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ABSTRACT 

Exploring and understanding the motives that drive consumers to attend sport events and to 

follow sport teams is a critical challenge for sport organisations and underpins marketers’ 

attempts to attract new consumers as well as to retain existing ones.  Prior research indicates 

that sport consumer motives vary across contexts.  Moreover, research on sport consumers 

suggests that there is an opportunity to expand knowledge of sport consumer motives beyond 

social-psychological conceptualisations (i.e., intrinsic needs and wants) through an 

application of socio-cultural theorising (i.e., cultural meanings, values, beliefs, norms, 

identities, social class, lifestyle, history, and politics). 

Acknowledging this gap in existing scholarship, the current doctoral thesis aims to 

explore the motives driving sport consumers in three distinct cities of Vietnam, and the 

differences, based upon the social and cultural context of each city, that exist between these 

motives. 

The overarching theoretical framework underpinning the current research is consumer 

culture theory (CCT) (Arnould, 2006; Arnould & Thompson, 2005, 2007, 2015).  The current 

research is also informed by theories of socio-psychological sport motivation (Branscombe & 

Wann, 1991, 1994; Duncan, 1983; Gantz, 1981; Gantz & Wenner, 1995; Iso-Ahola & 

Hatfield, 1986; Lever & Wheeler, 1984; McPherson, 1975; Murrell & Dietz, 1992; Sloan, 

1989; Zhang, Pease, Hui, & Michaud, 1995; Zillmann, Bryant, & Sapolsky, 1989) and social 

identity theory (SIT) (Tajfel, 1982; Tajfel & Turner, 1979).  Through the lens of CCT, the 

current thesis explores the motives that drive sport consumers to support their teams.  A 

socio-cultural perspective was employed to emphasise the influence of cultural values, group 

identity, and socio-historic attributes on the consumption process.  

A sequential mixed methods research design was applied to address the research 

objectives.  First, a quantitative questionnaire (Study 1) was administered among consumers 
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of local teams’ matches in the three major cities of Vietnam located in three main regions 

(Hanoi the capital in North, Da Nang centre of Central region, and Saigon the economic 

centre of Vietnam) to examine the motives that facilitated sport consumer attendance across 

the three cities.  Second, a series of qualitative semi-structured interviews (Study 2) with 

selected respondents who participated in Study 1 were conducted to explore the influence of 

social and cultural factors on sport consumer motives across the three cities. 

Study 1 measured and compared path relationships between 12 motives and team 

identification across the three cities.  The on-site questionnaires were implemented in three 

cities: Hanoi n = 332; Da Nang n = 342; Saigon n = 371, N = 1,045).  Findings from the 

quantitative survey revealed that the motives of Community Pride, Escape, and Physical 

Attraction displayed the strongest relationships with team identification in the three cities; 

however, the effects of motives on team identification were found to vary across the three 

cities. 

Study 2 utilised semi-structured interviews (N = 41) in the three cities: Hanoi (N = 

14), Da Nang (N = 12), and Saigon (N = 15).  The interviews aimed to confirm and further 

explore the findings of Study 1 by gathering narratives from selected respondents who had 

participated in Study 1.  The qualitative semi-structured interview data revealed three broad 

themes in Vietnam: City Representation, Team Personnel, and Playing Style.   Under each 

broad theme, there were three distinctive motives, which reflected different contextual 

motives specific to each of the sampled cities.  Local Pride (Hanoi), Local Players (Da 

Nang), and Team Success (Saigon) were three sub-themes found under City Representation.  

Personal Ties (Hanoi), Head Coach (Da Nang), and Star Players (Saigon) provided more 

specific explanations of the way in which Team Personnel acted as a consumer motive.  

Meanwhile, Fair Play (Hanoi), Team Cohesion (Da Nang), and Attacking Play (Saigon) were 

the sub-themes underpinning Playing Style. 
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Overall, the current research extends the knowledge of sport consumer motives 

beyond socio-psychological conceptualisations (i.e., intrinsic needs and wants) through an 

application of socio-cultural theorising (i.e., socio-economic status, social hierarchical 

structure, history, and cultural values).  The findings of the current research suggest that even 

in a single country, sport consumer motives for supporting a team can vary across cities.  

These social and cultural attributes of the place where the team and consumers reside are 

important components that influence which motives are salient drivers of match attendance 

and team identification.  Practically, the findings proposed that the marketing strategies of 

sporting clubs should integrate the socio-historic and cultural attributes of the location where 

the sport consumption takes place, along with salient motives, in order to maximise the 

appeal for local consumers so they will engage with the clubs/teams. 
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CHAPTER 1 - INTRODUCTION 

Increasing revenue is an important objective for professional sport teams.  To 

increase revenue, it is crucial for sport teams to recruit new consumers and retain 

existing ones.  The income streams derived from consumers, or attendees, increase 

and maintain the stability that drives other revenue sources such as sponsorship, food 

and beverage concessions, and media rights (Neale & Funk, 2006).  Therefore, sport 

marketers implement strategies to drive new and repeat consumption using tactics 

such as: attractive promotional campaigns, complementary events alongside matches, 

and loyalty programs.  The challenge for sport marketers is to provide and promote 

what consumers want and desire from a sport match to facilitate repeat consumption 

and increased loyalty (Funk & James, 2001).  However, to design campaigns, events, 

and loyalty programs that appeal to consumers, marketers require a tacit 

understanding of what motivates individuals to consume sports. 

Understanding consumer motivation involves uncovering the drives 

underlying consumer choice prior to, and during, consumption episodes.  Previous 

research on sport consumer motivation (Bilyeu & Wann, 2002; James & Ridinger, 

2002; James & Ross, 2002, 2004; Mahony, Nakazawa, Funk, James, & Gladden, 

2002; Trail & James, 2001; Wann, 1995; Wann, Bilyeu, Brennan, Osborn, & 

Gambouras, 1999; Wann, Grieve, Zapalac, & Pease, 2008; Wann, Schrader, & 

Wilson, 1999) dedicates significant attention to understanding and measuring the 

motives that drive consumers to attend professional sport matches.  This is 

unsurprising as, if sport marketers can understand different sport consumer motives, 

they can boost team revenues and gate receipts (Wann et al., 2008).  The current study 

makes a novel contribution to the extant literature by exploring how social and 

cultural contexts influence the motives that lead individuals to consume sport.  
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Statement of problem 

Previous research has explored various motives that lead to the consumption 

of sport offerings (Wann et al., 2008).  Furthermore, consuming sport can drive to the 

sense of identity (Trail & James, 2001; Wann, 1995). Researchers suggested that 

certain social psychological motives for attending sporting games (for instance, 

vicarious achievement, escape, aesthetics) are related to fan identification (Sloan, 

1989; Trail & James, 2001; Wann, 1995). More specifically, previous research 

indicated that those motives would be predictive of team identification (Fink, Trail, & 

Anderson, 2002). In addition, scholars found significant relationships among variety 

of motives and team identification (Trail & James, 2001; Wann, 1995). For instance, 

Trail and James (2001) identified that team achievement and aesthetics were among 

motives that significantly led to team identification. Therefore, understanding which 

motives that lead to individuals’ team identification is worth to investigating.   

The motives that lead to consumption and team identification include 

psychological needs and wants (e.g., interest in specific players/team, expectations for 

team performance), and socio-psychological factors (e.g., social interaction with other 

spectators during matches, win-loss records, stadium factors, wholesome 

environment).  For example, the following motives have been identified as prominent 

factors driving sport consumption: aesthetics, escape, eustress, self-esteem, group 

affiliation, entertainment, family, economics, physical attractiveness, physical skill of 

athletes, vicarious achievement, community pride, and cultural affiliation (Armstrong, 

2002; Funk, Mahony, Nakazawa, & Hirakawa, 2001; Sloan, 1989; Trail & James, 

2001; Wann, 1995).  The diversity of factors uncovered, to date, offers a broad list of 

the various motives that drive sport consumption. 
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Beyond eliciting motives that drive behaviour, other researchers have 

concentrated on examining factors that influence motives.  Existing research indicates 

that sport consumer motives vary based on a number of demographic and 

psychographic independent variables, which include: gender (Dietz-Uhler, Harrick, 

End, & Jacquemotte, 2000; Fink et al., 2002; James & Ridinger, 2002; Wann, 1995; 

Wann, Schrader, et al., 1999), age (Bilyeu & Wann, 2002; Wann, 1995; Wann et al., 

1999), race/ethnicity (Armstrong, 2002; Bilyeu & Wann, 2002; Wann et al., 1999), 

household income (Pan, Gabert, McGaugh, & Branvoid, 1997), type of sport 

consumed (Bilyeu & Wann, 2002; Funk, Mahony, & Ridinger, 2002; James & 

Ridinger, 2002; Wenner, 1989), nationality (S. Kim, Greenwell, Andrew, Lee, & 

Mahony, 2008; Won & Kitamura, 2007), and cultural value orientations (Han, 

Mahony, & Greenwell, 2016; Kaplan & Langdon, 2012; R. Wang, Zhang, & Tsuji, 

2011). 

Despite identifying consumer characteristics that influence the salience of 

different motives, to date, there is limited theoretical understanding of why certain 

motives assume importance for certain groups or in specific social and cultural 

contexts.  This is problematic, as consumers do not consume in isolation.  Rather, 

consumers inhabit a society and community which has social structures, beliefs, 

cultural values, symbols, and traditions (Lee, Murphy, & Neale, 2009).  In addition, 

consumers typically exist in an environment that involves interactions with other 

people and groups (Holt, 1995, 1997, 1998; Lee et al., 2009). Combined, the social 

and cultural context that an individual inhabits and the people with whom they 

associate, have the capacity to increase or decrease the salience of some motives (e.g., 

social motives may be far more important in collectivist cultures). The research 
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context is presented next prior to the introduction of research questions that drive the 

current research. 

Research context 

The present research was implemented across the three major cities in 

Vietnam: Hanoi (the capital), Da Nang (a developing city located in Central region of 

Vietnam), and Saigon (the biggest, busiest city, and the economic centre of Vietnam).  

The population of Vietnam is approximately 90 million people from among whom 7 

million, 1 million, and 8 million live in Hanoi, Da Nang, and Saigon, respectively 

(General Statistics Office of Vietnam, 2015). The three cities were chosen based upon 

the following justifications.  First, Hanoi, Da Nang and Saigon are the three major 

cities and the metropolitan centres for each region of Vietnam, in which Hanoi is the 

capital of Vietnam located in the Northern area; Da Nang is the newly developing city 

located in the Central region of the country; and Saigon located in the Southern area is 

the biggest city of the country in term of area, population, and scale of economics. 

Second, these three cities represent the typical diversification in social, economic, 

cultural attributes across cities in Vietnam. Third, each selected city can be considered 

as the representative of other provinces within its region in term of population, area 

and scale of economy.  

Anecdotally, football is a popular sport in Vietnam, with a national 

competition that attracts significant public attention (e.g., matches have been played 

live on TV national channels, and radio channels).  The Vietnamese football league 

(V-League) commenced in 1980.  The current research collected data in the 2014 

season, at which time 13 teams contested the V-League.  Figure 1.1 displays the 

location of each team.  As Figure 1.1 illustrates, teams competing in the V-League are 

situated in three main zones of Vietnam: 
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• North: Than Quang Ninh, Hanoi T&T, Hai Phong, XM The Vissai Ninh 

Binh, and Thanh Hoa.  

• Central: SLNA, SHB-Da Nang, QNK Quang Nam, and HAGL.  

• South: Becamex-Binh Duong, Dong Tam Long An, Dong Nai, and Hung 

Vuong An Giang.  

Based upon the geographic distribution of football teams across regions in 

Vietnam, the researcher selected one team from each region to see if there were 

differences in the salience of certain motives for supporting teams.  The following 

teams were sampled in the current thesis: 

• Northern region (Hanoi city): Hanoi T&T	

• Central region (Da Nang city): SHB-Da Nang	

• Southern region (Saigon city): Becamex-Binh Duong	
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Figure 1.1.  Locations of soccer clubs participating in the V-League 2014. 

The inclusion of the three cities and their football teams in the current research 

is justified for three reasons.  First, the main purpose of the current thesis was to 

explore the motives driving sport (football) consumers in three distinct cities of 

Vietnam, and the differences that exist across these motives based upon the social and 

cultural context of each city.  Therefore, the consumers of three football teams in 

three different cities (across different regions) were chosen for investigation.  

Second, the team selected in each city has its own stadium, which is in the 

centre of the city, and is the unique football team representing the city.  The three 

chosen teams have played in the top division of the Vietnam Football League for at 

least five years consecutively, and been relatively successful during this period (see 
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Table 1.1). Third, these three teams have ranked high in the most recent V-League 

seasons. 

Table 1.1 

Information on Teams Involved in the Research  

City Team Name Year of championship wins 

Hanoi Hanoi T&T 2010; 2013; 2016 

Da Nang  SHB Da Nang 2009; 2012 

Saigon Becamex-BD 2007; 2008; 2014; 2015 

Note.  Data extracted from Vietnam Football Federation (2016). 

Social and cultural context of the three examined cities 

This section describes the social and cultural contexts of the three cities 

examined in the current thesis (Hanoi, Da Nang, and Saigon).  Clarification of the 

social and cultural attributes of each city is important as the two main objectives of 

the current thesis are to explore which sport consumer motives were salient in 

different social and cultural contexts, and how social and cultural attributes influenced 

this variability.  

The social and cultural context is a broaden concept, including geographical 

location, history, politics, socio-economic factors, cultural values, norms, and beliefs 

(Arnould, 2006; Arnould, Price, & Zinkhan, 2002; Arnould & Thompson, 2005; 

Wallendorf & Arnould, 1988). The current thesis delineated social and cultural 

settings as history, geography, social structure, and cultural values.  

As the nation’s capital, Hanoi is the political and cultural centre of Vietnam 

(Logan, 2009).  Geographically, Hanoi is in Northern area of Vietnam, close to China 

and Laos. Historically, Hanoi was chosen as the capital of the country during the 

ancient dynasties (Logan, 1996, 2005, 2009).  As such, there are many relics and 
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ancient buildings that still exist today.  During its colonisation, Hanoi was influenced 

by the French, who dominated the city for approximately 100 years, and built many 

colonial buildings in the city that are still standing today. Today’s inhabitants of 

Hanoi have not only inherited tangible objects (e.g., buildings) from the French, but 

less tangible cultural values, including languages, norms, and values. After October 

1954, Hanoi was emancipated from French colonisation, and has been regulated by 

the Vietnam Communist Party ever since.  During the American War, Hanoi followed 

the communist regime of Russia and China with its slow development that pushed 

Hanoi’s inhabitants into difficulties.  By applying the renovation policy in economics 

issued by the government (1990), Hanoi has improved and stabilised its economic 

growth rate.  However, the city government has focused on developing the state-

owned economic sector rather than on free-trade economic mechanisms like Saigon.  

Recently (since 2010), Hanoi’s government has accelerated the processes of 

privatisation for state-owned firms, improving equipment and technology, attracting 

foreign investment in diversified sectors as well as upgrading urban infrastructure 

(Hanoi Government, 2010b).  In addition, due to its status as the national capital, 

foreign embassies and governmental offices are situated in the city, which sees a large 

proportion of the population employed in white-collar governmental positions.  

From a cultural perspective, Vietnamese scholars claim that Hanoi, with a 

1,000-year history, is the place where Vietnamese culture and civilisation converge 

(Hanoi Government, 2010d).  Hence, Hanoians are natural representatives of 

Vietnamese behaviour.  Hanoi residents perceive themselves as being elegant, 

exquisite, charming, chivalrous, and open-minded (Hanoi Government, 2010d), and 

as advocating friendship.  They often socialise and make friends with those who 

possess the same ambitions. Friendship creates trust amongst Hanoi inhabitants 
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(Hanoi Government, 2010d).  In comparison with people from other cities of 

Vietnam, the Hanoians are typically well-educated, which facilitates the maintenance 

of traditional customs.  They not only maintain traditional customs, but change and 

modify these customs to suit their daily habits (e.g. wedding ceremonies are 

celebrated with western influence, and festivities are modernised).  

Da Nang is situated in the centre of Vietnam, about 800km from Hanoi and 

1,000km from Saigon.  The city has 30km of sea-shore with some of the country’s 

best beaches that attract many tourists each year.  The main industries in Da Nang 

include agricultural, heavy industry, and tourism services (Da Nang Government, 

2016).  Historically, in the middle of the 16th century, Da Nang was a small town and 

port for goods in transit and ship repairs.  After the 18th century, Da Nang became the 

largest commercial port in the central region of Vietnam.  During French colonisation 

(from 1889 to 1954), Da Nang was developed with a focus on social infrastructure 

and manufacturing technologies.  During this time, agricultural production, small-

scale industries, product processing, and ship building developed and thrived.  Da 

Nang became a big military complex during the American War (1965 – 1975).  

During that period, military bases including an airport, ports and warehouses were 

constructed by the American military.  However, the consequences of the American 

War led to a downturn in Vietnam, generally, and Da Nang particularly.  After 1975, 

Da Nang began to rehabilitate from the devastation of war by rebuilding and restoring 

industrial zones, expanding territories and attracting migrants from nearby rural areas.  

Recently, the Vietnamese government has aimed to develop Da Nang as the key 

economic area in Central Vietnam, focusing on industries, marine economy, and 

tourism (Da Nang Government, 2017b).  Da Nang is a bridge for economic, cultural, 

political, and social connection between Hanoi and Saigon.  
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Most of the inhabitants in the city are originally from Da Nang.  Inhabitants in 

Da Nang are famous for their hospitality and friendliness (Da Nang Department of 

Tourism, 2016). Vietnamese researchers summarised the salient characteristics of Da 

Nang’s people as: living a simple life, hard-working, painstaking, honest, rustic, and 

straight-forward (Nguyen, 2015).  Nguyen also identified several additional traits of 

Da Nang residents such as loyal, belief in the future, and eager to learn.  These traits 

separate Da Nang inhabitants from Hanoi and Saigon ones. It is noteworthy that 

ethnicity was not examined and discussed in the current research context because 

inhabitants in the three cities were majority Viet (Kinh) ethic group, which occupies 

more than 85% of Vietnamese population (General Statistics Office of Vietnam, 

2015). Though Da Nang is a small city in Central area, its inhabitants are belonging to 

Viet (Kinh) ethics.  

Saigon was founded between 1623 and 1698.  At that time, Saigon was 

developing as a result of agricultural production, trading businesses, and handicrafts.  

Since very early in its establishment, Saigon has been an economic centre in Vietnam.  

In the modern era, like other cities of Vietnam, Saigon was dominated by French 

colonisation for almost 100 years.  After French withdrawal, Saigon was occupied by 

America from 1960 to 1975.  The presence of Westerners in the military during these 

periods played a major role in the introduction of new, Western cultures to Saigon in 

the form of customs, values, traits, attitudes, and behaviour (Logan, 2009).  In April 

1975, Vietnamese socialists reunited the country; however, of all Vietnamese cities, 

Saigon was impacted by socialist regimes the least (Logan, 2009).  Together with the 

combination of French and US occupation and a less socialist system of governance, 

Saigon maintains a more Westernised and capitalist culture than Hanoi or Da Nang 

(Phuong, 2007).   
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Thousands of Vietnmese families have migrated from Central and Northern 

areas of Vietnam to settle in the plains of the Saigon rivers (Ho Chi Minh City 

Government, 2005d) from the very early stages of the city’s establishment until the 

present.  As being migrants from diversified cultures, Saigon residents are dynamic 

and open-minded (Ho Chi Minh City Government, 2005a; Phuong, 2007).  The 

invention and application of the Latinised national language in Vietnam originated in 

Saigon.  Saigon was also the first place in Vietnam to publish newspapers (Ho Chi 

Minh City Government, 2005a).  Importantly, due to the influence of Western culture, 

Saigon is likely individualistic (Tran, 2015). For example, government in Saigon 

emphasised individual achievement within the social structure as the desired path 

(Phuong, 2007). Moreover, people in Saigon adapted easily and quickly to the open 

market economy (Phuong, 2007). Geographically, Saigon is closer to the economic 

hubs of South East Asia, such as Bangkok, Singapore, and Kuala Lumpur, than to 

Hanoi, which also presumably influences Saigon inhabitants’ lifestyle. 

In summary, information related to social, geographical, cultural attributes, 

and social structures along with the personality traits of the inhabitants residing in the 

three cities, has been outlined (Table 1.2 summarised the differences in these 

mentioned factors across the three cities).  In doing so, the researcher has 

endeavoured to introduce social and cultural differences across the three cities 

sampled in this thesis.  These social and cultural differences underpin the matter of 

why the context of football in Vietnam provides a justifiable and rich context in which 

to explore the salience of different sport consumer motives in three social and cultural 

situations. 
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Based on this gap in the existing literature along with the described differences 

between the three cities in Vietnam in term of social and cultural settings, the current 

research addresses two questions: 

Research Question (RQ)1: What are the motives that drive sport consumers in Hanoi, 

Da Nang, and Saigon to support their local football team? 

Research Question (RQ)2: How does the social and cultural context in which a sport 

team plays influence the salience of certain consumer motives? 
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Table 1.2 

Summarisation of the differences in social and cultural settings across the three cities 

 Hanoi Da Nang Saigon 

Population 7mil (2015) 1mil (2015) 8mil (2015) 

Geography The political capital of Vietnam, 

located in the Northern area of the 

country. 

The newly developing city, located 

in the Central area of Vietnam, with 

many of beautiful beaches 

The busiest and economic centre of 

the country, located in the Southern 

area of Vietnam. 

History • The capital of the country 

during the ancient dynasties	

• Colonised by French over 

100 years (from 1889 to 

1954)	

• Used to be a small town and 

port for goods in transit and 

ship repairs in the middle of 

the 16th century. 

• After the 18th century, the city 

became the largest commercial 

• Found between 1623 and 1698 by 

governmental officers of the 

ancient dynasty in Hanoi. 

• During old time, the Saigon’s 

economic relied on industries 

including agricultural production, 
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• Followed communist regime 

since 1954	

 

port in the central area of 

Vietnam. 

