     7 

 

27. I watch the European Championship because my 
country is playing in the tournament. 

1     2     3     4     5     6     7 

28. When I cannot attend a match, I watch it on television if 
possible. 

1     2     3     4     5     6     7 

29. The excitement of two teams ‘battling” to the end is an 
important reason why I enjoy football matches. 

1     2     3     4     5     6     7 

30. I enjoy talking about the national team because it makes 
me proud of my country. 

1     2     3     4     5     6     7 

31. I wear team clothing when I attend a match. 1     2     3     4     5     6     7 

32. Watching the national team gives me a sense of 
connection with my fellow countryman.  

1     2     3     4     5     6     7 

. 

 

Strongly 
Disagree 

Strongly 
   Agree 

Strongly 
Disagree 

Strongly 
   Agree 
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We are interested in your thoughts and feelings about your country’s national football team.  Please rate 
the extent to which you DISAGREE or AGREE with the following statements by circling the appropriate 
number in the scale next to each statement. 
 
 
 
 

33. I feel a personal sense of achievement when the team 
does well. 

  1     2     3     4     5     6     7 

34. Watching the football team gives me a feeling of 
national pride that I do not get from any other activity. 

  1     2     3     4     5     6     7 

35. Going to a match is a great change of pace from what I 
do regularly. 

  1     2     3     4     5     6     7 

36. One reason I like the national team is being able to see 
well-played football. 

  1     2     3     4     5     6     7 

  
37. Talking to people about the team gives me a feeling of 

pride in my country. 
  1     2     3     4     5     6     7 

38. I enjoy football matches because they give me an 
opportunity to be with my friends.  

  1     2     3     4     5     6     7 

39. An important reason I attend the European 
Championship is to spend time with my fellow 
countrymen. 

 
  1     2     3     4     5     6     7 

40. For me, a football match is like an escape from my day-
to-day activities  

  1     2     3     4     5     6     7 

  

41. I listen to matches on the radio if I can not watch them.   1     2     3     4     5     6     7 

42. I wear team apparel when I attend a match.   1     2     3     4     5     6     7 

43. Reading about the team provides a sense of belonging 
to my nation. 

  1     2     3     4     5     6     7 

44. The thrill of not knowing the outcome of a match is what 
keeps me interested in football. 

  1     2     3     4     5     6     7 

  
45. Attending football matches gives me a chance to show 

my national pride. 
  1     2     3     4     5     6     7 

46. I like the suspense of a match where the lead changes 
back and forth. 

  1     2     3     4     5     6     7 

47. Watching the national team fosters a feeling of euphoria 
that I do not experience through any other activity. 

   1     2     3     4     5     6     7 

48. I read about the team in the daily sport pages.    1     2     3     4     5     6     7 

49. I like going to a football match because when I’m there I 
forget about all of “life’s little problems.” 

   1     2     3     4     5     6     7 

 
 
Dear Sir/Madam: 
 
I am a graduate student in the Department of Sport Management, 
Recreation Management, and Physical Education at Florida State 
University. I am studying why people attend the 2004 European 
Championship.  I am specifically interested in the reasons people have 
for supporting their national team. 
 
I am requesting that you fill out the questionnaire, which will take 
approximately 10 minutes.  Your participation in this study is voluntary. 
Your name will not be placed on the questionnaire and your responses 
will be kept confidential and will be anonymous.  You may choose not 
to participate and/or to withdraw at any time. 
 
Your cooperation and participation in this study is greatly appreciated.  
If you have any questions and/or comments concerning the study, 
please do not hesitate to contact me at dbog5@aol.com. 
 
Thank you for your assistance. 
 
 
 
 
Dusko Bogdanov 

Strongly 
Disagree 

Strongly 
  Agree 
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APPENDIX B 

Human Subjects Approval Letter 
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