• During French colonisation 

(1889-1954), Da Nang was 

developed focusing on social 

infrastructure and 

manufacturing. 

• During American war (1965-

1975), the big military 

complex was established in the 

city by the American military. 

• After 1975, the rehabilitation 

has been conducted by 

rebuilding and restoring 

trading businesses, and 

handicrafts. 

• Colonised by French from 1889 to 

1954 (like the two other cities). 

• Occupied by America from 1960 

to 1975 (same as Da Nang). 

• In April 1975, Vietnamese 

socialist from the North (Hanoi) 

reunited the country; and Saigon 

was impacted by socialist 

regimes. 
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industrial zones, attracting 

travellers to boost up the 

tourism industry. 

 

Cultural values • Being the place where the 

Vietnamese culture and 

civilisation converge due to 

over 1,000-year history.	

• Appreciating of being 

elegant, exquisite, charming, 

chivalrous, and advocating 

friendship.	

• Being recognised famously in 

hospitality and friendliness. 

• Salient characteristics of the 

city’s inhabitants are living 

simple life, hard-working, 

painstaking, honest, rustic, and 

straightforward.  

• Other salient traits are loyal, 

belief in the future, and eager 

to learn.  

• Influenced by Westernised and 

capitalist’s cultural values, which 

appreciate the individualism. 

• Saigon’s inhabitants are dynamic 

and open-minded. 
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Social structures • Office workers are 

predominant	

• A collective of well-educated 

inhabitants 	

• Blue-collar workers working in 

manufacturers, industrial zone. 

• Local people predominantly, 

not so many migrants from 

other cities 

 

• A number of migrants from other 

provinces are living in Saigon. 

• A diversified of social class is 

existing in Saigon. 
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Delimitation of scope 

The following two delimitations of scope are advanced to focus this thesis 

(Creswell, 2014).  First, individuals display a variety of attitudes and behaviours when 

supporting/identifying with a team (Funk & James, 2001, 2006).  For instance, Lock, 

Taylor, and Darcy (2011) split previous studies of sport consumer motives into two 

streams.  The first explores sport consumer motives to attend sport events without an 

explicit focus on fan-team relationships (e.g., Funk & James, 2004).  The second 

examines motives leading to team identification with a specific sporting team (e.g., 

Fink et al., 2002).  Therefore, the current research specifically aimed to explore the 

reasons for team identification or support, and on-ground match attendance.  In doing 

so, the current research focused on individuals who support a local team by attending 

matches in-person.  These individuals, who invest time and money to watch the team 

in the stadium, were considered to have identified with that team – to some extent.    

Second, Consumer Culture Theory (CCT) was employed as a theoretical 

framework underpinning this thesis.  CCT provides a myriad of social and cultural 

attributes that explore the impact of contexts on the consumption process.  

Notwithstanding, the application of CCT used in this thesis was delimited to two 

streams of work: (1) consumer identity projects; and the (2) socio-historic patterning 

of consumption (Arnould, 2006; Arnould & Thompson, 2005, 2007).  Since the 

complication of social and cultural attributes exist as well as the scarceness of extant 

studies in Vietnam related to these abovementioned factors, this thesis focused on key 

components including history of the city, socio-economic factors, cultural attributes, 

personality traits of the locals, and social class to investigate the impact of these 

components on the variation among sport consumer motives across the three cities.   
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Structure of thesis 

This thesis consists of five chapters that are organised as follows.  The first 

chapter has provided an overview of the current thesis.  Following the Introduction, 

the Literature Review critically reviews the existing literature on sport consumer 

motives, team identification, the connection between motives and team identification, 

and sets out the theoretical framework of the thesis. 

The next chapter explains the methods used to guide the current thesis.  This 

chapter begins with an explanation of the paradigmatic stance of the researcher.  

Following this, the mixed methods approach employed is justified and the research 

design is presented. The design of the quantitative site-survey questionnaire is 

presented in the following order: (1) participants and procedures to implement the 

data collection; (2) materials and instruments used to collect data; (3) the data analysis 

process.  The method of qualitative semi-structured interviews is featured in the 

following order: (1) the questions used to explore the answers of respondents related 

to the research problems are addressed; (2) the description of the participants in this 

study and the procedure for effecting the interviews; (3) the process of data 

transcription and translation; and (4) the description of the data analysis process.  

The Results chapter presents the outcomes of each study in sequence.  First, 

the results of the quantitative site-survey questionnaire are detailed.  Then, the results 

of the measurement tests are exhibited.  To conclude the results of quantitative site-

survey phase, the outcomes of the path analysis of data collected from each city are 

presented.  The results of the qualitative semi-structured interview are featured based 

upon the themes to emerge from the data collection and data coding.  The primary 

themes are exhibited along with the underlying sub-themes of the three cities.  
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The final chapter is that concerning the Discussion and Conclusion.  In this 

chapter, the results of the current thesis are positioned within the existing knowledge 

about the domain of sport consumer motives and team identification to demonstrate 

the theoretical contributions.  Furthermore, the alignment of the results with CCT are 

addressed to offer theoretical implications.  Next, the managerial implications are 

described.  The limitations and future directions derived from this thesis are then 

featured.  Finally, the conclusion is presented to summarise the thesis.       

Definitions of terms 

During this thesis, the following terms are used to describe key concepts 

relating to sport consumer motives and CCT.  Table 1.3 presents the key terms that 

will be discussed throughout the current thesis. 
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Table 1.3 

Definitions of Terms  

Term Definition 

Acquisition of knowledge  The need to learn about the team or players through interaction and media consumption (Fink et 

al., 2002; Trail, Anderson, & Fink, 2000; Trail & James, 2001). 

Aesthetic The attraction to the game in terms of the excellence, beauty, and creativity of athletic 

performance (G. Smith, 1988). 

Community support Fans attracted to a sport team because they are proud of the community to which both team and 

fans belong  (Branscombe & Wann, 1991; Funk et al., 2001). 

Culture A dynamic blueprint for action and interpretation that enables a person to operate in a manner 

acceptable to other members of the culture (Holt, 1995, 1997).  Culture consists of values, 

myths, symbols, and rituals. 

Cultural ritual Behaviours that occur in a relatively fixed sequence and that tend to be repeated periodically 

(McCracken, 1986; Wallendorf & Arnould, 1991). 
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Cultural symbols Objects that represent beliefs and values (Arnould et al., 2002). 

Economic  Fans attracted to sport matches that offer opportunities to gamble on the events (Gantz & 

Wenner, 1995; McPherson, 1975; Wann, 1995). 

Entertainment  Fans consume sport as it offers them a pastime similar to watching movies and listening to 

music (Gantz, 1981; Gantz & Wenner, 1995; Sloan, 1989; Wann, 1995; Wann et al., 1999). 

Escape A motive that occurs when fans are dissatisfied or bored with their life, or aspects of their life, 

and in this circumstance, they might forget about their troubles through fandom (Lever & 

Wheeler, 1984; McPherson, 1975; Sloan, 1989; Wann et al, 1999). 

Ethnicity Frequent patterns of association and identification with common national or cultural origins of 

a subgroup found within the larger society (Arnould et al., 2002).  

Eustress A desire to gain excitement and stimulation through sport (Gantz, 1981; Sloan, 1989).   

Eustress is a positive form of stress, which stimulates and energises an individual (Wann et al., 

1999) .    

Family  The opportunity to spend time with one’s family doing something everyone enjoys (Fink et al., 

2002; Trail et al., 2000; Trail & James, 2001). 
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Group affiliation  Fans prefer to consume sport as a part of a group (Aveni, 1977; Mann, 1969).  Spending time 

with friends is also a driving force behind the decision to attend sport matches (Melnick, 1993; 

Pan et al., 1997). 

Motive An internal factor that arouses, directs, and integrates a person’s behaviour (Iso-Ahola, 1980).   

Motives constitute the starting point that launches the decision process (Crompton & McKay, 

1997).    

Myth Stories containing symbolic elements that express shared emotions and cultural values 

(Arnould et al., 2002). 

Norm Informal, usually unspoken rules that govern behaviour (Terry & Hogg, 1996, 1999; Terry, 

Hogg, & White, 1999). 

Physical attraction Watching sports because of the physical attractiveness of an individual athlete or group of 

athletes (Fink et al., 2002; Trail et al., 2000; Trail & James, 2001). 

Physical skill  The appreciation of the physical skill of the athletes or the well-executed performance of the 

team (Fink et al., 2002; Trail et al., 2000; Trail & James, 2001). 
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Social class A hierarchy of large groups across society, broadly recognised by members of that society, 

involving inequalities in areas such as power, authority, wealth, income, prestige, working 

conditions, lifestyles, and culture (Arnould et al., 2002). 

Social interaction  The need to interact and socialise with others of like interests to achieve feelings that one is part 

of a group (Fink et al., 2002; Trail et al., 2000; Trail & James, 2001). 

Team identification The extent to which a person feels psychologically linked to a sport team (Wann, Melnick, 

Russell, & Pease, 2001). 

Value Enduring belief about desirable outcomes that transcend specific situations and shape one’s 

behaviour (Arnould et al., 2002). 

Vicarious achievement  The feelings of social prestige, self-esteem, and sense of empowerment that an individual can 

receive from their association with a successful team (Fink et al., 2002). 

Wholesome environment  Fans attracted to sport matches because friendly and family atmosphere contribute to the 

enjoyment of sports (Funk et al., 2002). 
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Summary 

Understanding why people consume sport is critical for marketers.  A plethora 

of motives have already been identified in previous research, alongside a variety of 

external factors, such as demographic variables that influence how consumers are 

motivated.  This body of work indicates the contextual nature of sport consumer 

motives.  However, little previous research has explored the reason why some 

motives are more salient than others across social and cultural contexts.  From 

observing this opportunity, and by employing CCT as the theoretical framework, the 

current researcher aims to examine how the social and cultural context in which a 

sporting team and its consumers reside, shapes the motives for fans’ attending and 

supporting the team.  To achieve the research objectives, the researcher ensured that 

the participants in the current study were all Vietnamese, but residing in three 

different cities. 

The next chapter reviews the literature related to research into sport consumer 

motivation.  The review of the existing literature identifies a gap which, it is 

anticipated, the current research will fill.  Furthermore, the chapter discusses the 

theoretical framework applied in more detail. 



CONTEXTUAL NATURE OF SPORT FAN MOTIVES 37 

CHAPTER 2 - LITERATURE REVIEW 

The Literature Review is presented in two main parts.  In the first part, the theoretical 

framework underpinning the current thesis is presented.  CCT is an overarching framework 

that is employed to explore the research questions of the current research.  The second part of 

the chapter includes a review of existing research in the domain of sport consumer motives 

and team identification.  

Theoretical Framework 

In this section, theories that guide the direction of the current research are discussed. 

The section is constructed in three main parts.  First, sport consumer motives that are used in 

the existing research are presented.  Second, by identifying the scarcity of theoretical 

frameworks underpinning the impact of social and cultural contexts on sport consumer 

motives, CCT is introduced as an overarching theoretical framework to make sense of the 

current research problem.  Third, the researcher reviews work on team identification, since 

the current research aims to examine the motives driving sport consumers to support/identify 

with their local team.  

Conceptualisation of motivation. 

Sport consumer motives (e.g., vicarious achievement, escape, aesthetic, eustress, and 

so on) were identified as indirectly or directly determinants related to sport consumer 

behaviour (Funk, Mahony, & Ridinger, 2002; Funk, Ridinger, & Moorman, 2003; Bernthal, 

Koesters, Ballouli, & Brown, 2015; Trail & James, 2001). The examination of motives would 

usually have been a starting point in the research related to sport consumer behaviour. 

Therefore, the link between sport consumer motives and sport consumer behaviour provides a 

rationale to employ a theory related consumer behaviour (i.e., CCT) to underpin the research 

problems. The review of how motives are conceptualised in sport consumer research is 

presented next. 
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Research in the effect of motives on sport consumer behaviour focuses on 

understanding how and why an individual decided to consume (or not consume) products and 

services (Quester & Neal, 2007).  Reasons that lead individuals to consume sports can be 

considered as motivation (Bee & Havitz, 2010; Y. Kim, Trail, & Magnusen, 2013; Trail & 

James, 2001).   

Motivation, or to be motivated, is to be driven to do something (Ryan & Deci, 2000).  

More specifically, motivation is defined as a force that pushes an individual to do something 

to fulfil biological needs or psychological desires (Bayton, 1958; Mowen & Minor, 1998).  

This definition emanates from Maslow’s (1943) hierarchy of needs, which is considered an 

authoritative framework in which to examine motivation in leisure research (Iso-Ahola, 

1980).  In the hierarchy of needs, Maslow (1943) asserted that humans are motivated by their 

needs and wants.  Maslow categorised human needs into five sequential stages that motivate 

human behaviour: (1) physiological, (2) safety, (3) social, (4) esteem, and (5) self-

actualisation.  He stated that physical needs must be satisfied before higher order social and 

personal needs.  Though used in studies of motivation, Maslow’s work concentrates on the 

psychological drives underpinning motivation, rather than on broader socio-cultural 

perspectives, which delve into the influence of social and cultural contexts on behaviour.  

While Maslow (1943) asserted that esteem, and self-actualisation elements are related to 

social factors, he did not elaborate on how social or cultural factors affect or shape what 

humans behaviours (Pearson & Podeschi, 1999; Taormina & Gao, 2013).  In short, Maslow 

conceptualised human motivation as the result of needs, wants and desires that derive from 

biological or psychological drives.  

From attitudinal and behavioural perspectives, motivation is an intrinsic 

psychological factor that arouses, directs and integrates with human behaviour (Iso-Ahola, 

1982; Mowen & Minor, 1998).  Similarly, Vallerand (2004) viewed motivation as the 
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internal or external forces that lead to the initiation, direction, intensity and persistence of 

behaviour.  From this perspective, therefore, behaviour and attitude represent the core 

elements required to assess consumer motivation.  For example, to evaluate whether 

consumers are motivated to attend the sport matches of a particular sport team, researchers 

investigate consumers’ loyalty, match attendance frequency, and purchase of season tickets.  

As such, motivation is considered an important determinant of human behaviour (Gilbert, 

1991; McClelland, 1985). 

In sport, researchers tend to view motivation as a process, rather than as a single force 

or state.  Schiffman and Kanuk (2000) defined sport consumer motivation as a process 

through which an individual is pushed to consume sport in order to achieve a desired 

outcome.  As illustrated in Figure 2.1, Funk (2012) argued that sport consumer motivation 

process develops through the sequential phases of (1) need recognition, (2) tension reduction, 

(3) drive state, (4) want pathway, (5) goal-directed behaviour. 

In the first stage (i.e. need recognition), an individual recognises the existence of a 

discrepancy between his or her present and ideal state, which creates a need.  Then, within 

the stage of tension reduction, the individual attempts to reduce or discard tension caused by 

an imbalance between present and ideal states through the consumption of chosen products or 

services.  In the drive stage, either biological or cognitive needs, or both, push the individual 

to consider various pathways to restore the balance.      

The want pathway pulls an individual toward products and services (Funk, 2011).  

Through consumption, the individual may receive an opportunity to achieve desirable 

outcomes and reduce or eliminate tension.  Individuals or consumers are motivated to select 

Need 
recognition 

Tension 
reduction Drive state Want 

pathway 

Goal-
directed 

behaviour 

Figure 2.1. Motivational process (Funk, 2012). 
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the pathway to consume based upon various sets of elements such as experiences, socio-

cultural upbringing, benefits, desire, personality, sociological influences (i.e., family, friends, 

work colleagues, neighbours, and non-commercial sources), social class, gender, culture, and 

values.  Besides, sport marketing actions such as promotional campaigns can influence the 

pathway stage of a motivational process.  The final point of the motivational process is goal-

directed behaviour.  At this stage, goal attainment occurs through a consumption activity, 

which satisfies (does not satisfy) needs and reduces (increases) tension.  

Within this sequential process, the want pathway receives considerable attention from 

academics and marketers because it represents the point at which the consumer engages in a 

specific form of behaviour to satisfy a need or acquire a benefit (Funk, Filo, Beaton, & 

Pritchard, 2009).  In sum, motivation is a process through which sport consumers are driven 

to consume. The next part defines the term motive, which is generally used as an operational 

measurement of consumer motivation. 

Sport consumer motives : socio-psychological perspective. 

Since motivation is a latent construct that is unable to be directly measured (Neale & 

Funk, 2006), scholars use the term motive to describe a variety of first-order factors that 

explain variance in the second order construct: consumer motivation.  Therefore, motives 

represent an unobservable inner force that stimulates and compels a behavioural response in 

some specific direction or towards some goal (Quester & Neal, 2007).  Similarly, in sport 

consumption studies, M. Weiss and Ferrer-Caja (2002) defined motives as a series of 

cognitive events leading to behaviour.  This delineation represents an atomistic approach to 

the study of consumer motivation (Kiesler, Collins, & Miller, 1969). 

Researchers suggest that sport consumer motives are dynamic and prone to change 

during a consumer’s life course (Beaton & Funk, 2008; Iso-Ahola, 1980).  Recours, Souville, 

and Griffet (2004) affirmed that sport consumer motives are highly heterogeneous.   Scholars 
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in this domain explore an array of motives that affect sport consumer behaviour (Funk et al., 

2001; Funk, Ridinger, & Moorman, 2004; Trail & James, 2001; Wann, 1995), including 

vicarious achievement, eustress, family, physical attraction, and so on.  These motives were 

established based upon five groups of theories: (1) Salubrious effect theories, (2) Stress and 

stimulation seeking theories, (3) Catharsis and aggression theories, (4) Entertainment 

theories, and (5) Achievement-seeking theories, which were categorised by Sloan (1989).  He 

argued that these five theories explain the primary reasons (motives) for sport consumption.  

These five theoretical groups have been employed in a plethora of studies on sport consumer 

motives.  The following section briefly summarises these approaches: 

(1) Salubrious effect theories reflect the belief that spectators are attracted to a game 

for its pleasure and the physical and the mental well-being derived from 

consumption.  These theories also suggest that attending a sporting event can 

serve as an escape for consumers (Lever & Wheeler, 1984; McPherson, 1975; 

Sloan, 1989).  For example, Trail and James (2001) found that attending major-

league baseball matches provided season ticket holders with a means to escape 

from their daily routine.  These two scholars also argued that the escape motive is 

categorised as a psychological motive.  	

(2) Stress and stimulation-seeking theories focus on the positive and negative stresses 

that can result from direct or indirect sport consumption.  Hence, consumers are 

attracted to a game because of an intrinsic need for arousing and stimulating 

experiences (Branscombe & Wann, 1994; Gantz & Wenner, 1995; Sloan, 1989).  

For instance, previous studies have indicated that sport consumers enjoy 

consuming sports since in doing so, they find arousal and a sense of useful stress 

(i.e., eustress) (Wann, 1995; Zuckerman, 1994).	
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(3) Catharsis and aggression theories reflect the belief that spectators are attracted to a 

game for its aggressive and violent content (Iso-Ahola & Hatfield, 1986; Sloan, 

1989).  For example, S. Kim et al. (2008) contended that fans may enjoy the level 

of violence that exists in contact sports like Mixed-Martial Art (MMA), ice 

hockey, and rugby.  Several other studies found that the intimidation and violence 

factors of these heavy contact sports can enhance the dramatic aspects that may 

motivate sport consumers (e.g., DeNeui & Sachau, 1996).    	

(4) Entertainment theories suggest that spectators are attracted to a game because one 

or more specific components of the contest will provide them with pleasure 

(Duncan, 1983; Gantz, 1981; Sloan, 1989; Zillmann et al., 1989).  Spectating a 

sport can be considered as a pastime that is distinct from watching movies or 

experiencing an amusement park (Wann, 1995).  Zillmann et al. (1989) contended 

that the entertainment aspect of spectating sport is reliant on the fact that it does 

not need any special skills, in comparison to sport participation.   	

(5) Achievement-seeking theories suggest that individuals are attracted to sport 

spectating because of their identification with the achievement of others 

(Branscombe & Wann, 1991; Murrell & Dietz, 1992; Zhang et al., 1995).  For 

example, a plethora of research has found that sport consumers desire the 

consumption of sport (attending matches, following the sporting team) since the 

consumption process provides them with a feeling of accomplishment and 

achievement when their team succeeds (Branscombe & Wann, 1994; Wann, 

1995).    	

In sum, the five theories have been broadly used to explain reasons why individuals consume 

sport.  However, these theories do not provide a theoretical explanation as to how the social 

and cultural context in which a person lives influences the salience of specific motives.  
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These theories adopt a social psychological perspective rather than a sociological perspective 

and, as such, they ignore the effects of the socio-economic, historical, and cultural landscape 

in which consumers consume. 

 To date, research in the sport consumer domain has not employed any theoretical 

framework that can explain the effect of social and cultural settings on why individuals 

consume sport.  Underscoring this need are theoretical perspectives articulating that people 

are not isolated, asocial actors, but instead, conscious actors that belong to a social structure 

with norms and meanings that offer a behavioural blueprint. 

The theory of planned behaviour (TPB) (Ajzen, 1991) addresses the role of social 

agents (which is labelled as subjective norm), including friends, family members, peers in an 

individual’s intention to perform a given behaviour. In TPB, Ajzen (1991) argued that the 

central factor predicting an individual’s behaviour is his or her intention to perform an actual 

behaviour. There are three conceptually independent determinants of intention: attitude 

toward the behaviour, subjective norms, and perceived behavioural control (Ajzen, 1991). 

While the attitude toward behaviour is determined by an individual’s beliefs about the 

behaviour; and the perceived behavioural control refers to the individual’s perception of how 

easy or difficult it is to perform a given behaviour; the subjective norms indicate the 

perception of social pressures or expectation an individual has from significant others to 

decide to perform (not perform) a given behaviour (Ajzen, 1991). In sport consumer research, 

Kim and James (2016) found that subjective norms were important predictors of intention to 

purchase sport team licensed merchandise. Moreover, Cunningham and Kwon (2003), by 

using the theory of planned behaviour underpinning their research, supported the role of 

subjective norms (i.e., family members and friends) in individuals’ intention to attend hockey 

games.  
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The argument of TPB and previous studies indicated the role of social agents in an 

individual’s intention to perform a specific behaviour. However, though the importance of 

subjective norms is proven through research underpinned by TPB, the role of subjective 

norms is still positivistic and detached from social structures, cultural values, and history of 

the context where the consumption occurs.  

 The revision of previous theories on sport motives indicated that existing work draws 

on drive theories that adopt psychological conceptualisation of behaviour (e.g., Schiffman & 

Kanuk, 2000); and importantly pay little attention to social structures, cultural values, and 

historical patterns of consumption and identity projects. Existing knowledge shows that 

consumers also belong to communities and groups, which also confer behavioural norms, 

beliefs, and values on members (Willis, 1996).  The product and service (a sport team within 

the current research context) also creates social and cultural meanings, which can regulate 

consumers’ motivation and behaviour (McCracken, 1986).  Therefore, these sociological 

factors, including social class, gender, ethnicity, cultural values, and history can influence the 

consumption choices. Moreover, these factors also can shape individuals’ schema about who 

they are and how they define their self.   

In consequence, to investigate the influence of social and cultural factors on sport 

consumer motives, the current research requires a theoretical perspective that illustrates the 

relationship between consumer behaviour and social and cultural factors.  In this sense, CCT 

is deemed an appropriate lens through which to respond to the central research problem of 

this thesis.  The introduction of CCT is presented next. 

Consumer Culture Theory. 

Sport consumer motives: sociological perspective.  

Socio-cultural understandings of consumption provide additional explanations of 

sport consumer motives, beyond a purely social psychological approach.  Consumer 
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motivational processes are dynamic and defined by an individual’s relationships and 

interactions with the world around them.  Furthermore, each individual has a unique set of 

experiences that shape his or her needs and wants (Arnould et al., 2002).  Human behaviour 

is influenced by instinctive responses, social norms, and cultural values (Dichter, 1979). 

Therefore, motivation, which is a starting point of consumer behaviour and action, develops 

within a social and cultural context, and shapes consumers’ desires in relation to how to live 

and enjoy life (Belk, Ger, & Askegaard, 2000). 

Likewise, consumer motivation is a product of individual psychology as well as social 

and cultural context (Arnould et al., 2002).  More importantly, consumers adapt their 

motivations and actions to fit with what works in specific social and cultural environments.  

Individuals are motivated to consume a product not only because of their own psychology, 

but also by the social and environmental settings that they inhabit.  The consumers’ goals and 

behaviour are shaped by how they interpret macro-environmental factors, local context, and 

social networks within their own personal history, circumstances, life themes, and values 

(Huffman, Ratneshwar, & Mick, 2000).    

The macro-environmental factors consist of global context, consumer culture, and 

culture production systems (Coulter, Price, & Feick, 2003; Huffman et al., 2000).  Local 

context and social networks include family and significant others, organisations and 

communities, and economic and social structures (Coulter et al., 2003; Huffman et al., 2000).  

For example, a decision by a fan to attend a sport match may derive from his peers, family, 

income, or symbolic value of the local team within his community (Lock & Funk, 2016).  

Therefore, the investigation of sport consumer motives can be elaborated on and developed 

by including sociological perspectives, rather than be drawn only from social and 

psychological perspectives.  The following section introduces CCT and justifies the 

appropriateness of employing CCT within the current research. 
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Epistemology in CCT. 

 The interest in examining consumption process from cultural perspectives may lead to 

the research in CCT. In this research vein, sociocultural context was brought to consumer 

research through the introduction of existential phenomenology as a paradigm for CCT 

studies (Askegaard & Linnet, 2011). There are two dominant epistemological trends that 

formed the state of knowledge development in CCT (Askegaard & Linnet, 2011). First, the 

domination of research emphasises on individual level in term of psychological perspectives. 

The spectre of psychology had led to a dominance of existential-phenomenological 

epistemologies and methodologies in consumer research within CCT. Second, CCT scholars 

have treated field-specific findings as if they are necessarily widely experienced sociological 

phenomena. As such the theorisation of context has been a challenging for research within 

CCT.  

Introduction of CCT. 

In the consumption process, the intention (i.e., motives) is the starting point that drive 

to purchasing or consuming behaviours, including selection, purchasing, and disposition 

products and services. In sport context, sport consumer motivation is defined as the process 

through which an individual is pushed to consume sport in order to achieve a desired 

outcome (Schiffman & Kanuk, 2000). However, existing literature has not obviously 

indicated that the intention of consuming products and services is the result of others. 

Therefore, a theory that is interested in how social class, gender, and history can shape the 

consumption choices was required to examine the current research objectives. In this 

circumstance, CCT is deemed appropriate.   

CCT is a set of theoretical perspectives that explores consumption process in relation 

to social and cultural meanings (Arnould & Thompson, 2005).  Consumption process in CCT 

is examined from social and cultural perspectives rather than traditional psychological ones 
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(Arnould & Thompson, 2005, 2007; Belk, 1987; Holbrook & Hirschman, 1982).  In CCT, 

consumers’ actions are influenced by social and cultural settings that are created by two main 

sources.  First, the society, community, or group in which a consumer lives has its own social 

and cultural settings, which consist of norms, values, beliefs, social class hierarchies, and 

historical attributes (Arnould & Thompson, 2005; Holt, 2002; Kozinets, 2001, 2002).  

Second, products and services can carry and communicate cultural meanings (e.g., rituals and 

traditions) (Douglas, 2002; Sahlins, 2013).  Moreover, through the effort of an organisation’s 

marketers, the mass media images, texts, and objects also play an important role in the 

consumption process (Hirschman & Thompson, 1997; Kozinets, 2001).  Holt (2002) asserted 

that the consumption of products and marketing symbols created by firms are central to 

consumer culture.  As such, the reproduction and perpetuation of consumer culture largely 

depends on the choices of consumers in their daily lives.    

Research in CCT indicates that cultural values can shape consumer behaviour.  

Cultural values are shared broadly across a community.  Values include instrumental values 

and terminal values (Kamakura & Mazzon, 1991).  Instrumental values are shared beliefs 

about how people should behave.  Terminal values are individuals’ life goals.  Consumers 

learn, reinforce, and modify cultural values within subcultures, ethnic groups, social classes, 

and families.  Research in CCT affirms that many products and services are positioned to 

appeal to cultural values (Rokeach, 1973) and these belief systems can influence and explain 

a variety of individual and collective consumer behaviours.  For example, the influences are 

expressed in the way consumers with different cultural values rank product features, or the 

way they respond to advertising messages (Z. Wang, Rao, & D’Auria, 1994). 

The differences between collectivist and individualist cultures constitute another 

contention pertaining to the impact of cultural values on consumer behaviour.  Existing 

knowledge identifies cultural value orientations that separate Western (individualism) and 
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Asian cultures (collectivism) (Hui, 1988; Kitayama & Markus, 2014; Schimmack, Oishi, & 

Diener, 2005).  According to collectivist and individualist cultural theory, the differences in 

cultural value orientations between these two cultures shape the attitude and behaviours of in-

group members (Triandis, Bontempo, Villareal, Asai, & Lucca, 1988).    

Individualism can be regarded as independence from in-group concerns (Triandis et 

al., 1988; Weldon, 1984), a state in which the self-concept is a personal concern (Hui, 1988; 

Triandis et al., 1988).  North American and Western European cultures (e.g., The U.S. and 

Scandinavian countries) can be classified as more individualistic cultures (Kitayama & 

Markus, 2014; Markus & Kitayama, 1991, 2010; Triandis et al., 1988).  The self in an 

individualist culture has several key attributes such as an independent view of self, primacy 

of personal goals, attitudes as a chief concern, and a belief in the importance of exchange 

(Clark & Mills, 1994; Triandis, 2001; Triandis et al., 1988).  Moreover, individualism also 

tends to promote competition, self-reliance, and hedonism (Triandis, 2001). 

On the other hand, collectivism is a value orientation tending towards 

interdependence between in-group members (Triandis, 2001; Triandis et al., 1988).  It is 

known that most Asian, African, and South American cultures are typically classified as 

collectivist (Hofstede, 1984; Hui & Triandis, 1986; Markus & Kitayama, 2010; Triandis et 

al., 1988).   Hui and Triandis (1986) contended that in a collectivist culture, the group (not 

the individual) is the basic unit of survival.  Triandis (2001) also defined collectivism as the 

tendency of a group of individuals to emphasise a harmony within the in-group for a common 

goal.  In a collectivist community, group benefit assumes primacy over individual profit 

(Triandis, 2001).  The current research draws on consumer culture theory to examine the 

culture orientation values of each of the three cites with which it is concerned in order to 

make sense of variations in the motives of the people in them.  
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In addition to cultural values, myths and symbols are also important elements in the 

construction of culture.  Myths are stories containing symbolic elements that express shared 

emotional and cultural values.  In traditional society, people convey cultural knowledge to 

their children via fairy tales, myths, and legends.  Recently, advertisements, cartoons, movies, 

and television programs have also built mythic themes and conveyed cultural knowledge to 

consumers (Arnould et al., 2002).    

Consumer behaviour can be better understood by reference to shared cultural 

symbols.  Cultural symbols are defined as objects that represent beliefs and values (Arnould 

et al., 2002).  Core symbols in which culture is well reflected are emotional and powerful 

symbols that contain multiple meanings.  The symbols can be products, places, food, or 

heroic persons, which represent a community or group of consumers.  Research aligned with 

CCT affirms that consumer behaviour is also shaped by cultural symbols of the community in 

which consumers are living. 

Peers, friends, and family can influence consumer motivation as interactions in these 

social structures (re) produce a consumer’s beliefs about consumption (Arnould et al., 2002; 

Funk & James, 2001).  For example, a colleague can convince a consumer to attend a soccer 

match based on the former’s experience that attendance releases stress (eustress) and 

provides escape from their daily routine.  Other social structures such as age, gender, 

ethnicity, and household income also shape consumer motivation and consumption practices 

(Funk & James, 2001).  For instance, previous research has found that fans under 40 years of 

age viewed social factors as the most important construct in deciding season ticket purchases, 

while those between 41-50 years of age displayed the highest interest in the team winning 

record (Pan et al., 1997).    

The current research aims to explore what leads to team identification in different 

social and cultural situations (by combining cross-sectional surveys and semi-structured 
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interviews), and how the history and socio-economic setting of a city shapes consumer 

motives. Therefore, the application of CCT underpinning to examine the influence of social 

and cultural context on sport consumer motives that lead to attitude (team identification) and 

behaviour (attending home team’s matches) deems to be likely appropriate.  There are two 

specific research programmes in CCT that provide guidance: (1) consumer identity projects 

and (2) socio-historic patterning of consumption (Arnould & Thompson, 2005).  These two 

research programs (along with marketplace culture, and mass-mediated marketplace 

ideologies research programs within CCT) form a holistic research tradition (Arnould & 

Thompson, 2005). These research programs combined together address the complexity and 

dynamic of consumption process in context (Arnould, 2006). Therefore, these research 

programs unlikely contradict each other, rather they provide a fuller view of consumption 

process (Arnould, 2006; Arnould & Thompson, 2005, 2007, 2015). 

The work on consumer identity projects aligns CCT with cultural studies theorising 

that explores consumption as identity work (Giddens, 1991; Illouz, 1997) and investigates the 

cultural meanings that are conveyed in, and by, products and services (Schmidt, 1997).  On 

the other hand, research into the socio-historic patterning of consumption aligns CCT with a 

large body of sociological and historical research on the role of class, gender, and ethnicity as 

well as history of the place and structural influences on consumer behaviour (Cohen, 2004; 

Dávila, 2012; Fine, 2002).    

The current thesis strives to explain how the social and cultural context in which a 

sport team exists, shapes consumer motives.  As addressed in the research questions, the 

researcher aims to identify the differences in the motives of sport consumers between cities in 

the same country.  As described in the introduction of research context, several research and 

observations in Vietnam found that these cities each have a distinct history, socio-economic 

status, social class, ethnicity, cultural values, and symbols (e.g., Logan, 2005).  Furthermore, 
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the exploration of how consumers consume sport matches to satisfy their identity projects is 

also addressed.  Therefore, the current research problem relates to both consumer identity 

projects and the socio-historic patterning of consumption.  Hence, the next section elaborates 

on the previous research related to these two CCT research streams to conceptualise the 

framework of the current thesis.  

Consumer identity projects. 

Consumers are conceived of as identity seekers and makers through consumption 

(Arnould & Thompson, 2005).  As identity seekers, consumers use and dispose of products 

and services that can assert their identity in society or community.  As identity makers, 

consumers create an identity (identities) that distinguishes them from other individuals and 

groups through consumption.  In this sense, consumers actively use consumption to construct 

their identity (Oswald, 1999; Thompson & Tambyah, 1999). 

Consumer identity projects explore how environmental factors, such as family and 

peers, influence the consumption process through which consumers satisfy their self-concept 

and self-identity (Belk, 1988; Holt, 1995; McCracken, 1986).  For instance, Belk (1988) 

contended that consumers regard their possessions (of a product) as constitutive parts of their 

self-concept.  To construct identity, individuals tend to share their possessions with persons 

whom they regard as a part of them rather than with unrelated persons (Belk, 2010).  Holt 

(1995) also found that baseball spectators integrate a variety of elements of professional 

baseball into their identity, including a team and players.  Holt provided the metaphor of 

consuming-as-classification and consuming as integration to describe the ways consumers 

use products and services (sport matches) to classify themselves in relation to relevant other 

consumers and groups.  Belk (1988) viewed the process of integrating consumption objects 

into a consumer’s identity as a form of extending the self.    
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Researchers argue that, within society, there are two opposing motivational 

tendencies which lead to consumer behaviours (Arnould et al., 2002).  One motive is toward 

integration or affiliation with other people; another is toward separation or distinction from 

other people (Leonardelli, Pickett, & Brewer, 2010).  These two separated motives can be 

elaborated as follow.  First, firms’ marketers encourage consumers to use products in order to 

affiliate them with one group and distinguish them from other groups (e.g., team 

merchandise).  Second, consumers have to observe and compare their own status to that of 

out-groups in their environment so as to define who they are and who they are not, as well as 

determine the groups to which they do and do not belong (Arnould et al., 2002).  This 

contention implies the influence of the environment (group, community) where consumers 

are living on their consumption. 

The construction of consumer identity is manifested through the environment or 

marketplace and the cultural meanings it contains in the form of mythic and symbolic 

resources, values, norms, rituals, and beliefs (Belk, 1988; Hill, 1991; Holt, 2002).  Besides, 

products and services possess utilitarian and commercial characters as well as the ability to 

carry and communicate cultural meanings (Douglas, 1996; Sahlins, 2013).  McCracken 

(1986) argued that the cultural meanings of consumption reside in three locations: the 

environment or social context, the product and service, and the individual consumer.  The 

cultural meanings are drawn out from and transferred among these three locations by 

advertising and consumer rituals. 

In sum, theories related to consumer identity projects explain the influence of 

environmental factors on the construction of consumers’ identity through consumption.  

These theories are deemed to suit the current research objectives in which the investigation of 

how the social and cultural situation in which consumers are residing influence the identity 

projects that are deemed desirable for group affiliation and interpersonal difference.  The 
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socio-historic consumption research is reviewed next in order to identify how the socio-

economic, social hierarchical structure, and historical attributes of the city shape consumption 

process acts as complementary processes to consumer identity projects. 

Socio-historic patterning of consumption. 

This vein of research program within CCT theorises the role of social class, gender, 

and ethnicity as structural influences on the consumption process (Arnould & Thompson, 

2005, 2007; Cohen, 2004).  Research exploring the socio-historic patterning of consumption 

addresses the systematic influence of institutional and social structures on consumption.  

Consumers in this research realm are conceived of as enactors of social roles and positions 

(Otnes, Lowrey, & Kim, 1993).  The core questions deriving from CCT are what is consumer 

society and how is it constituted and sustained (Arnould & Thompson, 2005)?  

Within this domain, researchers investigate the processes by which consumption 

choices and behaviours are shaped by structural variables, such as: social class hierarchies 

(Allen, 2002; Holt, 1997, 1998; Wallendorf, 2001); gender (Bristor & Fischer, 1993; 

Dobscha & Ozanne, 2001; Fischer & Arnold, 1990); ethnicity (Belk, 1992); and families, 

households, and other formal groups (Wallendorf & Arnould, 1991).  For instance, Holt 

(1998) argued that consumption practices can be shaped by a consumer’s social class.  For 

instance, Holt found that individuals categorised as being of a lower social class (what he 

abbreviated as LCC) selected their home furniture based upon the comfortable, utilitarian, 

durable, and easy to care features.  Meanwhile, higher social class (abbreviated as HCC in 

Holt’s research) focused more on aesthetic features of the home furniture.  Holt (1998) 

concluded that different social classes may reflect different consumption practices.    

Social class is defined as a hierarchy of the large groups in the society where the 

structure is  based upon inequalities in power, authority, wealth, income, prestige, working 

conditions, lifestyles, and culture (Arnould et al., 2002).  The social class hierarchy is 
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additionally formed by the combination of income, education, occupation, and residential 

location.  Holt (1997) also believed that individuals are smart and industrious enough to 

construct their own patterns of consumption, yet when doing so, they work within an existing 

framework of socialised tastes accumulated over time.  Additionally, Allen (2002) asserted 

that the general conditions of economic and social existence, for instance working-class, 

shape consumers’ preferences. 

Summary. 

In sum, CCT was employed as an overarching theoretical framework underpinning 

the current research since it can make sense of how the social and cultural attributes of where 

the consumption occurs shape sport consumer motives for supporting local teams.  The 

consumer identity projects within CCT helped to explain how sport consumers contextually 

construct and display their identity with the home team. The socio-historic patterning of 

consumption within CCT helped to conceptualise the social and cultural factors, including 

history, socio-economic, cultural values that may influence the process of establishing and 

maintaining the identity of sport consumer to the home team. These two research programs 

together can explain the relationship between locality and team identification.  Therefore, the 

combination of the two research programs under CCT deemed to be appropriate as being an 

overarching theoretical framework underpinning the current research. The next part presents 

the conceptualisation of team identification in sport.   

Team identification. 

Existing literature related to sport team identification exhibits four main streams that 

define team identification (Lock & Heere, 2017).  First, identifying with a team implies that a 

sport consumer cognitively realises that he is connected to the team to some extent 

(Branscombe & Wann, 1992; Lock & Heere, 2017; Trail et al., 2000).  Second, identifying 

with a team provides an opportunity for a sport consumer to maintain or extend his self-
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concept (Fink et al., 2002; Lock et al., 2011; Wann, Bilyeu, et al., 1999; Wann, Schrader, et 

al., 1999).  Third, by identifying with a sport team, a sport consumer is interested in and 

evaluates the team performance or status (A. Smith, Graetz, & Westerbeek, 2008).  Fourth, 

identifying with a sporting team is an emotionally important part of a sport consumer’s daily 

life (Lock & Heere, 2017; Trail et al., 2000).   

Additionally, Lock and Heere (2017) contend that social identity theory (Tajfel, 1982; 

Tajfel & Turner, 1979) is one of the two overarching theories (the another theory is identity 

theory (Stryker, 1968)) that have been employed predominantly to underpin existing research 

on team identification. The social identity theory is premised on three central principles: (1) 

individuals will join groups which are considered as equal to or slightly better than their self-

concept to maintain a positive social identity (Cialdini et al., 1976; Tajfel & Turner, 1979); 

(2) individuals will maintain a positive social identity if they assess that the in-group is 

positively distinct from rivals and they are an indispensable member of the group in 

comparison with peers; and (3) individuals will potentially leave (if possible) or alter the 

group if it reflects negatively on their self-concept.  Social identity theory has underpinned 

research in sport consumer behaviour to explore the bond between sport consumers and a 

sporting team (e.g., Branscombe & Wann, 1991; Fink et al., 2002; Lock, Funk, Doyle, & 

McDonald, 2014; Lock, Taylor, Funk, & Darcy, 2012; Wann & Pierce, 2003; Wann & 

Schrader, 1997). 

Within the current research, team identification is conceptualised as the psychological 

connection between an individual and a sporting team (Branscombe & Wann, 1992).  As 

such, individuals perceive themselves as fans of the team through involvement with the 

team’s activities, concern about the team’s performance, and accept the team as their 

representative (Branscombe & Wann, 1992).  From this approach, team identification also 

refers to the emotional value a consumer attaches to team support (Wann et al., 2001).  
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Therefore, social identity theory was used to underpin the current research, which aims to 

investigate how being a city’s resident (group membership) influences motives for team 

identification; and how team identification is constructed across cities.  Being city residents 

(group members), individuals firstly identify with the local team, which is considered as 

integral to their self-concept (norms, values), and this help to support their identity with the 

city.  Second, they maintain their identification with the city and support the local team once 

they find that it possesses values that differ from those of other teams (out of the city).  

The current thesis also aims to explore the external factors that may influence team 

identification; and a review of current knowledge related to motives as antecedents that lead 

to team identification, is necessary. 

Team identification antecedents. 

Prior research shows a link between sport consumer motives and team identification 

(Fink et al., 2002; Wann, 1995).  Motives were examined as antecedents of team 

identification (Fink et al., 2002; Madrigal, 1995; Wann & Branscombe, 1993).  For instance, 

Fink et al. (2002) found that vicarious achievement explained the most variance in team 

identification.  Wann, Tucker, and Schrader (1996) asserted that a variety of factors can 

influence individuals’ identification with a team, such as geographic placement, team 

success, family members who are following the same team, peers who follow the team, and 

specific players.  Importantly, scholars argue that antecedents to identification with a team 

are contextually specific (Jones, 1997a).  The following section reviews two main factors: (1) 

social factors; and (2) team-related factors, that may influence team identification (Wann, 

2009) . 

Social factors. 

Wann (2009)  contended that social or situational factors, including the geographical 

location where the team is based (Jones, 1997a; Kolbe & James, 2000), and family members 
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and peers (de Groot & Robinson, 2008; Melnick & Wann, 2011; Spaaij & Anderson, 2012) 

can influence team identification.  The frequency of team exposure in the media additionally 

makes an impact on an individual’s team identification (Mahony et al., 2002; Sutton, 

McDonald, Milne, & Cimperman, 1997).  Moreover, existing group memberships affect sport 

consumers team identification (Heere & James, 2007; Lock et al., 2011). 

Since the current thesis aims to examine the impact of social and cultural contexts on 

motives that lead to team identification, geographic location is a crucial variable.  Prior 

studies have shown that there is a relationship between the city where a team plays and team 

identification (Jones, 1997a; Kolbe & James, 2000; Lock et al., 2011).  As such, individuals 

feel a sense of connection with the team because the team is part of their home city 

(Greenwood, Kanters, & Casper, 2006; Lewis, 2001; Theodorakis, Wann, Nassis, & Luellen, 

2012).  For example, Jones (1997a) found that the desire to support a local team was the main 

reason Luton Town FC fans consumed a lower-league football club in the U.K. 

Moreover, family members, relatives, friends, and colleagues are key socialisation 

agents (Neale & Funk, 2006) that may influence motives that lead individuals to team 

identification (Funk & James, 2001; Melnick & Wann, 2011; Spaaij & Anderson, 2012).  For 

instance, Melnick and Wann (2011) found that Australian male sport consumers were 

influenced by friends, whereas parents and schools were more influential motives for 

females.  

The need to affiliate with others, and the sense of belongingness to a group (the fans’ 

club) through team support can influence team identification (Branscombe & Wann, 1991; 

Underwood, Bond, & Baer, 2001; Wann et al., 1996).  From this perspective, sport teams can 

satisfy motives related to the desires of socialisation, performance, esteem, excitement, and 

diversion (Funk et al., 2009).  For instance, the motive of self-esteem through which 
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individuals desire to be a member of a successful group or team, is highly related to team 

identification (Fink et al., 2002). 

The desire for belongingness (to a social group or community) has been considered as 

the substantive contributor to team identification (Sutton et al., 1997).  From the lens of 

social identity theory (Tajfel, 1982; Tajfel & Turner, 1979), social groups act as platforms on 

which the feelings of belongingness are established and maintained.  In this case,  the need to 

belong may manifest through sport teams acting as social catalysts by facilitating inclusion in 

social activities that foster a sense of solidarity with a broader group of individuals, or wider 

community classification (de Groot & Robinson, 2008; Funk et al., 2002; Jones, 1997a, 2000; 

Theodorakis et al., 2012). 

Previous studies also found that the impact of social factors on team identification 

varies depending on context (Jones, 1997a; Melnick & Wann, 2011).  For example, Melnick 

and Wann (2011) compared the impact of socialisation agents (i.e., friends, parents, and 

community) on sport consumers’ team identification across several countries (Australia, 

Greek, and Norway).  These authors found that for Australian and Greek university students, 

friends were the most important socialisation agents influencing the identification process 

with a sport team.  Meanwhile, community was the most salient socialisation agent for their 

Norwegian counterparts.  Though contending that the influence of social factors (i.e., 

socialisation agents) on the process of team identification is subtle and contextual, these 

authors did not elaborate on why the differences occurred from the socio-cultural perspective.  

Taking this opportunity, the current research aims to investigate how social factors, 

particularly being a city’s resident, can shape sport consumer motives for supporting the local 

team.    
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Team-related factors.  

Together with social factors, the performance of the sport team (Kerr & Emery, 

2011), playing style, team success (Fisher & Wakefield, 1998; Kerr & Emery, 2011; Neale & 

Funk, 2006), relationships between sport fans or their preferences for specific players (Fisher 

& Wakefield, 1998; Wann et al., 1996), and team’s history (Underwood et al., 2001) are all 

team-related factors (Wann, 2006a, 2006b) that may influence team identification.  For 

example, Neale and Funk (2006) found that AFL consumers’ team identification was 

underpinned by the team’s success.    

Additionally, factors like a team’s stadium (Kerr & Emery, 2011; Underwood et al., 

2001), brand image (Sutton et al., 1997), and player characteristics (Fisher & Wakefield, 

1998) are also related to team identification.  For example, Kerr and Emery (2011) found that 

the history of Liverpool FC’s stadium (Anfield) was an important part of fans’ team 

identification. 

The history of a team’s achievement is also identified as an important factor that can 

drive fans to identify with a sport team (End, Dietz-Uhler, Harrick, & Jacquemotte, 2002).  

End et al. (2002) found that individuals were more likely to identify with successful teams 

than less successful teams.  From this perspective, these factors can explain how sport teams 

satisfy the hedonic motives and dispositional needs of fans, such as the need to experience 

positive esteem and entertainment through the sport consumption process (Funk et al., 2009; 

Funk & James, 2006). 

Individual player characteristics are another team-related factor that leads to team 

identification (Fisher & Wakefield, 1998).  For instance, previous research indicates that the 

appeal of player physical attraction, and similarity between player and fans, can lead to team 

identification (Fisher & Wakefield, 1998; Wann et al., 1996).  The perception of a team’s 

brand (Dwyer, Shapiro, & Drayer, 2011), and evaluations of team managers (Sutton et al., 
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1997) have also emerged as team-related factors that drive sport consumers to team 

identification. 

In sum, this section has presented the theories that underpin the current thesis, 

including conceptualisation of motives, CCT, and team identification.  The next part reviews 

existing studies in sport consumer motives from the perspective of CCT, an overarching 

theory underpinning the current thesis. 

Research on sport consumer motives 

As motivation is the key factor driving attitudes and behaviours, there is a collection 

of research exploring the main motives driving sport consumption.  This vein of research is 

frequently implemented through two fundamental steps (cf. James & Ridinger, 2002; Milne 

& MacDonald, 1999; Trail & James, 2001; Wann, 1995).  First, researchers identified a list 

of motives that represent a wide range of reasons for consumption.  Second, following 

quantitative measurement of the motives identified, researchers explored differences in the 

motive dimensions that were influenced by factors such as: nationality, ethnicity, gender, and 

culture. The following subsections review previous research in sport consumer motives.  

Sport consumer motives: nationality. 

Won and Kitamura (2007) attempted to compare the motives of Korean and Japanese 

football fans.  Using the Motivation Scale for Sport Consumption (MSSC) (Trail & James, 

2001) and the Sports Interest Inventory (SII) (Funk et al., 2001), the authors refined and 

developed a valid and reliable scale to examine the motives of football attendees in Korea 

and Japan.  Won and Kitamura (2007) found that Korean fans reported higher levels of 

personal benefit motives (i.e., family, player, and drama), while Japanese fans displayed 

stronger sport-based motives (i.e., physical skill and entertainment) and self-determination 

(vicarious achievement and team identification).  The key contribution from Won and 

Kitamura’s (2007) study is that consumer motives vary between nations with different 
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attributes such as languages, cultures, geography, values, beliefs, and ethnicity.  However, 

despite finding differences in motives across countries, the authors did not provide a 

theoretical explanation as to why such differences existed across the two countries which 

have distinguishable social and cultural contexts.   

Like the work of Won and Kitamura, the work of S. Kim, Andrew, and Greenwell 

(2009) compared the differences in motives of sport consumers across countries (United 

States and South Korea), but applied this to individual sport, instead of team sport.  The 

authors explored the cross-national differences in consumption motives among Mixed 

Martial Art (MMA) fans attending local MMA events held in the United States and Korea.  

The combination of existing sports fan motivation scales including the SII (Funk et al., 2001), 

MSSC (Trail & James, 2001), Motivation of the Sport Consumer (MSC) (Milne & 

MacDonald, 1999), Sport Fans Motivation Scale (SFMS) (Wann, 1995), and two additional 

motives: adoration and violence (Stevens, Lathrop, & Bradish, 2003) were employed to test 

the sport spectator motives for attending MMA.  S. Kim et al. (2009) found that, in cross-

national contexts, there were significant differences between American and Korean fans in 

the motives for sport interest, vicarious achievement, aesthetics, national pride, and violence.  

American consumers were more motivated by sport interest, aesthetics, and violence motives 

than their Korean counterparts.  Meanwhile, Korean consumers placed a greater emphasis on 

vicarious achievement and national pride than American consumers.  The findings of the 

research conducted by Kim and his colleagues re-affirmed the claim that sport consumer 

motives varied contextually.  However, like the research conducted by Won and Kitamura, 

that by Kim and his colleagues did not explain why the differences existed.  

Recently, Han et al. (2016) conducted research in America and South Korea 

examining the influence of cultural values on sport fan motives.  These authors found that 

Americans scored higher on most individualistic (aesthetics, entertainment, escape, self-
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esteem, and eustress) and collectivistic (community pride, family bonding, team attachment, 

and group affiliation) motives than Koreans, who were motivated by a preferred player 

attachment.  To explain the differences, these researchers focused solely on the concept of 

individualism versus collectivism to explain the research outcomes.  These authors argued 

that American sport fans were more individualistic than Korean sport fans, but Koreans were 

not more collectivistic than Americans.    

Nevertheless, cultural value orientation (collectivism versus individualism) is only 

one component of a broader view of social and cultural attributes that include social structure, 

history, and the socio-economic factors of each country.  The attributes will be further 

employed to explain why certain motives were more salient than others across the South 

Korean and American contexts. 

Additional research has explored differences in fan motives between Asia (China) and 

Western countries (The United States) (Kaplan & Langdon, 2012).  The results of this 

research indicated that Chinese fans follow their favourite professional sport because of an 

individual athlete, while their American counterparts are motivated to follow their favourite 

professional sport because of a specific team.  Moreover, the primary motives for Chinese 

fans were aesthetics and affiliation, whereas entertainment was a primary motive for 

American fans.  Like Han et al. (2016), these two authors did not employ a theoretical 

framework to explain why differences occurred.  They similarly used the concept of 

collectivism versus individualism to explain the outcomes. 

In sum, previous cross-cultural research provides a platform to extend understanding 

of the variation among  sport consumer motives across contexts.  Notwithstanding, the gap 

identified from the previous studies creates an opportunity for the current research to examine 

this phenomenon by employing CCT as an overarching theoretical framework.  In the 
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following section, research pertaining to the relationship between sport consumer motives 

and ethnicity is reviewed.     

Sport consumer motives: ethnicity. 

In the sport consumer domain, researchers have also explored difference in motives 

based on consumer ethnicity.  Armstrong (2002) modified the SFMS (Wann, 1995) to 

examine the motives of African American sport consumers.  She found that entertainment 

was the most influential motive for sport consumption among African American consumers, 

while the economic dimension was the least influential.  One contribution of Armstrong’s 

research was the inclusion of cultural affiliation variables as part of the SFMS.  As ethnicity 

are part of social and cultural structure (Arnould & Thompson, 2005, 2015; Belk, 1992), the 

findings from the reviewed research in which the motives varied depending on sport 

consumers’ ethnicity, illustrate the influence of cultural factors on sport consumer 

motivation.  Buttressing this point, Armstrong (2002) asserted that consumers are influenced 

by culture in their behaviour.   

Exploring the relationships between ethnicity and sport consumer motivation, Bilyeu 

and Wann (2002) revised the SFMS to explore differences in motives between African 

American and European American consumers of collegiate sport.  Administering the SFMS-

R (with the three added factors of representation, support / equality, and similarity) to college 

students, Bilyeu and Wann (2002) found that a consumer’s ethnicity influenced his or her 

motives.  African Americans reported: escape, self-esteem, and family as more salient 

motives than did the European consumers included in the study.  The authors explained the 

higher degree of family motives for African Americans using the work of Logan (1996) and 

Dancy and Wynn-Dancy (1994), which found that grandparents play a fundamental role in 

transmitting values and spirituality to the next generation of African Americans, through a 

strong familial bond. 
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The findings of existing research pertaining to the relationship between sport 

consumer motives and ethnicity provided a foundation for believing that different minority 

groups may have distinctive consumption processes.  However, despite identifying the 

differences in motives between ethnicity, the previous studies (e.g., Armstrong, 2002) did not 

explain why these differences occurred as they did not employ a broad theoretical perspective 

related to cultural and social context.  From the perspective of CCT, ethnicity is considered as 

a social structure and may influence the consumption process (Belk, 1992; Mehta & Belk, 

1991; Reilly & Wallendorf, 1987).  Therefore, this component needs to be examined to 

explain the differences in consumption across groups.  This gap in existing understanding of 

the relationship between ethnicity and sport consumer motives creates an opportunity for the 

current research to investigate the differences across contexts.    

 In addition to ethnicity, research in CCT addresses the impact of gender on the 

consumption process (Dobscha & Ozanne, 2001; Fischer & Arnold, 1990); therefore, the 

research in the sport consumer domain related to gender and sport consumer motives is 

reviewed next. 

Sport consumer motives: gender. 

Prior research exploring how sport consumer gender influences motivation has found 

that gender is a key independent variable.  Wann (1995) developed the Sport Fan Motivation 

Scale (SFMS) and examined the influence of gender on eight motives.  He found that male 

fans reported eustress, self-esteem, escape, entertainment, and aesthetic motives as most 

important, while family motives were more salient for female fans.   Though finding the 

distinction of motives across gender, Wann (1995) did not explore and explain the reasons 

underlying these differences (e.g., why  eustress is a more salient motive for men than 

women).  Moreover, Wann (1995) used the sample in which African-American, European-

American, and Asian students were combined; therefore, the differences in motives across 
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genders may be potentially influenced by the effect of other ethnic and cultural groupings.  

Furthermore, this scholar did not explain why women were motivated differently from men 

in sport consumption.  With regard to why women and men consume sport differently, 

scholars recently argued that as sport consumers, women face challenges that men do not 

(Shaw & Hoeber, 2016).  Gender, from this perspective, is considered as a key social group 

underpinning consumer decision making (Bristor & Fischer, 1993; Dobscha & Ozanne, 

2001).  

Wann, Schrader, et al. (1999) replicated the findings of the relationship between 

gender and sport consumer motives by using a more heterogeneous sample (i.e., residents 

from two different places with a wide range of age and educational levels).  The results 

indicated that male sport fans were more likely to be motivated by eustress, self-esteem, and 

aesthetics, while female sport fans were more likely to be motivated by family needs.  Similar 

to Wann’s (1995) work, Wann et al.’s (1999) work did not elaborate further on the reasons 

underlying the differences in motives across gender.  

James and Ridinger (2002) compared the motives of male and female consumers of 

the same team using the MSSC (Trail & James, 2001) with one factor excluded (physical 

attraction) and two factors added (empathy and action).  The authors sought to identify 

whether the reasons for consuming female sport were different from those for consuming 

male sport.   James and Ridinger (2002) found that males and females are not equally likely 

to be sport fans, neither in general, nor for a specific sport team.  There were significant 

differences between male and female fans on five of the dimensions (i.e., achievement, 

aesthetics, knowledge, empathy, and family).  Males appreciated the beauty and gracefulness 

displayed in basketball regardless of whether the games were played by men or women, 

while aesthetics was an important motive leading women to watch women’s sport.  
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James and Ridinger (2002) argued that apart from enjoying sport as purely as females 

do, males derive an important social identity from consuming sport.  This argument was 

supported by their higher ratings on achievement (sharing in a team’s success), empathy 

(feeling of disappointment at a loss or poor play), and knowledge (wanting to know the 

technical aspects and strategies of a sport) motives.  The findings of James and Ridinger 

(2002) illustrate that sport products and services can create social and cultural meaning 

(social or group identity). 

In sum, previous studies have found that women and men were driven by different 

motives for consuming sports, although the social contexts in which these studies were 

conducted played a role in these conclusions.  However, the outcomes have not been 

theoretically explained.  CCT researchers view gender as a key group (men versus women) 

informing the pursuit of specific identity projects and patterns of consumption (motives in the 

current research). 

Research opportunity 

The review of literature has identified two main research opportunities.  First, 

researchers have contributed a wide range of motives that drive sport consumer attitudes and 

behaviour in relation to sport teams; however, these motives focus on social and 

psychological factors and, therefore, ignore the influence of social and cultural factors on the 

motivational process.  This issue is problematic because as being addressed in CCT, 

individuals are unable to consume sport in isolation; rather, they need to interact with others 

within their groups and communities.  Moreover, social identity theory underpinning the 

team identification concept indicates the role of group membership in shaping attitudes and 

behaviour.  The review of team identification knowledge also indicated that external factors, 

such as social attributes and team-related features may influence sport consumers’ team 

identification.  Therefore, the social and cultural context where the sport consumption 
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process occurs should be considered and included when examining sport consumer motives 

across contexts.   

Second, as identified in the previous paragraph, social and cultural factors should be 

accounted for when examining sport consumer motives and team identification; however, 

there is insufficient understanding of why sport consumer motives vary across different 

factors and contexts.  For instance, a plethora of previous studies found differences in 

motives for consuming sports across countries, gender, ethnicity; however, none of the 

previous research explained why these differences happened as they did not employ a solid 

theoretical framework.  The required theoretical framework should address the components 

related to social and cultural attributes in which sport consumption occurs.  

Taking these opportunities together, to develop a holistic understanding of sport 

consumer motivation, there is an opportunity to explore why particular motives are salient in 

some social and cultural contexts (i.e., a particular city), and not others.  The current research 

employed CCT as an overarching theoretical framework underpinning the influence of social 

and cultural attributes on sport consumer motives for supporting the local team.  CCT is 

employed to explain how the social and cultural contexts of the three cities in Vietnam shape 

sport consumer motives.  It is noteworthy that the current research was conducted in the three 

cities of one country rather than across different countries, which has been a feature of 

existing cross-cultural studies in sport consumer motives and team identification. 
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CHAPTER 3 - METHODS 

Overview 

This chapter outlines the methods used to gather and analyse data to address the 

research questions outlined in the introductory chapter.  Two studies were conducted as 

complementary parts of a mixed methods research design (Creswell, 2014; Hanson, Creswell, 

Plano Clark, Petska, & Creswell, 2005; Johnson, Onwuegbuzie, & Turner, 2007; Teddlie & 

Tashakkori, 2009).  The mixed method research design involved the collection and analysis 

of quantitative and qualitative data in order to address the objectives stated in Chapter One 

(Creswell, 2014).    

 The research design is underpinned by a pragmatic paradigmatic approach. There 

were two justifications with respect to this approach: (1) the research questions are of 

primary importance and, therefore, (2) responding to the research questions has driven 

methodological choices (Johnson et al., 2007; Morgan, 2007; Teddlie & Tashakkori, 2009).  

Pragmatism is concerned with the application of solutions to problems (Bryman & Bell, 

2015; Creswell, 2014).  The pragmatist standpoint recognises that there are multiple 

interpretations of the world and, therefore, a multitude of ways to undertake research 

(Morgan, 2007; Saunders, Saunders, Lewis, & Thornhill, 2011).  The pragmatic stance 

implies that researchers should use research methods that explore and explain specific 

research problems sufficiently, rather than being wedded to a specific epistemological or 

ontological approach (Creswell, 2014; Plano Clark, Creswell, Green, & Shope, 2008; 

Saunders et al., 2011).  In this sense, the pragmatic standpoint does not involve the 

predetermined methodological conventions associated with interpretivism or positivism. 

The pragmatic approach in the current research is justified for two reasons.  First, due 

to the stated purpose of the current research, a quantitative approach was adopted to capture a 

range of motives that have previously been shown to drive sport consumers to attend sport 
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matches and identify with a team (Armstrong, 2002; Bilyeu & Wann, 2002; Filo, Funk, & 

O'Brien, 2011; Funk, Beaton, & Alexandris, 2012; Funk et al., 2002; James & Ross, 2004; 

Neale & Funk, 2005; Trail & James, 2001).  However, quantitative methods only provide a 

superficial understanding of the nuances associated with each cultural context.  As such, a 

qualitative approach was adopted to explore the reasons for which consumers are motivated 

to attend sport matches in different social and cultural contexts.  The qualitative semi-

structured interviews were designed in part to explore additional motives that were specific to 

Vietnam, instead of following methodological approaches associated with the typical 

positivist stance of researchers in the domain of sport consumer motivation (e.g., Funk et al., 

2002; James & Ross, 2004; Trail & James, 2001).  Therefore, a pragmatic approach provides 

a basis for measuring and exploring why specific motives are salient in different cities.  

Moreover, this approach supplies an in-depth of understanding of motives for following the 

local team from multiple standpoints.  By conducting the interviews following the site-survey 

questionnaire, the researcher can create chances for respondents to describe reasons for why 

they follow and identify with the team.    

The mixed method research design was employed in response to the call from sport 

management researchers for more qualitative and mixed method approaches (Edwards & 

Skinner, 2010; Jones, 1997b; Olafson, 1990; Shaw & Hoeber, 2016).  By adding qualitative 

research in sequence, the current research can explore how respondents interpret and express 

their perceptions of concepts included in the quantitative phase of the study.  This approach is 

particularly important for the current research, which aims to explore variations in sport 

consumer motives in different social and cultural contexts.    

Second, there is anecdotal evidence that social and cultural differences exist between 

the three cities.  However, there has been little research on consumer motives in Vietnam, 

especially with respect to research examining the differences in cultures across cities or 
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regions.  In a similar fashion, research on sport consumer behaviour in Vietnam is scarce.  

Therefore, examining established motives in the Vietnamese context was necessarily 

required.  Moreover, if a purely quantitative approach were taken, it would prohibit new 

motives from emerging within the current research as it would involve implementing a scale 

developed in a country with a different set of cultural values (e.g., languages, ideologies and 

beliefs) and from a previous research context (e.g., The United States or European countries).  

In order to uncover more specific motives applicable to Vietnamese sport consumers, a 

qualitative approach is also warranted.  As described in Chapter One, differences in historical 

context, economy, and culture exist between Hanoi, Da Nang, and Saigon.  The 

distinguishable factors align with the tenets of CCT as discussed in the literature review.     

From a practical standpoint, the research questions are also important to sport 

marketers who aim to understand what drives consumers to attend sport matches 

(psychological dimension), and identify with a local team.  These questions provide a basis 

for understanding why certain motives are important (or not important) in specific social and 

cultural contexts (sociological dimension).  By addressing these issues, sport marketers can 

gain initial understanding of how the attitudes and behaviours of consumers are shaped by 

social and cultural settings.  This knowledge will help sport marketers to develop cultural 

resonance in marketing and branding campaigns.  The specific methods employed within 

each study are introduced next, followed by a detailed description of the participants, 

materials, procedures, and data analyses used in each study. 

Mixed method research design 

There are four primary approaches to mixed methods research, including 

triangulation, embedded, exploratory, and explanatory approaches (Creswell, 2014; Creswell 

& Plano Clark, 2007; Plano Clark et al., 2008).  Each approach involves a distinct method 

and rationale for the combination of quantitative and qualitative methods.  The current 
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research employed a sequential explanatory design in which the quantitative research was 

conducted first by measuring sport consumers’ motives in the three major cities of Vietnam, 

followed by a phase of qualitative research (Plano Clark et al., 2008; Teddlie & Tashakkori, 

2009), in which semi-structured interviews were conducted to triangulate and to explore the 

findings of the quantitative study.  The sequential research design provides a means to enrich 

quantitative findings with the addition of in-depth qualitative explanation and exploration of 

the results (Johnson & Onwuegbuzie, 2004; Johnson et al., 2007; Morse, 1991).   

The sequential mixed methods design in which the questionnaires were conducted 

first, then the semi-structured interviews were following was justified for four reasons. First, 

qualitative has been employed in most of research in CCT vein (e.g., Arnould and 

Wallendorf, 1994; Kozinets, 2002), since CCT focuses on sociocultural dimensions of 

consumption that are impossible to examine through surveys (Arnould & Thompson, 2005; 

Sherry, 1991). However, CCT does not necessitate purely to any single method (Arnould & 

Thompson, 2005). A mixed methods approach in which a quantitative surveys were 

conducted, then followed by a semi-structured interview was deemed to be appropriate 

because the quantitative method can capture the perception of consumers toward well-

established motives across context, meanwhile the qualitative semi-structured interview 

provided them opportunities to describe further reasons why these motives are important to 

them. 

Second, due to the lack of research in sport consumer motives in the Vietnamese 

context, the quantitative questionnaire, which was usually used in previous research in the 

domain of sport consumer motives, offered a platform to construct an examination based 

upon the well-established motives that had been tested in different social and cultural context 

(Western countries). Third, the qualitative semi-structured interviews helped to further 

explore the motives examined, then allowed for a more in-depth understanding of how they 
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applied to the Vietnamese context and were important to consumers in each city. Forth, the 

combination of two research methods in sequence offered the opportunity to test the 

applicability of existing motives (Study 1 and Study 2) and reveal new motives that 

specifically exist in the Vietnamese context (Study 2). The following section presents the 

detailed design of each method employed. 

Study 1 – Quantitative Study 

 There are three main objectives of Study 1: (1) measure fan motives; (2) examine the 

relationship between team identification and each motive; and (3) compare fan motives 

across three Vietnamese cities.  The data were utilised to facilitate confirmatory factor 

analysis (CFA), reliability analysis, and multiple group path analysis.  The following section 

introduces participants and procedures, and materials used to collect the data.  Finally, the 

data analysis process is explained. 

Participants & Procedure.    

Participants in Study 1 were spectators who attended football matches at one of the 

three selected stadiums mentioned in the introductory chapter. The target population was 

chosen because it was believed to represent a broad spectrum of team identification levels 

with the local teams that played in V-League. Previous research indicated that individual’s 

level of team identification varies from casual observers to highly committed fans (Funk & 

James, 2001; Lock & Filo, 2012; Lock et al., 2014), therefore the targeted spectators satisfied 

the current research’s objectives. 

Data were collected on three occasions from different V-League matches played at 

three stadiums in Hanoi, Da Nang, and Saigon.  These matches were held on weekends 

between January 4th and January 28th, 2015.  In each city, the researcher had assistance from 

students at the local university who formed part of a surveying team.  This support from 

students stemmed from a personal connection the researcher maintained with each university.  
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Each surveying team included 10 students who were trained and supervised by the researcher 

to distribute and collect the questionnaires. 

For confirmatory factor analysis and multiple group path analysis, a sample of 300 or 

more is recommended (Kline, 2016; Myers, Ahn, & Jin, 2011).  The survey team distributed 

questionnaires to 650 attendees at each stadium to maximise the chance of reaching a sample 

of more than 300 per city.  Each surveyor was responsible for the distribution of 

approximately 65 questionnaires.  In total, 1,950 questionnaires were distributed to fans 

across the three cities. 

The data collection procedure was consistent in all three locations.  In each city, the 

researcher contacted the manager of the stadium to ask for permission to undertake a survey.  

Data collection was not planned until the researcher received approval from the stadium 

managers for the surveying team to access the stadium on match-days.   The 10 members of 

each survey group worked in teams of two, which formed five data collection teams per site.  

Each team was responsible for data collection in a specific access stairway in the stadium.    

The surveying team arrived in the stadium two hours prior to kick-off to position 

themselves and prepare for data collection.  Data collection started one hour prior to kick-off 

and ceased 10 minutes before the three games started.  If any surveyor did not complete 65 

questionnaires before the game, data collection resumed during halftime to gain the required 

sample size.  No incentive was given to the participants of the quantitative study due to 

research budget constraints.  

A systematic sampling approach was employed to recruit a representative sample of 

the overall attendance group.  This sampling approach was applied based upon two 

advantages: (1) the simplicity of the approach; and (2) the systematic approach to sample 

selection (Bryman & Bell, 2015).  In executing the systematic sampling approach, each 

surveyor approached every fifth spectator when he or she entered the stadium.  If the fifth 
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spectator declined to participate, then the next spectator was approached until one agreed to 

complete the instrument.  Initially, surveyors explained the purpose of the research before 

gaining participant consent.  After individuals agreed to participate, they were asked to fill in 

the questionnaire.  Approximately 15 minutes after questionnaire distribution, the surveying 

team members returned to participants, and collected the questionnaires.  All distributed 

questionnaires were collected.    

Data collected from the questionnaires were inputted into the Statistical Package for 

Social Science (SPSS) 22.0 for analysis.  Data were then pre-scanned to eliminate records 

with missing data.  Since the current research explored a multivariate analysis, missing data 

is a significant concern for analysis.   Therefore, missing data were deleted from the final 

dataset in order to reduce the artificial increase in relationships with independent variables 

(Hair, Black, Babin, & Anderson, 2010).  The dataset for analyses consisted of records that 

had no missing data in any single field.  Table 3.1 displays the age and gender profile of valid 

data used for the current research analysis. The researcher attempted to compare the 

characteristics of samples to the overall Vietnamese football fan population, however it was 

difficult to do so due to the lack of statistical data in Vietnam to date.    

Table 3.1 

Sample Demographics 

 Hanoi 

(N = 332) 

Da Nang 

(N = 342) 

Saigon 

(N = 371) 

All 

(N = 1,045) 

Mean of Age (SD) 28.1 (9.7) 29.1 (9.9) 25.5 (7.5) 27.5 (9.2) 

Males (%) 300 (90.4%) 280 (81.9%) 269 (72.5%) 849 (81.2%) 

Females (%) 32 (9.6%) 62 (18.1%) 102 (27.5%) 196 (18.8%) 
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Materials.  

This section describes the process undertaken to construct the questionnaire, including 

the iterative back-translation process and the pilot conducted prior to forming the final 

questionnaire used for the quantitative survey.      

Questionnaire construction. The quantitative questionnaire included two sections.  

The first section was designed to assess sport consumers’ motives for attending the local 

team’s matches, and for following the team.  The second section was employed to collect 

demographic (e.g., age and gender) and behavioural data (i.e., attendance frequency per 

season and media preferences).      

In the first section, the researcher employed the modified MSSC scale for three 

reasons.  First, the MSSC has been implemented in previous research to measure sport fan 

motives (Hoye & Lillis, 2008).  Second, the scale was proven to be an appropriate scale to 

measure the psychometric dimensions of sport consumer motives by other sport marketing 

researchers (Fink & Parker, 2009; Won & Kitamura, 2007).  Third, the MSSC has 

demonstrated sound reliability in previous studies of sport consumer motives (Cronbach’s 

alpha coefficients of latent factors included in the MSSC ranged from 0.68 (Family) to 0.89 

(Achievement) (Fink & Parker, 2009; Trail & James, 2001). 

In addition, to capture the socio-psychological motives of sport consumers in 

Vietnam, the researcher decided to incorporate wholesome environment, and community 

pride motives drawn from the SII scale (Funk, Ridinger, & Moorman, 2003).  Wholesome 

environment is defined as a friendly and family orientated surrounding that increases the 

enjoyment of a sporting event (Funk et al., 2002; Funk et al., 2003).  Community pride is 

defined as fans being interested in a team because the team represents the community where 

they reside (Funk et al., 2003).     
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Furthermore, to capture a dimension related to culture, one motive, named cultural 

affiliation, was developed by the researcher.  This motive was developed based upon the 

cultural affiliation motive of the BCSMS (Armstrong, 2002).  In previous research, the 

BCSMS scale was employed to measure the difference in motives of sport attendees from 

African-American cultural backgrounds (Armstrong, 2002; Kwon & Armstrong, 2004).  The 

cultural affiliation motive is defined as an interest in following a team and watching the 

team’s matches based on synergies between features of local culture and the team 

(Armstrong, 2002).  The items were modified in the current research based upon the fact that 

the original items were designed for racial and ethnic groups (i.e., African American), which 

was not the case in the current research.  Team identification was measured using the Team 

Identification Index (TII) (Fink, Trail, & Anderson, 2002).  A 7-point Likert scale was used 

for each item and rated from 1 – Strongly disagree, to 7 – Strongly agree.  Each subscale was 

assessed using three items randomly placed within the questionnaire to avoid response bias 

due to order effects (Funk et al., 2012; Funk et al., 2009).   

Additionally, two items capturing average frequency of match attendance and media 

preferences (Andrew, Kim, O'Neal, Greenwell, & James, 2009; Bennett, Cunningham, & 

Dees, 2006; Won & Kitamura, 2007) were included.  The former helped to predict the degree 

of attachment to the home team (Funk, 2008; Funk et al., 2002; Zhang et al., 1995).  The 

latter was used to examine which communication channels sport fans have regularly used to 

obtain information about their team (Bennett, Sagas, & Dees, 2006).   

Since all respondents were from Vietnam, the questionnaire was translated into 

Vietnamese for data collection.  The MSSC, SII, BCSMS, and TII are all constructed in 

English.  Therefore, a process of item translation was undertaken.  In the next section, the 

rigorous conversion process of items from English to Vietnamese is reported.  The process 

followed the recommendations of Su and Parham (2002) for the conversion of scales from 
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English to another language.  The process included item modification, translation, cultural 

translation, back-translation iteration, pre-test, and finalisation–all of which are outlined in 

the following section.    

Item modification.  Before the items were translated from English to Vietnamese, the 

researcher reviewed wordings of the expanded MSSC (including the three factors added) to 

check if any English words needed to be modified in the original measurement.  Items in the 

expanded MSSC were partly or fully reworded.  The modification aimed to revise the MSSC 

to avoid issues with the translation process.  Four major revisions of items were completed 

and are explained below.  Table 3.2 summarises how the original expansion of the MSSC 

subscales were modified in the initial phase.  Even though there were several item 

modifications (outlined in Table 3.2), the considerations required to change each item can be 

summarised in four main points.  First, since not all the original items used I as the subject of 

the statement, the researcher decided to change those items not using I as subject, to ones 

starting with I.  Therefore, all statements of measured items used I as the subject (See Table 

3.2).   

Second, each local team name was added into the items for specificity, represented as 

‘<MY TEAM>’.  Third, the term the game in the original scale is ambiguous; thus, the 

researcher used the terms: matches of the <team name>, or <team name> matches instead.  

Fourth, the researcher reworded the vague original items by extending the description to 

make them more comprehensible for respondents from a Vietnamese background.  For 

example, the researcher replaced the phrase: track the statistics of specific players from the 

original scale with seek information about the <team name>’s players in media (e.g., 

newspaper, internet, television).  Another case in which the researcher replaced one of the 

escape items was in: I look forward to the game because they are something different to do in 

the summer, which was replaced with I look forward to <team name>’s matches because 
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they are something different to do on the weekend or after work.  The final English version of 

the instrument used for translation included a combination of original and modified items 

specific to the Vietnamese context.
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Table 3.2 

Summary of Initial Item Modification of the Extended MSSC 

Motive Original item Modified item Modification made 

Achievement   

 I feel like I have won when the team wins I feel like I have won when <MY TEAM> 

wins 

Replaced the team with each team’s name. 

 I feel a personal sense of achievement 

when the team does well 

I feel a personal sense of achievement 

when <MY TEAM> does well 

As above 

 I feel proud when the team plays well I feel proud when <MY TEAM> plays 

well 

As above 

Aesthetic   

 I appreciate the beauty inherent in the 

game 

I appreciate the beauty inherent in the 

matches that <MY TEAM> plays 

Replaced in the game with of the matches 

that <MY TEAM> plays to make the item 

more context-specific  
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 There is a certain natural beauty to the 

game 

I like the natural beauty of the matches of 

<MY TEAM> 

Changed the statement by using I as the 

subject of the sentence, and replaced the 

game with <MY TEAM> 

 I enjoy the gracefulness associated with the 

game 

I enjoy the gracefulness associated with 

the matches that <MY TEAM> plays 

Replaced the game with the matches that 

<MY TEAM> plays to make the item more 

context-specific 

Community Pride   

 My connection to the community is why I 

like the team 

I like <MY TEAM> because it reflects 

my connection to <THE CITY> 

Kept the main meaning of the statement, 

but changed the structure of the statement 

by adding I as the subject of the statement, 

and <MY TEAM> and <THE CITY> to 

make the statement more context-specific.  

 I support the team because the team 

enhances the status of the city 

I support <MY TEAM> because it 

enhances the status of <THE CITY> 

Replaced the team with  <MY TEAM>, 

and the city with <THE CITY>, that 

represents the actual name of the local city.   
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Moreover, used it to represent the team to 

avoid repetition.   

 I attend games to support the city’s team I attend <MY TEAM>’s matches to 

support <THE CITY>  

 

Cultural Affiliation   

 I prefer watching sports in which the 

majority of athletes competing are from 

my racial/ethnic group 

<MY TEAM> represents values that are 

important to the people of <THE CITY> 

The items underlying this factor were 

generated by the researcher based upon the 

research purposes and previous research 

(Armstrong, 2002) 

 I prefer attending sport events that have a 

majority of spectators from my 

racial/ethnic group in attendance 

<MY TEAM> can bring people residing 

in <THE CITY> together 

As above 

 I prefer attending sport events that offer 

Afrocentric or culturally-relevant 

entertainment 

<MY TEAM> contributes to the culture 

of <THE CITY> 

As above 

Drama   
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 I enjoy the drama of a one run game I enjoy the drama of close matches when 

<MY TEAM> plays. 

The key meaning of the statement was 

maintained; however, the statement was 

reworded by replacing one run game with 

close matches; and when <MY TEAM> 

plays was added to increase the clarity of 

the statement. 

 I prefer a close game rather than a one-

sided game 

I prefer a close match to a one-sided 

match when <MY TEAM> plays 

Replaced game with match; and added 

when <MY TEAM> plays to increase the 

clarity of the statement.   

 A game is more enjoyable to me when the 

outcome is not decided until the very end 

I enjoy <MY TEAM>’s matches when 

the outcomes are not decided until the 

end. 

Used I as the subject of the statement to be 

consistent with the whole questionnaire; 

reworded  a game is more enjoyable to me 

to I enjoy <MY TEAM>’s matches to 

increase the clarity of the statement. 

Escape   
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 Games represent an escape for me from my 

day-to-day activities 

I feel an escape from my daily life 

activities during <MY TEAM>’s matches 

Reworded the statement to make it more 

lucid by using I as the subject to be 

consistent with other items; <MY 

TEAM>’s matches replaced games. 

 Games are a great change of pace from 

what I regularly do 

I attend <MY TEAM>’s match because it 

offers a change from my daily routines 

Similar rationale as above 

 I look forward to the games because they 

are something to do in the summer 

I look forward to <MY TEAM>’s 

matches because they are something 

different to do on the weekend or after 

work. 

Reworded the statement by adding words 

to make the statement more lucid; and 

replaced in the summer with on the 

weekend or after work. 

Family   

 I like going to games with my family I like going to <MY TEAM>’s matches 

with my family 

Replaced game or games with <MY 

TEAM>’s matches 

 I like going to games with my spouse I like going to <MY TEAM>’s matches 

with my spouse 

As above 
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 I like going to games with my children I like going to <MY TEAM>’s matches 

with my children 

As above 

Knowledge   

 I regularly track the statistics of specific 

players 

I regularly seek information about 

specific <MY TEAM> players in the 

media (newspaper, internet, television) 

Replaced track the statistics with seek 

information about specific <MY TEAM>’s 

players in the media.  Rationale for this 

replacement is that there are no on-field 

statistics in Vietnam, and fans are more 

familiar with searching for information 

about the team, players via mass media 

channels. 

 I usually know the team’s win/loss record I usually know <MY TEAM>’s current 

place in the league 

Replaced the team in the original scale 

with <MY TEAM>; used the current place 

in the league to make the item  more 

context-specific. 
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 I read the box scores and team statistics 

regularly 

I read news and information of <MY 

TEAM> on a daily and/or weekly basis 

The original item is unfamiliar to the 

current research context; therefore, it has 

been changed to make the item more 

context-specific.  

Physical Attraction   

 I enjoy watching players who are 

physically attractive 

I enjoy watching <MY TEAM>’s players 

who are physically attractive 

Added <MY TEAM> to make the item 

more lucid. 

 The main reason that I watch is because I 

find the players attractive 

I watch <MY TEAM>’s matches because 

I find the players attractive 

Used I as the subject of the statement.   

Dismissed the main reason that. 

 An individual player’s sex appeal is a big 

reason why I watch 

I watch <MY TEAM>’s matches mainly 

because of the players’ sex appeal 

Used I as the subject of the statement.   

Reworded the statement to make it more 

context-specific for participants. 

Physical Skills   

 The physical skills of the players are 

something I appreciate 

I appreciate the soccer skills of the 

players on <MY TEAM> 

Used I as the subject of the statement.   

Added <MY TEAM> to make the 

statement more lucid. 
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 Watching a well-executed athletic 

performance is something I enjoy 

I enjoy the well-executed football 

performance of the players on <MY 

TEAM> 

Used I as the subject of the statement. 

Replaced athletic with players.  Added 

<MY TEAM> to make the statement more 

lucid. 

 I enjoy a skilful performance by the team I enjoy a skilful performance by <MY 

TEAM> 

Replaced the team with <MY TEAM> to 

be more specific. 

Socialisation   

 Interacting with other fans is a very 

important part of being at games 

I like communicating with other fans 

while being at <MY TEAM>’s matches 

Used I as the subject of the statement.  

Reworded the item to make it more lucid 

and understandable to participants of the 

research context. 

 I like to talk to other people sitting near me 

during the games 

I like talking to other people sitting near 

me during <MY TEAM>’s matches 

Changed the games to <MY TEAM>’s 

matches to be consistent with other items 

in the questionnaire. 

 Games are great opportunities to socialise 

with other people  

I enjoy spending time with other people 

during <MY TEAM>’s matches 

Used I as the subject of the statement.  

Socialise was challenging to  translate into 
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Vietnamese; therefore, used spending time 

instead.  Games was replaced with <MY 

TEAM>’s matches to make the statement 

more lucid and understandable to 

participants in the research context.  

Wholesome environment   

 I like attending a game because it is good, 

clean fun 

I like attending <MY TEAM>’s matches 

because they are healthy and fun 

Replaced a game with <MY TEAM>’s 

matches’.  Words like good, clean fun 

were ambiguous when translating to 

Vietnamese; therefore, they were replaced 

with  healthy and fun. 

 There is a friendly, family atmosphere at 

the games 

I enjoy a friendly family atmosphere at 

<MY TEAM>’s matches 

Used I as the subject of the statement.  

Added the verb  enjoy to express the 

emotion of the subject.  Replaced the 

games with<MY TEAM>’s matches. 
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 The friendly environment of the games is 

an important reason to attend 

I prefer a friendly environment at <MY 

TEAM>’s matches 

Used I as the subject of the statement.  

Added the verb  prefer to express the 

emotion of the subject.  Replaced the 

games with <MY TEAM>’s matches.  

Reworded the statement to make it more 

context-specific 

Team Identification   

 Being a fan of the team is very important 

to me 

Being a fan of <MY TEAM> is very 

important to me 

Replaced the team with <MY TEAM> to 

be more specific 

 I am a committed fan of the team I am a committed fan of <MY TEAM> As above 

 I consider myself to be a real fan of the 

team 

I consider myself to be a real fan of <MY 

TEAM>  

As above 
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Item translation process. The researcher, who is a native of Vietnam and speaks 

English as a second language, translated the second part of the questionnaire, which consisted 

of demographic variables.  The first part of the questionnaire, which measured the motives, 

was translated using a back-translation process.  The process of back-translation mentioned 

earlier is described next.    

Cultural translation. The English version of items measuring motives and team 

identification was emailed to a panel of three Vietnamese individuals, who possess a strong 

background in linguistics and understanding of football.  Two members of the panel have 

PhDs in linguistics and one has a PhD in sport management.  All three panel members gained 

their doctoral degree outside of Vietnam (two in Australia, and one in Thailand)  

The researcher explained the project (i.e., purposes of the research, the need for 

cultural translation of the scale) to each member of the panel via telephone.  Panellists 

acknowledged their understanding of the task objectives.  The members of the panel were 

required to peruse the English items and to identify any potential irrelevance in cultural 

understandings that might hamper the translation process of the items into Vietnamese.    

The panel indicated that most of the items would not cause problems when translated 

from English to Vietnamese.  However, some words featured in the scales have multiple 

meanings in Vietnamese (e.g., gracefulness, inherent), which were identified by panel 

members as problematic.  After receiving the feedback from the panel, the researcher 

discussed this with his supervisory team, and decided to revise items based upon the 

recommendations from the language advisory panel.  The final version with revisions became 

the source version (in English) for the next step. 

Back-translation iterative process.  A group of ten bilingual translators and two 

monolingual reviewers participated in this step.  All translators were native Vietnamese 

speakers; five out of 10 were living in Vietnam, the remainder had lived overseas for more 
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than five years (i.e., three out of five are living in The United States, two are living in 

Australia).   The ten translators were randomly separated into two groups of five.  Every 

member of the first group was required to translate the source version from English to 

Vietnamese.  Then, members of the second group were required to translate every 

Vietnamese version of the questionnaire back into English (the members of the second group 

had not seen the English source version).    

To initiate this step, the Vietnamese research team-member emailed the source 

version of the questionnaire to the five translators of the first group.  Afterwards, the 

researcher sequentially contacted each translator to explain the purpose of the research, the 

objective of the translation (rendering the source version into Vietnamese and limiting word-

by-word translation), and ensured that every translator in the first group had understood the 

process and task requirements.  All translators worked independently before sending their 

output to the researcher.  

After receiving the manuscripts from five translators, the researcher summarised the 

most problematic words and sentences in the translated scripts.  The primary researcher then 

discussed the outcomes with the supervisory team and revised the most problematic items in 

both Vietnamese and English versions of the questionnaire.  There were eight items that 

required re-translation due to problems with wording (Table 3.3).  The most common 

problem was due to multiple meanings of certain English words and phrases; for instance, the 

phrase beautiful visual aspect could have been interpreted in several different ways.  To 

ameliorate this issue the researcher read all re-translated versions, then compared the and 

decided to retain the most lucid and understandable version to include in the final Vietnamese 

questionnaire.    
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Table 3.3 

Items Identified for Re-Translation 

Factor Item Reason 

Aesthetic I appreciate the beautiful visual 

aspects of the matches that <MY 

TEAM> plays 

The phrase beautiful visual aspects has multiple meanings in Vietnamese, 

thus it varied in the translated versions.  For instance, it can be translated 

to mean spectacular; skilful performance.  Two interpreters translated the 

phrase word-by-word, then the meaning was vague in Vietnamese.  

Cultural Affiliation <MY TEAM> can bring people 

residing in <THE CITY> together 

The verbal phrase bring people has multiple meanings in Vietnamese, thus 

it varied across the translated versions.  For instance, bring people was 

translated as connect city inhabitant; bring city inhabitants together; or 

help city inhabitants move closer together. 

Escape I attend <MY TEAM>’s match 

because it offers a change from my 

daily routines  

The phrase  my daily routines can be understood in a variety of ways in 

Vietnamese.  For instance, the phrase was interpreted as monotonous daily 

tasks; daily ambience; daily life; daily lifestyle.  

Physical Skill I appreciate the football skills of the 

players on <MY TEAM> 

The word ‘football skills’ can be understood to have multiple meanings in 

Vietnamese.  This term can be perceived as tactical, individual, technical 

skills, or team performance.    
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 I enjoy the well-executed football 

performance of the players on 

<MY TEAM> 

The phrase well-executed football perform’ could be translated into 

multiple meanings in Vietnamese.  For instance, this phrase was 

interpreted as good cohesion and teamwork performance; good 

performance; impressive performance; athleticism performance.   

Socialisation I like to communicate with other 

fans while being at <MY TEAM>’s 

matches 

The verb to communicate can be understood in multiple meanings in 

Vietnamese.  This verb was translated as chat and exchange conversation; 

talk and discuss; exchange relations. 

 I enjoy spending time with other 

people during <MY TEAM>’s 

matches 

The verb spending time has multiple meanings in Vietnamese, thus it 

varied in the translated versions.  For instance, the verb was interpreted as 

enjoy fully; exchange relationship with others; sharing with others. 

Wholesome 

Environment 

I like attending <MY TEAM>’s 

matches because they are good and 

clean fun 

The phrase good and clean fun can be understood to have multiple 

meanings in Vietnamese.  For instance, the phrase was translated as good 

character, fun, and healthy; good performance and transparency; 

wholesome entertainment; good performance and purely fun. 
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The researcher emailed the items required for retranslation to the members of the first 

group.  Each member of the first group reworked the translation of the eight items and then 

sent it back to the researcher.  After revising the eight items, the five final Vietnamese 

versions of the questionnaire progressed to the next stage of the translation process.    

Five Vietnamese versions of the questionnaire – which was translated and edited by 

the first group of translators – were emailed to the second group of five translators.  The 

translators were native Vietnamese speakers who had resided in the United States (four 

translators) and Australia (one translator) for more than ten years.  The researcher spoke with 

each panel member to ensure that he or she understood the research aims and the required 

task.  These five translators had converted the items (the translated Vietnamese version) into 

English.   After receiving the back-translated English versions, the researcher reviewed all 

five versions.  A discussion between the researcher and his supervisory team was held.  The 

researcher decided to choose the pairs of English-Vietnamese items that most closely 

matched the original English version of the measure.  These items were used in the pre-test 

instrument.  

Pilot. The purpose of the pilot was to refine the questionnaire based on feedback from 

the target population.  Five football fans who were friends of the primary researcher were 

invited to participate in the pre-test.  The Vietnamese language version of the questionnaire 

was emailed to five respondents.  The Vietnamese researcher called each respondent and 

explained the purpose of this stage of data collection to ensure they understood the tasks 

required.  They were asked to read through and complete the questionnaire.  After completing 

the questionnaire, the primary researcher called them again to ask if any items were vague or 

caused issues with interpretation of meaning.  Each pilot respondent was asked the following 

questions, as recommended by Su and Parham (2002, p. 584):  

1) Are there any problems with the meanings of items?  
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2) Are there any items you do not understand?  

3) Are there any items that are difficult to understand or confusing?  

4) Please tell me your opinions so that we can solve the problems.    

All five respondents agreed that they could understand all items without any problems.  

Therefore, the researcher decided to employ the instrument used in the pre-test without any 

modification for the final survey. 

Data Analysis.  

Data collected in Study 1 were analysed in five stages.  First, a process of data 

screening was implemented.  Second, descriptive statistics were computed for all variables in 

the questionnaire.  Third, the multiple-item measurement was tested by using Confirmatory 

Factor Analysis (CFA).  Fourth, an explanation about using single-item measurement was 

given due to the high correlation between items and the factor discrimination issue in the 

multiple-item measurement tests.  Lastly, a multiple group path analysis was conducted to 

address the research question.  The following sections describe the process of each stage in 

detail. 

Data screening.  Initially, the names of respondents with missing scores on the 

motive subscales or any other items were removed from the dataset.  Following the process 

recommended by Hair et al. (2010), the researcher first determined what type of missing data 

were present in the dataset.  Then, the pattern of the missing data was examined.  Depending 

on the pattern of missing data, the researcher decided to delete or to remedy observations 

with missing data involved.  The observations were removed from the dataset based upon two 

main considerations: (1) the removal of missing data would not reduce the sample size for 

further examination; (2) any remedy of data should not add any artificial increment to the 

relationships between independent variables (Hair et al., 2010). 
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Next, the researcher examined the normality of the item distributions.  The univariate 

skewness and kurtosis test was performed to examine the shape of each item’s  distribution.  

The cut-off value for skewness is in the range of -2 to +2 (Field, 2009; Trochim & Donnelly, 

2006), while acceptable values for kurtosis range from -5 to +5 (Kendall, Stuart, & Ord, 

1968). 

Since the present research applied the multivariate analyses, the appearance of 

outliers in the dataset increased error variance and reduce the power of the statistical test. 

Therefore, an analysis of outliers was also performed.  Hair et al. (2010) suggested that, prior 

to conducting Structural Equation Modelling (SEM), outliers should be removed from the 

dataset to avoid inflated variances and covariances. Although outliers were removed from the 

dataset, the researcher acknowledged that the appearance of outliers in the research context 

(i.e., Vietnam) could occur due to the complexity of responding to questionnaires of 

Vietnamese participants. 

Mahalanobis distance (D2), which is a multivariate assessment of each observation 

across a set of variables, was computed to detect outliers (Hair et al., 2010).  To identify 

observations that were multivariate outliers, the ratio of Mahalanobis distance (D2) and the 

number of variables (df) involved was computed.  Since the final data constituted a large 

sample size, the cut-off value of the ratio was selected at four (D2/df > 4, sig > 0.001), 

following the suggestions of Hair et al. (2010). 

Descriptive analysis. The descriptive analysis describes the properties of data samples 

and measurements.  The initial analysis was run to explore respondent characteristics, as well 

as the central tendency and dispersion of the measures used.  Frequencies and counts were 

conducted for nominal variables such as gender, age, educational level, and frequency of 

match attendance.  Means, and standard deviation were calculated for variables comprising 

the measurements of motives. 
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Multiple-item measurement test. Since the dataset included multiple-item factors, a 

series of reliability and validity tests were undertaken.  The scale used to measure motives in 

the current research was drawn from three previous measures (i.e., MSSC, BCSMS, SII), and 

modified.  Furthermore, the wording of items had been translated and reworded.  The 

measurement construct requires verification to establish internal consistency, convergent 

validity, discriminant validity, and hypothesis-testing of the model.    

The researcher used Cronbach’s alpha (Cronbach, 1951) to estimate the internal 

consistency of the scales.  This examination aims to test whether items measure the same 

construct (i.e., the items inter-correlate with each other).  The cut-off value of Cronbach’s 

alpha was recommended at equal to or greater than 0.70 (Nunnally & Bernstein, 1994). 

The convergent validity of the measurement model evaluates whether the different 

factors (i.e., motives in the current research) are intercorrelated (Hair et al., 2010).  This 

validity was examined by calculating the Average Variance Extracted (AVE) for each 

motive.  The convergent validity of the measurement model was judged on whether the AVE 

for each latent construct exceeded 0.50 (Fornell & Larcker, 1981). 

A discriminant validity test was conducted to ensure that every latent construct was 

distinct from other constructs (Hair et al., 2010).  The discriminant validity could be 

confirmed if the Average Variance-Extracted (AVE) value by each dimension exceeded the 

squared correlation between each pair of latent constructs.    

The CFA was employed to test the model fit of the data collected from the three cities 

in Vietnam with the hypothesised model.  The absolute fit indices which measure directly 

how well the model fit the observed data were employed to examine the model fit in this 

research (Hair et al., 2010).  The absolute fit indices employed to test the model fit in this 

research included Chi-square (c2), Normed Chi-square (c2/df), and Root Mean Square Error 

(RMSEA).  Additionally, incremental fit indices that estimate the relative model fit to some 
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alternative baseline model, including Comparative Fit Index (CFI), and Tucker-Lewis Index 

(TLI), were employed as additional indicators of model fit (Bagozzi & Yi, 1988).   

Following previous recommendations, the cut-off values of these selected parameters 

in assessing model fit are as follows: Chi-square (c2/df < 3 and p > 0.05); Root Mean 

Standard Error Approximation (RMSEA; <0.05) (Browne & Cudeck, 1992); Comparative Fit 

Index (CFI; >0.90); Tucker-Lewis Index (TLI; >0.90) (Hair et al., 2010; Hu & Bentler, 

1999).    

Single-item measurement. Although the data set was originally designed for a 

multiple-item measurement, the preliminary data analysis indicated a high correlation among 

items measuring different latent motives (that will be presented and explained in the Results 

chapter).  Therefore, a single-item analysis was applied based upon the predetermined 

outcomes and considerations.  First, the results of data collected by employing multiple-item 

measurement (to be presented in the next chapter) displaying a low level of discriminant 

validity raised concerns about using multiple-item measurement.  Because of this, the 

accuracy of the motives captured would decline substantially.  The high correlation, along 

with the discriminant validity problem, was most likely caused by issues in the translation of 

items as well as by the differences in culture between English-speaking countries and 

Vietnam, which could lead to discrepancies in understanding the questionnaire. 

Second, the decision to use a single-item measurement analysis was supported by the 

application of single-item measurement to measure sport fans’ behaviour in a variety of 

contexts (Funk et al., 2001; Kwon & Trail, 2005; Lock, Filo, Kunkel, & Skinner, 2013; 

Madrigal, 1995; Trail & James, 2001).  Though there are criticisms of single-item measures 

in measuring psychometric properties, the use of this method has been validated in previous 

studies (Kwon & Trail, 2005).  Therefore, the single-item measurement was finalised by 

selecting the best item measuring each latent construct.  
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The following steps were used to select the best items for constructing the single-item 

measurement.  The wording of items in Vietnamese was first examined to see if potential 

crossover could be identified.  The items to construct the single-item measurement were 

selected based upon two concurrent criteria: (1) the items with the highest factor loading and 

a non-problematic correlation to items measuring other factors; and (2) the item with the 

clearest translation into Vietnamese. 

Even though single-item scales are simple and brief, the limitation of employing 

single-item measurement derives from an inability to check internal reliability (i.e., inter-

correlations between multiple items measuring one factor).  In multiple-item measurement, 

Cronbach’s alpha is used to examine if the observed variables within a latent construct 

measure a similar construct.  However, in single-item measurement, Cronbach’ alpha 

coefficient cannot be computed.  Therefore, once the reliability of a single-item measurement 

is confirmed, the single-item measurement can be employed in the research (Kwon & Trail, 

2005).    

Reliability and validity of single-item measure. The current research assessed the 

reliability and concurrent validity of each single-item measurement by following the process 

recommended by Kwon and Trail (2005).  In Kwon and Trail’s study, the reliability of 

single-item measures was estimated in two ways: (1) using an attenuation correction formula 

to calculate the reliability of each single-item measurement (Nunnally & Bernstein, 1994; 

Wanous & Hudy, 2001; Wanous, Reichers, & Hudy, 1997); (2) using factor analysis to 

estimate single-item reliability (D. Weiss, 1976).  The reliability of a single-item measure is 

confirmed if the minimum of these two values is equal to or greater than 0.7.  The following 

section describes in detail the process of these two methods. 

 First, the formula for attenuation correction (Nunnally & Bernstein, 1994) computes 

the correlation between variable x and y  
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!"# =
!"#

!""	×	!##
 

where rxy is the observed correlation between variable x and y, rxx is the reliability of 

variable x (the multiple-item scale), ryy is the reliability of variable y (the single-item measure 

and unknown value), and !"# is the estimated correlation between x and y, if both variables 

were perfectly measured.  Assume variables x and y are perfectly correlated with each other, 

as they assess the same construct, and have the same relationship with that construct.  Thus, 

!"#  is assumed to equal 1.  With this assumption, the formula would be as following: 

!## = 	
!"#'
!""

 

Consequently, the reliability of a single item can be determined when the estimated 

true correlation between the single-item measure and the multiple-item measure, as well as 

the reliability of the multiple item measure, are both known (Wanous et al., 1997).  This 

estimation procedure of the reliability of a single-item measure can be used as a minimum 

value of single-item reliability (Kwon & Trail, 2005; Wanous & Hudy, 2001; Wanous et al., 

1997) 

The second method to compute the reliability of the single-item measurement uses 

factor analysis (Kwon & Trail, 2005; Wanous & Hudy, 2001; D. Weiss, 1976).  Following 

this method, the total variance of any item can be calculated by the following formula: 

Total variance = Common variance + Specific variance + Error variance 

where Specific variance is the variance that is unique to the variable and not 

explained or associated with other variables in factor analysis (Hair et al., 2010).  Reliability 

of a single-item measure is defined as the sum of the common variance and the specific 

variance divided by the total variance. 

()*+,-+*+./ = 	012213	4,!+,35) + 78)5+9+5	4,!+,35):1.,*	4,!+,35)  
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 The reliability would be equal to or greater than the communality.  The communality 

was computed by using exploratory factor analysis with the multiple-item measure (Hair et 

al., 2010; Wanous & Hudy, 2001).    

 Besides estimating the reliability, the assessment of the concurrent validity of the 

single-item measurement was required.  To assess this validity, the correlations between the 

single-item measure (motive) and the frequency of match attendance (behavioural item) were 

examined (Kwon & Trail, 2005).  This concurrent validity test is to determine if these 

correlations differed significantly from the correlation between the multiple-item measure 

and the behavioural item.  The following formula from Ferguson (1971) was used 

. = (!<' − !<>) (@ − 3)(1 + !'>)
2(1 − !<'' − !<>' − !'>' + 2!<'!<>

 

 where r12 is the correlation of the multiple-item measure with a behavioural item, r13 is 

the correlation of the single-item measure with the behavioural item, and r23 is the correlation 

between the multiple-item measure and the single-item measure.   

 Multiple group path analysis. The single-item model was designed to test the 

relationship between motives and team identification. The homoscedasticity of variance was 

examined for each city samples via several scatterplots using SPSS.  

In each city sample, team identification was dependent variable; and motives were 

independent variables to predict team identification. The results of homoscedasticity test 

indicated reasonable consistency of residuals spread through the distributions. They provided 

evidence of homoscedasticity of variance for each city samples, i.e., same variance was 

confirmed in each city sample.  

The multi-group SEM was employed to examine the invariance of structural path 

coefficients (i.e. motives for team identification) across the three groups.  Estimating 

invariance of path coefficients across groups allowed the researcher to examine whether fans 
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of each team (city) had different motives leading to identification (Hayduk, 1987). The 

multiple group path analysis was undertaken in two phases.   

First, the researcher established a baseline Structural Equation Model (SEM) model 

for Hanoi, Da Nang, and Saigon respectively.  The same model was tested separately for each 

group (city) including 12 observed variables, which measured sport fans’ motives.  Team 

identification (TID) was regressed on the twelve variables to measure the relationship 

between each motive and TID.  TID was measured by one item, which was “I am a 

committed fan of <MY TEAM>”.  In each step of the model test, Chi-square (c2) and other 

fit indices were recorded.   As presented in the previous section, the model fit was assessed 

by using Chi-square (c2/df < 3 and p > 0.05).  Additionally, the Root Mean Standard Error 

Approximation (RMSEA; < 0.05) (Browne & Cudeck, 1992); the Comparative Fit Index 

(CFI; >0.95); and the Tucker Lewis Index (TLI; >0.95) (Hu & Bentler, 1999) were examined. 

Second, a multi-group CFA was conducted to test the single-item measurement model 

for the three cities simultaneously.  This model was the baseline for further tests of nested 

models.  Nested models involve the addition of constraints to the baseline model (i.e., factor 

loadings and intercepts) (Hair et al., 2010; Steenkamp & Baumgartner, 1998).  In nested 

models, specific path loadings of motives for team identification were held to be equal across 

groups in sequence.  If this increased the model fit significantly, one could conclude that 

there were between group differences.  To compare the model fit of the constrained model 

and baseline model, Chi-square difference (Dc2) was estimated.  If the value of chi-square 

difference (Dc2) did not increase significantly, then the researcher could conclude that the 

constrained model fit (Hair et al., 2010).  In addition, the incremental fit difference (DCFI) 

was employed to assess the increment of nested model fit.  If DCFI was smaller than or equal 

to -0.01 then constraints applied were accepted (Cheung & Rensvold, 2002). 



CONTEXTUAL NATURE OF SPORT FAN MOTIVES 102 

In summary, Study 1 employed a quantitative approach to investigate the two research 

questions addressed in the current research.  The main objective of Study 1 was to measure 

the scores of selected motives and examine the path of motives on team identification across 

the three cities.  In order to enhance understanding of the reasons sport consumers in Vietnam 

follow and identify with local teams, further study was undertaken.  The next section presents 

the design of the qualitative research, followed by the quantitative research design 

mentioned. 

Study 2 – Qualitative Research 

Study 2 aimed to further explore RQ1 (What are the motives for following a home 

team and attending the home team matches in the three biggest cities in Vietnam?) and RQ2 

(What are the differences in motives for following a home team and for attending the home 

team’s matches across the three cities in Vietnam?).  A qualitative semi-structured interview 

method was employed to add an in-depth understanding to the quantitative findings (Rudd & 

Johnson, 2010).  Qualitative research also allows the researcher to explore the experiences of 

sport consumers and their motives for following the home team and for attending the home-

team’s matches (Denzin & Lincoln, 2008).   

A qualitative interview method was selected for the current research because of three 

primary considerations.  First, from the pragmatic standpoint adopted by the researcher, no 

single method can ever provide the entire picture of a phenomenon.  Hence, to answer the 

research questions, qualitative methods were an important means of addressing issues with 

the quantitative methods employed (Saunders et al., 2011).  The qualitative semi-structured 

interviews extend the outcomes of the quantitative survey phase (Creswell, 2014; Creswell & 

Plano Clark, 2007; Plano Clark et al., 2008).  As such, the qualitative interview provides a 

richness for understanding which factors lead sport consumers in Vietnam to follow a home 

team, and to attend matches in-person. 
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Second, the qualitative interviews were expected to further explore which motives 

were most salient across the cities, and where differences may exist due to social settings and 

cultural values.  Third, in sport, qualitative research methods provide an opportunity to 

deepen knowledge of sport consumers’ motives, due to methodological advantages that are 

unavailable in the prevailing quantitative research designs (Rudd & Johnson, 2010; Shaw & 

Hoeber, 2016). 

A semi-structured interview was selected for data collection of Study 2 as it allows 

the researcher to understand the complexity of sport consumer motives (Fontana & Frey, 

2000).  The interview allowed participants the opportunity to frame and express their 

understanding of issues in their life rather than respond to a list of predetermined motives 

included in the questionnaire (Study 1).  It also provided opportunities for participants to 

discuss issues or points in which they were interested (Bryman & Bell, 2015). These 

interview guide questions aimed to let participants reconfirm the findings of Study 1 that 

were what motives were important to them for following the home team and attending home 

team’s matches. Moreover, the outcomes of the semi-structured interviews assisted in 

depicting themes emerging from sport fans’ motives in Vietnam, and the variation of themes 

across the cities (i.e. RQ1 and RQ2 respectively). 

A series of open-ended questions was prepared to help respondents share the main 

reasons leading them to follow their home team and to attend the home-team’s matches in the 

stadium. The researcher sought to conduct 45 interviews with the respondents that had 

completed the Study 1 questionnaire and agreed to take part in Study 2.  In the following 

sections, the construction of the semi-structured interview questions is described.   

Materials.    

An interview schedule was developed and included questions that explore 

respondents’ motives for following and identifying with the local teams in the three examined 
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cities of Vietnam.  Theories of sport fan motives and CCT (Arnould, 2006; Arnould & 

Thompson, 2005, 2007; Funk et al., 2001; Funk et al., 2003; Neale & Funk, 2005; Sloan, 

1989; Trail & James, 2001) underpinned the questions used in the semi-structured interview. 

As shown in Table 3.4, the interview guide comprised four main parts.  The first part 

(Question 1, Question 2, and Question 3), asked respondents to describe their home city, the 

local community, and traits that distinguished their home city from others.  These questions 

assisted in building rapport with participants by making them feel comfortable talking about 

something they knew about and were familiar with.  Furthermore, by asking them about the 

city’s residents, the researcher could gather information about how respondents described 

themselves as a resident of the city (in-group identification), while potentially separating 

themselves from other cities in the country (out-group identification).  The descriptions 

provided by respondents in relation to the social and cultural factors of their city, and about 

the city’s inhabitants, assisted the researcher in understanding how differences in social and 

cultural context shaped respondents’ motives for following the team.    

Question 4, Question 5, Question 6, and Question 7 focused on reasons for 

respondents’ motivation to follow the local team.  The purpose of these questions was to 

explore in more depth the motives of sport consumers that were measured in Study 1 and to 

uncover new themes specific to the Vietnamese context.  These questions provided 

participants with the opportunity to express their interest in and enthusiasm for the local team 

in a narrative way.  Through these questions, the researcher established more in-depth 

definitions and understandings of motives than were presented through the mainly 

quantitative approaches in previous research.  Furthermore, the questions assisted and 

encouraged respondents to describe new themes (motives) in addition to those identified 

within the Study 1 questionnaire.     
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Question 8 and Question 9 aimed to explore the connectedness between respondents’ 

motives and the cultural values and social settings of the cities.   Since the purpose of the 

current research is to explore the motives driving sport consumers in the three distinct cities 

of Vietnam, and the differences that exist across these motives based upon the social and 

cultural context of each city, these two questions were designed to draw on respondents’ 

perceptions of how the local team represents the city’s social and cultural values and context.  

Furthermore, these questions assisted respondents in reflecting on how being residents of the 

city shapes their motives for following the local team.    

Question 10 asked respondents to discuss what was important to them in their lives.  

In other words, the question aimed to explore respondents’ purpose or goal in life.  This 

question served as another avenue for understanding how cultural values and social settings 

in each city shape the major needs and wants of consumers.  The question facilitated 

comparisons between the values and objectives of respondents across the sampled cities. 

Table 3.4 

Questions Used for the Qualitative Semi-Structured Interviews 

Question No. Content 

Question 1 Tell me about [name of the city]. 

Question 2 Please describe the [name of the city]’s community. 

Question 3 What makes it unique? 

Question 4 Why do you attend the local team’s matches? 

Question 5 Please describe how you became a fan of your local team. 

Question 6 What are the things you like the most about your local team? 

Question 7 What is it about [each given aspect] that you find appealing? 

Question 8 Please share your thoughts on how [name of the team] represents any 

specific traits of the [name of the city] community? 
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Question 9 How do you feel that being a member of the [name of the city] 

community influences your fan-ship to the local team?  

Question 10 Could you please tell the things that are most important in your life? 

 

In addition to the list of questions mentioned above, the researcher collected 

demographic profiles, including each respondent’s age, gender, marital status, educational 

level, employment, income, and city of residence.  Moreover, respondents were asked to 

identify their hometown, their three favourite sports, the Vietnamese team they followed, 

how long they had followed the team, how many matches they had attended to support the 

local team in the current season, how many local teams’ matches they attended in the last 

season, whether they were currently a member of the home-team’s fan club, and via which 

mass media they followed their home-team. 

Prior to asking the questions listed in Table 3.4 above, the interview started with  

introductory questions and discussion about Vietnamese football and the team to build  

rapport between the interviewee and the researcher (Fontana & Frey, 2000; Saunders et al., 

2011).  By establishing rapport, interviewees were less reserved in revealing their thoughts 

and attitudes related to their motives (Filo, Funk, & O'Brien, 2009).  During the semi-

structured interview, the next question was asked based upon the interview guide questions or 

it was streamed from  the previous answers given in the interview (Bryman & Bell, 2015; 

Saunders et al., 2011) . 

The questions were translated into Vietnamese and then employed as a guideline for 

interviews.  The next section describes the process of recruiting respondents and establishing 

respondents’ profiles. 
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Participants & Procedure. 

There were 112, 125, and 131 individuals in Hanoi, Da Nang, and Saigon, 

respectively, that participated in Study 1 and indicated an interest in participating in Study 2.  

These potential candidates were placed on a list (separated by city).  The researcher then 

contacted individuals one-by-one via phone to verify if they were still interested in being 

interviewed.  If they were still interested in participating in an interview, the researcher 

organised a time for a semi-structured interview.    

The number of respondents selected to participate in the interviews in each city was 

based on theoretical saturation.  The concept of theoretical saturation in qualitative data 

collection is identified as the point at which no new theme or theoretical insight emerges 

(Bowen, 2008; Charmaz, 2006; Morse, Barrett, Mayan, Olson, & Spiers, 2002).  Although 

the debate on the sample size of a qualitative interview remains unresolved, there are 

suggestions for sound practice.   The common sample size for the qualitative semi-structured 

interview process in which data saturation occurs is twelve to fifteen participants (Creswell, 

2014; Guest, Bunce, & Johnson, 2006; Tracy, 2012).  Therefore, the researcher strived to 

select and interview 15 respondents in each city.  If saturation was not reached during the 

interviews, it was planned that more respondents would be recruited. 

As described previously, based on the list of respondents in each city, the researcher 

initiated calls from the first person until the number fifteen was reached at each city.  In 

Hanoi, to achieve fifteen respondents, the researcher had to contact 40 individuals.  In Da 

Nang, 28 individuals were contacted to achieve the number of fifteen respondents.  In Saigon, 

after 63 individuals were contacted, 15 respondents were recruited to participate.  Several 

common reasons for not participating were cited by individuals who had, initially, agreed to 

participate in the survey.  For example, some participants were not contactable because of 

incorrect phone numbers (the phone numbers given could not be called after several 
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attempts); others were no longer interested in participating in the follow-up study, and finally, 

some individuals were unavailable due to busy times at work or at home.    

After 15 respondents were selected in each city, the researcher re-contacted them and 

arranged an interview with each respondent individually.  The researcher first reiterated the 

purpose of the research, but with specific reference to the objectives of Study 2.  

Additionally, respondents were informed of the expected duration of the interview, and that 

conversations would be conducted via Skype due to geographical constraints.  Finally, the 

researcher allowed interviewees to propose the most convenient time for the interview.  Once 

an interview schedule was arranged with all respondents, the researcher conducted the 

interviews.  The interviewing process lasted for three weeks.  There were five individuals: 

one in Hanoi, three in Da Nang, and one in Saigon that were unable to participate in the 

interview due to personal reasons.  Therefore, the final interview sample included 41 

participants from Hanoi (n = 14), Da Nang (n = 12), and Saigon (n = 15).  The demographic 

profile of each participant is displayed in Table 3.5.  The average ages of participants were M 

= 32.21 (SD = 11.87); M = 28.33 (SD = 8.33); and M = 29.20 (SD = 5.12) in Hanoi, Da 

Nang, and Saigon respectively.    

Table 3.5 

Demographics of the Interviewees 

ID Age Gender Marital  Education Occupation Location 

HN01 30 Male Single Bachelor Construction builder Hanoi 

HN02 24 Male Married College Telecom technician Hanoi 

HN03 23 Male Single High school Business owner Hanoi 

HN04 25 Male Single High school Business owner Hanoi 

HN05 22 Male Single Bachelor Student Hanoi 

HN06 20 Female Single Bachelor Student Hanoi 
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HN07 45 Male Married College Business owner Hanoi 

HN08 56 Male Married College Business owner Hanoi 

HN09 55 Male Married College Business owner Hanoi 

HN10 25 Male Single Bachelor Brand designer Hanoi 

HN11 33 Female Single College Athlete Hanoi 

HN12 36 Male Married Bachelor Business owner Hanoi 

HN13 25 Male Single College Driver Hanoi 

HN14 32 Male Married Bachelor Office worker Hanoi 

 

DN01 19 Male Single Bachelor Student Da Nang 

DN02 28 Male Single Bachelor Electrician Da Nang 

DN03 40 Male Married Bachelor Lecturer Da Nang 

DN04 40 Male Married Bachelor Salesman Da Nang 

DN05 19 Male Single Bachelor Student Da Nang 

DN06 20 Male Single Bachelor Student Da Nang 

DN07 33 Male Married Bachelor Business owner Da Nang 

DN08 38 Male Married Bachelor Telecom technician Da Nang 

DN09 26 Male Single Bachelor Office worker Da Nang 

DN10 34 Male Married Bachelor Engineer Da Nang 

DN11 22 Male Single Bachelor Office worker Da Nang 

DN12 21 Male Single Bachelor Student Da Nang 

       

SG01 25 Male Single Bachelor Business owner Saigon 

SG02 39 Male Married Bachelor Manager Saigon 

SG03 34 Male Married High School Agriculturist Saigon 
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SG04 35 Male Married College Office worker Saigon 

SG05 27 Male Married Bachelor Salesman Saigon 

SG06 33 Male Married Bachelor Data analyst Saigon 

SG07 27 Male Single Bachelor Office worker Saigon 

SG08 27 Male Single Bachelor Office worker Saigon 

SG09 31 Male Single Bachelor Office worker Saigon 

SG10 23 Female Single Bachelor Business owner Saigon 

SG11 27 Male Single Bachelor Office worker Saigon 

SG12 30 Male Single Bachelor Office worker Saigon 

SG13 28 Male Married Bachelor Office worker Saigon 

SG14 19 Male Single Bachelor Student Saigon 

SG15 33 Male Married Bachelor Mechanist Saigon 

 

All interviews were conducted in Vietnamese and audio recorded with the consent of 

interviewees.  The researcher obtained their consent via Skype by loudly reading out  the 

consent form and asking if the interviewee agreed to participate in the interview.  Each 

interview lasted between 30 and 45 minutes on average.  Fifteen minutes prior to the 

interview, the researcher called each respondent to remind them of the interview.  At the 

beginning of the interview, the researcher restated the purpose of the research project, and the 

objectives of Study 2.  Interviewee consent was obtained at the beginning of the interview.  

Data transcription and translation. 

The transcription and translation of the semi-structured interview data occurred in two 

stages.  First, the Vietnamese interview recordings were transcribed in Vietnamese and fully 

translated into English (language of the research project) (Choi, Kushner, Mill, & Lai, 2012; 

Suh, Kagan, & Strumpf, 2009).  Second, for the purpose of testing trustworthiness and 
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increasing the validity of the qualitative semi-structured interviews (Creswell, 2014; Plano 

Clark et al., 2008), the English version of the transcripts was forwarded to the researcher’s 

supervisory team to concurrently code the data.  This process was enacted to assess inter-

coder reliability (Denzin & Lincoln, 2008).    

The researcher transcribed the Vietnamese interview files, which led to a total of 

222,558 participant words.  It took one month to transcribe all 41 recorded files.  In the 

transcription process, the researcher took note of responses from participants during the 

interview, such as pace of the conversation, the intensity and loudness of voice to emphasise 

an important point, and the use of laughter in order to enhance the contextual meaning of the 

answers (Kvale & Brinkmann, 2009). 

After transcribing all the recorded interviews, the Vietnamese transcripts were 

forwarded to a team of four linguists who were Vietnamese native speakers, fluent in 

English, and possessive of a solid knowledge of football.  Each expert translated 10 

Vietnamese transcripts to English.  It took two to three weeks for each interpreter to translate 

one transcript.  After completing the translation of each transcript, the interpreters sent it to 

the researcher.  The translation process lasted four months. 

After receiving each translated transcript, the researcher reviewed each document by 

rereading the original Vietnamese version and reading the translated version to check 

whether there were discrepancies between the two.  There were no major issues with the 

interpretations that were found in the English transcripts.  The researcher read each transcript 

at least twice to increase familiarity with the conversations in the transcripts (Edwards & 

Skinner, 2010), and to trigger memories about the interviews.  The coding process is 

described in the following section.   
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Data analysis.    

Prior to analysing the semi-structured qualitative interviews, a thematic process was 

undertaken in order to address the research questions (Bryman & Bell, 2015).  The process 

started with coding. 

Coding. Prior to analysing the data generated from the qualitative interviews, a 

process of coding was undertaken to organise the raw data into conceptual categories 

(Edwards & Skinner, 2010).  Data were coded using an inductive scheme as Study 2 aimed to 

explore new themes emerging in relation to the thesis topic.  After completing the coding, the 

researcher evaluated the outcomes of the coding process with the supervisory team.      

The current research employed a three-phase coding process: (1) Open coding; (2) 

Axial coding; and (3) Selective coding.  During the open coding phase (also known as the 

first step of data reduction) the researcher located themes and assigned initial codes or labels 

to condense the mass of data into categories (Bryman & Bell, 2015; Creswell, 2014).  Each 

category explained the main idea, using a key word or phrase.  Following the coding process 

recommended by Creswell (2014), the researcher looked for texts related to individuals’ 

motives for following the home team, and for attending matches.  Answers in response to the 

questions “why do you follow your home team?”; “what factors drove you to support your 

home team?” were underlined.  Then, the researcher used words or phrases as shown in Table 

3.6 to represent key participant responses.  In this open coding phase, the researcher divided 

transcripts into city categories, and analysed the transcripts of each city in sequence.    

 The researcher highlighted codes of each interviewee’s response in accordance with 

each question to reflect participants’ motives for following the home team, and for attending 

the home matches in-person.  From there, the primary researcher identified the fact that 

various codes emerged in each city.  In the next phase, the common words and phrases were 

grouped together to form themes.    
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Table 3.6 

Example of Open Coding Process of Data 

City Code Number of 

respondents 

Representative Quotes 

Hanoi Local pride 10 “I am living in Hanoi, I have to be interested in my Hanoi 

team” (HN08); “I am living in Hanoi, so I support only its 

local team, i.e., Hanoi T&T.” (HN14); “I love Hanoi so I 

have to love Hanoi team for sure.” (HN03). 

 Fair play 6 “I am not asking for them to be a champion, but only fair 

play.” (HN11); “The nice playing game means that 

players have no negative action in the match.” (HN05); 

“Commonly, we have to consider this point as a whole 

because Hanoi team is fair play everywhere both on home 

and away grounds.  I respect players playing 

wholeheartedly, but not so aggressively.” (HN09). 
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 Personal ties 5 “I just come here to support my friends who are team 

players.” (HN06); “In Hanoi team, I have a brother who is 

very close friend of player Thanh Luong.” (HN12). 

Da Nang Team represents the city 12 “The team is belonging to my city, thus I want to support 

it” (DN02); “Da Nang is my hometown, I thought I 

should support the team” (DN04); “I am a resident of Da 

Nang, so I support the team of Da Nang, to support my 

hometown” (DN11). 

 Team cohesion 9 “They are very devoted, for their fans, their home fans… 

playing devotedly, giving the best of themselves in every 

matches” (DN02); “The team playing style is nice and 

dedication” (DN07); “While playing on the field, the 

players were very enthusiastic.” (DN08) 

 Admiration for the head coach 10 “We have an experienced coach; he understands 

Vietnam’s football environment very well” (DN10); “I 

have much admiration to coach.  The coach is like an idol 
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to me” (DN09); “He (the coach) was a talented footballer 

of Vietnam.  The way he transfers energy to the players 

discerns from other coaches.” (DN03). 

Saigon Team success 8 “When my favorite team wins the championships, I’ll 

very happy for them.” (SG06); “I go to the stadium 

because I prefer to seeing the team winning… I just feel 

happy when the team wins.” (SG13).   

 Star players 8 “There are many good players in the team” (SG07); “The 

players are famous.” (SG04); “They (the team) bought 

some famous footballers like Trong Hoang, Cong Vinh,… 

so that encourages me to go to the stadium.” (SG05). 

 Attacking style 12 “As a strong team, it is evident that its playing style is an 

attacking one… This is a kind of playing style that many 

teams in Vietnam can’t imitate, perhaps due to their 

weaker players’ abilities.” (SG13); “The team has an 
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attacking playing.  Its strength comes from the uniformity 

in players’ capability.” (SG09). 
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During the axial coding phase, the researcher organised sets of open codes and 

sought to identify commonalities between codes (Charmaz, 2014).  Through this 

process the researcher started to develop broader themes (Strauss & Corbin, 1998) to 

conceptualise and theorise data (Tracy, 2012).  Table 3.7 illustrates how the 

researcher undertook axial coding.  To condense the codes, and to form themes for 

each city, codes with similar meanings were categorised into one theme.    

Three primary themes, including City Representation, Team Personnel, and 

Playing Style emerged as the main motives that drove sport consumers in Vietnam to 

identify with the local team.  However, the sub-themes within the overarching themes 

varied from one city to another. 

Underlying the main theme of City Representation, the sub-themes of Local 

Pride, Local Players, and Success emerged from informants in Hanoi, Da Nang, and 

Saigon respectively.  The sub-themes of Connection to players, Head coach, and Star 

players were underlying the main theme of Team Personnel in Hanoi, Da Nang, and 

Saigon in sequence.  Meanwhile, underlying the main theme of Playing Style, the 

sub-themes of Fair play, Team cohesion, and Aggressive play emerged in the three 

cities respectively.  Table 3.7 illustrates the matrix of the final themes that emerged 

from the qualitative data. 

In the next section, the themes are presented through direct quotations.  This 

narrative approach captures the meaning and complexity of sport fans’ motives by 

portraying the actual words of the interviewees (Rubin & Rubin, 2011).  
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Table 3.7 

Matrix Display of Final Themes  

Main themes Sub-themes City 

City Presentation Local pride Hanoi 

 Local players Da Nang 

 Team Success Saigon 

Team Personnel Personal ties Hanoi 

 Head coach Da Nang 

 Star players Saigon 

Playing Style Fair play Hanoi 

 Team cohesion Da Nang 

 Attacking play Saigon 

 

Summary 

 In summary, the researcher approached this thesis from a pragmatic 

paradigmatic standpoint that suggests research problems can be explored in a 

multitude of ways.  Moreover, the specific questions at hand are the major guiding 

light for the choice of methods.  As such, data collection for the current research 

consisted of two separate studies.  Study 1 utilised quantitative data in the form of on-

site surveys of sport consumers who attended their local team’s matches in the 

stadium to uncover the motives driving team identification.  Data from Study 1 were 

also used to compare the differences in motives across the three cities in Vietnam.  

Study 2 employed qualitative data by interviewing selected participants who had 

participated in Study 1.  The main objectives of Study 2 were to understand the 

motives for following a local team in greater depth; and to explore which motives are 
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salient across the three cities.  Study 2 provided a fuller understanding of how social 

settings and cultural value influence motives of sport consumers in each city.   

 Materials, participants, procedures, and the data analysis techniques employed 

within each study have been described in this chapter.  Next, the results from each 

study are provided in the following chapter.  The quantitative results are presented in 

tabular form with narrative explanation describing the results and highlighting the key 

findings, while the qualitative results are presented narratively.   
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CHAPTER 4 - RESULTS 

 This chapter presents the results of the quantitative and qualitative analysis.  Results 

for Study 1 are presented as follows.  First, outcomes of the data screening process are 

reported.  Second, descriptive analysis of the dataset is presented.  Third, multiple-item 

measurement test results are described.  Fourth, outcomes of single-item measurement 

validation are presented.  Lastly, the results of the multiple group path analysis are detailed.  

Results for Study 2 are presented narratively.  The construction of the broad themes is 

described including the sub-themes emerging across the three cities.   An overall summary of 

the research results is presented in the conclusion of the chapter. 

Study 1 – Quantitative Study 

Data screening.   

Following Hair et al. (2010), observations with missing data were removed from the 

dataset based on the satisfaction of two criteria: (1) that the sample size would be large 

enough to implement Confirmatory Factor Analysis (CFA) and Structural Equation 

Modelling (SEM), following the removal of observations with missing data; and (2) that no 

data imputation and remedy would be applied to avoid any artificial increase in the 

relationships between independent variables.   Completed questionnaires were inputted into 

SPSS version 21, yielding a total sample of 1,229 respondents: Hanoi (n = 376), Da Nang (n 

= 408), and Saigon (n = 445).  Table 4.1 presents the percentage of valid data inputted into 

SPSS. 

After inputting the raw questionnaire information into SPSS, the data were screened 

for outlying cases to identify and remove records that contained extreme multivariate 

Mahalanobis distance on the motive variables (Hair et al., 2010).  Since the final data 

constituted a large sample size (more than 100 observations), the cut-off value for outliers 

was set at 4.0 (D2/df > 4, sig > 0.001) (Hair et al., 2010).  One hundred and eighty-four 
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observations were identified as outliers and removed from the dataset.  The final dataset 

included a total of 1,045 participants.  The numbers of questionnaires distributed and the final 

observations used for analysis are presented in Table 4.1. 

Table 4.1 

Numbers and Percentages of Valid Observations per Distributed Questionnaires  

 Hanoi Da Nang Saigon Total 

N % N % N % N % 

Questionnaires distributed 650  650  650  1,950  

Questionnaires with valid data  376 57.8 408 62.8 445 68.5 1,229 63.0 

Final observation w/o outliers 332 51.1 342 52.6 371 57.1 1,045 53.6 

 

 To examine the normality of item distributions, the researcher computed the 

univariate Kurtosis and Skewness of each motive measurement.  The values of these 

parameters are shown in Table 4.2.  The Skewness (-1.78—0.89) and Kurtosis (-0.37-4.70) of 

each item distribution fell within acceptable levels (Skewness ± 2 and Kurtosis ± 5) (Field, 

2009; Kendall et al., 1968; Trochim & Donnelly, 2006). 

Descriptive statistics.    

The mean score (M) and standard deviation (SD) of motives measured are displayed 

in Table 4.2.  
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Table 4.2 

Descriptive Statistics of Motives  

Factor Item 

Hanoi 

(N = 332) 

Da Nang 

(N = 342) 

Saigon 

(N = 371) 

Total 

(N = 1,045) 

M SD M SD M SD M SD 

Achievement       5.98 0.90 

ACH1 I feel like I have my personal achievement when my 

team plays well 
5.71 1.05 5.65 1.34 6.05 1.07 5.81 1.17 

ACH2 I feel like I win when my team wins 5.90 0.97 5.83 1.16 6.28 0.89 6.02 1.03 

ACH3 I feel proud when my team plays well 5.95 0.99 6.00 1.10 6.36 0.84 6.11 1.00 

Aesthetic       5.85 0.91 

AES1 I often enjoy the elegance of my team's playing style 5.74 1.06 5.64 1.25 6.02 1.08 5.81 1.14 

AES2 I love the natural beauty of my team's matches 5.75 0.94 5.56 1.27 5.95 1.11 5.76 1.13 

AES3 I highly value the visual aspect of my team's matches 5.87 1.00 5.88 1.14 6.22 0.88 6.00 1.02 

Community Pride       5.96 0.92 

COM1 I attend my team's matches to support my city 5.80 1.18 5.88 1.25 6.17 1.15 5.96 1.20 
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COM2 I support my team as enhances of my city's position 5.81 1.05 5.82 1.20 6.17 0.90 5.94 1.07 

COM3 
I like my team because it reflects my personal 

connection with the city 
5.81 1.04 5.91 1.13 6.23 0.86 5.99 1.02 

Cultural affiliation       5.95 0.89 

CUL1 
My team represents values that are important to the 

people of my city 
5.76 1.08 5.78 1.18 6.12 0.97 5.89 1.09 

CUL2 My team can bring people residing in my city together 5.95 0.94 5.90 1.12 6.28 0.81 6.05 0.98 

CUL3 My team contributes to the culture of my city 5.84 0.94 5.76 1.14 6.12 0.88 5.91 1.00 

Drama       6.00 0.90 

DRA1 I prefer a surprising ending to a predicted outcome 

when my team plays 
5.78 1.15 5.75 1.32 6.18 1.04 5.91 1.19 

DRA2 I like the matches of my team when the final result is 

undecidable un the very end 
5.92 0.96 5.87 1.27 6.15 1.07 5.98 1.11 

DRA3 I enjoy the drama of tough matches when my team 

plays 
5.99 0.91 5.97 1.11 6.33 0.84 6.10 0.97 

Escape       5.91 0.90 
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ESC1 I look forward to my team's matches as it is something 

different for the weekend or after working hours 
5.85 0.98 5.84 1.20 6.25 0.99 5.77 1.20 

ESC2 I come to my team's matches for a change of my daily 

routine 
5.67 1.06 5.54 1.29 5.88 1.19 5.81 1.06 

ESC3 I feel I've escaped from the hustle bustle of everyday 

life during my team's matches 
5.87 0.95 5.95 1.13 6.26 0.83 5.98 1.06 

Family       5.82 0.98 

FAM1 I like to watch my team's matches with my 

lover/wife/husband 
5.56 1.36 5.36 1.65 5.85 1.46 5.60 1.51 

FAM2 I like to watch my team's matches with my children 5.92 0.97 5.71 1.25 6.05 1.15 5.90 1.14 

FAM3 I like to watch my team's matches with members in my 

family 
5.84 1.00 5.84 1.16 6.16 0.90 5.96 1.03 

Knowledge       5.85 0.93 

KNO1 I often search for information of players of my team on 

media 
5.73 1.15 5.63 1.32 5.93 1.12 5.77 1.20 

KNO2 I read news of my team on daily or weekly basis 5.78 0.93 5.66 1.20 5.98 1.01 5.81 1.06 



CONTEXTUAL NATURE OF SPORT FAN MOTIVES 125 

KNO3 I often know the position of my team on the ranking 

table 
5.89 1.00 5.84 1.18 6.18 0.96 5.98 1.06 

Physical attraction       5.37 1.38 

PHA1 I watch my team's matches because I find the players 

attractive 
5.55 1.25 5.42 1.41 5.86 1.33 5.62 1.34 

PHA2 I enjoy watching my team's players because they are 

physically attractive 
5.40 1.36 5.27 1.69 5.62 1.53 5.44 1.54 

PHA3 I watch my team's matches mainly because of the 

players’ sex appeal 
5.10 1.65 4.89 2.00 5.19 1.87 5.07 1.85 

Physical skills       5.99 0.89 

PSK1 I enjoy the skilful performance of my team. 5.95 0.94 5.70 1.19 6.19 0.94 5.96 1.05 

PSK2 I enjoy the well-executed soccer performance of the 

players in my team. 
5.92 0.96 5.91 1.12 6.32 0.82 6.06 0.99 

PSK3 I appreciate the soccer skills of the players on my team 5.91 1.00 5.76 1.27 6.13 0.97 5.94 1.10 

Socialisation       5.74 0.99 
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SOC1 I like to talk with people sitting near me in my team's 

matches 
5.66 1.13 5.75 1.23 5.92 1.15 5.78 1.17 

SOC2 I like to communicate with other fans while attending 

my team's matches 
5.71 1.13 5.62 1.30 6.04 1.05 5.80 1.17 

SOC2 I like to spend time socialising with other people during 

my team's matches 
5.58 1.17 5.56 1.31 5.76 1.16 5.64 1.22 

Wholesome environment       5.94 0.90 

WHO1 I enjoy the family oriented and friendly atmosphere 

when watching my team's matches 
5.74 1.02 5.77 1.26 6.08 1.06 5.87 1.13 

WHO2 I love attending my team's matches because they are 

breath-taking and a lot of fun 
5.84 1.03 5.76 1.17 6.20 0.88 5.94 1.05 

WHO3 I prefer a friendly atmosphere at my team's matches 5.82 1.01 5.89 1.14 6.30 0.80 6.01 1.01 

Team Identification       5.96 0.90 

TID1 I am a committed fan of <MY TEAM> 5.92 1.00 5.89 1.22 6.33 0.98 6.05 1.09 

TID2 Being a fan of <MY TEAM> is very important to me 5.72 1.13 5.77 1.20 6.13 0.91 5.88 1.09 

TID3 I consider myself to be a real fan of <MY TEAM> 5.79 0.99 5.81 1.17 6.20 0.89 5.94 1.04 
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Multiple-item measurement test.  

This section presents the results pertaining to tests for internal consistency, and 

discriminant and convergent validities for the items and factors tested.  Cronbach’s alpha 

(Cronbach, 1951) was computed for each factor and compared to the Nunnally and Bernstein 

(1994) recommended cut-off value of 0.70.  The internal consistency results are presented in 

Table 4.3.  Cronbach’s Alpha for the motives tested ranged from 0.70 to 0.84, which 

exceeded recommended cut-off values; therefore, the internal consistency of each motive 

factor satisfied or exceeded acceptable levels. 

  The convergent validity of the measurement model was examined by calculating the 

Average Variance Extracted (AVE) for each motive.  With the exception of Family, where 

the AVE was slightly less than the recommended level of 0.50 (AVE = 0.44), all other factors 

had an AVE value ranging from 0.54 to 0.67, which is above the recommended cut-off value 

of 0.50 (Fornell & Larcker, 1981).  Therefore, the convergent validity of the measurement 

was only partially confirmed as the AVE (0.44) for Family was slightly below the cut-off 

value.  As such, further tests were undertaken to verify the validity of the scale. 
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Table 4.3 

Results of Internal Consistency and Validity Tests 

Factor Item 
Factor 

loading 
AVE CR 

Alpha 

coefficient 

Achievement (ACH)  0.58 0.80 0.80 

ACH1 I feel like I have my personal achievement when my team plays well 0.67    

ACH2 I feel like I win when my team wins 0.77    

ACH3 I feel proud when my team plays well 0.83    

Aesthetic (AES)  0.54 0.78 0.78 

AES1 I often enjoy the elegance of my team's playing style 0.70    

AES2 I love the natural beauty of my team's matches 0.70    

AES3 I highly value the visual aspect of my team's matches 0.81    

Community Pride (COM)  0.58 0.80 0.78 

COM1 I attend my team's matches to support my city 0.62    

COM2 I support my team as enhances of my city's position 0.79    
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COM3 I like my team because it reflects my personal connection with the city 0.85    

Cultural affiliation (CUL)  0.64 0.84 0.84 

CUL1 My team represents values that are important to the people of my city 0.82    

CUL2 My team can bring people residing in my city together 0.81    

CUL3 My team contributes to the culture of my city 0.75    

Drama (DRA)  0.54 0.78 0.76 

DRA1 I prefer a surprising ending to a predicted outcome when my team plays 0.61    

DRA2 I like the matches of my team when the final result is undecidable un the very end 0.75    

DRA3 I enjoy the drama of tough matches when my team plays 0.83    

Escape (ESC)  0.55 0.78 0.78 

ESC1 
I look forward to my team's matches as it is something different for the weekend or after 

working hours 
0.74 

   

ESC2 I come to my team's matches for a change of my daily routine 0.66    

ESC3 I feel I've escaped from the hustle bustle of everyday life during my team's matches 0.82    

Family (FAM)  0.44 0.69 0.70 

FAM1 I like to watch my team's matches with my lover/wife/husband 0.44    
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FAM2 I like to watch my team's matches with my children 0.73    

FAM3 I like to watch my team's matches with members in my family 0.77    

Knowledge (KNO)  0.57 0.80 0.79 

KNO1 I often search for information of players of my team on media 0.70    

KNO2 I read news of my team on daily or weekly basis 0.78    

KNO3 I often know the position of my team on the ranking table 0.78    

Physical attraction (PHA)  0.67 0.86 0.84 

PHA1 I watch my team's matches because I find the players attractive 0.69    

PHA2 I enjoy watching my team's players because they are physically attractive 0.93    

PHA3 I watch my team's matches mainly because of the players’ sex appeal 0.82    

Physical skills (PSK)  0.60 0.82 0.82 

PSK1 I enjoy the skilful performance of my team. 0.80    

PSK2 I enjoy the well-executed soccer performance of the players in my team. 0.82    

PSK3 I appreciate the soccer skills of the players on my team 0.70    

Socialisation (SOC)  0.55 0.79 0.79 

SOC1 I like to talk with people sitting near me in my team's matches 0.75    
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SOC2 I like to communicate with other fans while attending my team's matches 0.75    

SOC3 I like to spend time socialising with other people during my team's matches 0.73    

Wholesome environment (WHO)  0.57 0.80 0.80 

WHO1 I enjoy the family oriented and friendly atmosphere when watching my team's matches 0.66    

WHO2 I love attending my team's matches because they are breath-taking and a lot of fun 0.79    

WHO3 I prefer a friendly atmosphere at my team's matches 0.81    
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A test of discriminant validity was conducted by comparing whether the average 

variance extracted (AVE) by each factor (measured by three items) exceeded the squared 

correlation between each pair of factors (Fornell & Larcker, 1981).  Comparisons of the AVE 

values of each factor with the squared correlations of each pair of factors, are displayed in 

Table 4.4.  In the matrix, the AVE value of each factor is placed in the diagonal of the matrix.  

The values underneath the diagonal are the squared correlation between each pair of latent 

constructs.  The results displayed in Table 4.4 indicate that the discriminant validity of the 

multiple-item measurement was not confirmed, since all AVE values of motives (except 

Physical Attraction) did not exceed the squared correlation between each pair of motives. 

Table 4.4 

Results of Discriminant Validity Test 

 

 ACH AES COM CUL DRA ESC FAM KNO PHA PSK SOC WHO 

ACH  0.58             

AES  0.98   0.54            

COM  0.94   0.88   0.58           

CUL  1.00   0.92   0.92   0.64          

DRA  0.92   0.81   0.72   0.86   0.54         

ESC  1.00   0.92   0.81   0.98   0.92   0.55        

FAM  0.90   0.79   0.67   0.92   0.88   0.90   0.44       

KNO  0.94   0.90   0.74   0.90   0.76   0.85   0.83   0.57      

PHA  0.18   0.24   0.21   0.21   0.19   0.22   0.18   0.40   0.67     

PSK  1.00   0.98   0.77   0.98   0.88   0.90   0.92   0.92   0.27   0.60    

SOC  0.69   0.81   0.62   0.77   0.56   0.72   0.58   0.77   0.32   0.62   0.55   

WHO  1.00   1.00   0.85   1.00   0.90   1.00   0.96   0.88   0.22   1.00   0.74   0.57  
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 The examination of the convergent validity and discriminant validity indicated that 

the multiple-item measurement was problematic in the Vietnamese context.  This issue is 

further explained below.  

To further prove the validity and reliability of the measurement, a Confirmatory 

Factor Analysis (CFA) including all motive items is presented in the next section.  This 

analysis was applied to assess the overall fit of the multi-item measure model.1  

Hypothesis-testing of the model.    

Confirmatory factor analysis (CFA) and multi-group confirmatory factor analysis 

(MCFA) were conducted to test the extent to which the hypothesised measurement model fit 

the observed data from the three cities using Mplus version 7.0.  The model used to measure 

the motives for following the local team included 12 latent motives each measured by three 

observed items: Achievement (ACH, 3 items), Aesthetics (AES, 3 items), Community Pride 

(COM, 3 items), Cultural Affiliation (CUL, 3 items), Drama (DRA, 3 items), Escape (ESC, 3 

items), Family (FAM, 3 items), Knowledge (KNO, 3 items), Physical Attraction (PHA, 3 

items), Physical Skill (PSK, 3 items), Socialisation (SOC, 3 items), and Wholesome 

Environment (WHO, 3 items).  All latent variables were allowed to covary in the model.  The 

model tested is illustrated in Figure 4.1.  Results of model fit test are displayed in Table 4.5.  

  

                                                
1 The confirmatory factor analysis was conducted as an additional test to demonstrate to the examiners the 
analytical process. This underpins the decision to use a single-item measurement approach to fan motives in 
Vietnam. This footnote is intended to clarify the intention of running the CFA in spite of the issues with validity 
presented above. 
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Table 4.5 

Model Fit for Measurement of Motives 

Scale Content c2 df c2/df RMSEA CFI TLI AIC 

All Items 2015.785 528 3.818 0.052 0.880 0.857 90,330.027 

Physical Attraction 

Removed 

1658.087 440 3.768 0.051 0.895 0.874 80,509.841 

Physical Attraction and 

Escape Removed 

1112.196 305 3.640 0.050 0.920 0.901 68,316.650 

Physical Attract, Escape, 

and Family Removed 

868.814 239 3.635 0.050 0.932 0.915 59,977.326 
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Figure 4.1.  The measurement model for motivation.  
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The results of the CFA with all items included provided further evidence that the 

hypothesised measurement model (and established motivational scales) did not fit the 

observed data well (c2 = 2015.79; df = 528; c2/df = 3.82; CFI = 0.88; TLI = 0.86; RMSEA = 

0.052).  To address the poor model fit, items with a high modification index value or residual 

covariance greater than 2.0 were removed in a step-by-step process.  The three items 

measuring Physical Attraction all performed poorly and were removed from the model first.  

Physical Attraction was removed for two reasons: (1) The residuals of items measuring this 

latent factor were highly correlated with items designed to capture other motives; and (2) 

Other authors have eliminated this motive from the MSSC due to similar issues (Fink et al., 

2002; James & Ross, 2004; Mahony et al., 2002; Won & Kitamura, 2007).  After eliminating 

the motive, the fit indices of the model improved (c2 = 1658.09; df = 440; c2/df = 3.77; CFI = 

0.90; TLI = 0.87; RMSEA = 0.051).  Next, the researcher removed the items underlying the 

Escape motive, since their residual values were highly correlated with other items.  After the 

Escape motive was removed, the model fit improved again (see Table 4.5).  Finally, based 

upon the previous justification, the Family motive was removed from the measurement 

model.  Following this change, the fit indices of the model improved (c2 = 868.81; df = 239; 

c2/df = 3.64; CFI = 0.93; TLI = 0.92; RMSEA = 0.050).  The measurement model which fit 

the data the best included the remaining nine factors without Physical Attraction, Escape, and 

Family. 

The researcher decided that the measurement should include all 12 selected motives 

in order to examine the full range of motives as justified in the discussion previously.  

Therefore, the researcher sought a measurement solution that could both capture a broad 

range of sport fan motives and use items that were most comprehensible for the Vietnamese 

sport consumers included in the study.  The single-item measurement (Kwon & Trail, 2005) 

solution was chosen as it retained all the motives deemed to be relevant in the existing work 
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on sport fan motives (Funk et al., 2001; Mahony et al., 2002; Trail & James, 2001), and 

reduced the issues with comprehensibility created by multiple items.  The decision was made 

based upon the two following justifications.  First, through the analytical process, which 

included the confirmatory factor analysis (CFA) and validity tests for multiple-item 

measurement, the results indicated the high correlation between items that measured 

conceptually distinct motives, which demonstrated that the factors did not measure unique 

constructs.  Eleven factors of the measurement did not meet the criteria for discriminant 

validity, with only Physical Attraction doing so (i.e., the AVE of Physical Attraction is 

greater than the squared correlation between this motive and the others).  However, this 

factor had been removed from the measurement model test of fit.  This caused a contradiction 

because the motive with the highest mean value and level of internal consistency was not 

included in the final model. 

Second, as articulated in the step by step description of the back-translation of the 

measurement items from English to Vietnamese, there were issues with the translation of 

some words from English to Vietnamese.  This problem can be attributed to discrepancies in 

the language used in some statements because of words or phrases not making sense in the 

Vietnamese language or culture.  Researchers indicated that there are two main issues that 

may cause issues in discrepancies when translating questionnaires from English to Asian 

languages (including Vietnamese, Cantonese, and Korean): (1) Alongside words, 

grammatical structures, syntax, and tone, as well as the communication context, can deliver 

meaning; and (2) Words in English and in Vietnamese that refer to similar concepts may have 

different connotations, different nuances of meanings, or different emotional effects (Forsyth, 

Kudela, Levin, Lawrence, & Willis, 2007; Harkness, Pennell, & Schoua-Glusberg, 2004; 

Harkness, Van de Vijver, & Mohler, 2003).  The next section presents the results of single-

item measurement test. 
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Single-item measurement.  

As stated in the previous section, the single-item measurement needed to satisfy two 

criteria: (1) Measure the 12 motive dimensions shown to be relevant in previous research 

(e.g., Armstrong, 2002; Fink et al., 2002; Funk et al., 2003; Mahony et al., 2002; Robinson, 

Trail, & Kwon, 2004; Trail & James, 2001); and (2) Include items that translated well from 

English into Vietnamese.  These criteria were supplemented by a third requirement, which 

was to accurately measure each factor using one item.  In order to select a single item that 

accurately represented each motive, the researcher consulted the factor loadings and 

correlation matrix of the multiple-item measurement model, and content analysed the 

Vietnamese meaning of each item.  One item from each motive was selected based on the 

following criteria:  

(1) The item had the highest factor loading in relation to its intended latent motive, 

and   

(2) The Vietnamese meaning of the item was the most comprehensible when 

compared with the two remaining items underlying the same motive.    

Table 4.6 presents items chosen to construct the final single-item measurement.  The items 

chosen to represent each motive factor are shown in bold text.   
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Table 4.6 

List of Selected Single-Item Motives (presented in bold) 

Motives Multiple items 

Achievement I feel like I have my personal achievement when my team plays well 

 I feel like I win when my team wins 

 I feel proud when my team plays well 

  

Aesthetic I often enjoy the elegance of my team's playing style 

 I love the natural beauty of my team's matches 

 I highly value the visual aspect of my team's matches 

  

Community 

Pride 
I attend my team's matches to support my city 

 I support my team as enhances of my city's position 

 I like my team because it reflects my personal connection with the city 

  

Cultural 

Affiliation 

My team represents values that are important to the people of the 

city 

 My team can bring people residing in the city together 

 My team contributes to the culture of the city 

  

Drama I prefer a surprising ending to a predicted outcome when my team 

plays 
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 I like the matches of my team when the final result is undecidable until 

the very end 

 I enjoy the drama of tough matches when my team plays 

  

Escape I look forward to my team's matches as it is something different for the 

weekend or after working hours 

 I come to my team's matches for a change of my daily routine 

 I feel I've escaped from the hustle bustle of everyday life during my 

team's matches 

  

Family I like to watch my team's matches with my spouse 

 I like to watch my team's matches with my children 

 I like to watch my team's matches with members in my family 

  

Knowledge I often search for information of players of my team on media 

 I read news of my team on daily or weekly basis 

 I often know the position of my team on the ranking table 

  

Physical 

Attraction 
I watch my team's matches because I find the players attractive 

 I enjoy watching my team's players because they are physically 

attractive 

 I watch my team's matches mainly because of the players’ sex 

appeal 
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Reliability and validity of single-item measurement. As discussed in the Methods chapter, 

the reliability and concurrent validity of each single-item measure was estimated according to 

the process described by Kwon and Trail (2005).  The results of testing for single-item 

measurement reliability are displayed in Table 4.7 with a Pearson correlation (R) coefficient 

that measures the relationship between each latent motive and the chosen single-item 

measurement; and the estimated single item reliability.  The reliability estimates for the 

single-item measures ranged from 0.81 – 0.98, which satisfied recommendations (Kwon & 

Trail, 2005; Wanous & Hudy, 2001; Wanous et al., 1997).   

Physical Skill I enjoy the skilful performance of my team. 

 I enjoy the well-executed soccer performance of the players in my 

team. 

 I appreciate the soccer skills of the players on my team 

  

Socialisation I like to talk with people sitting near me in my team's matches 

 I like to communicate with other fans while attending my team's 

matches 

 I like to spend time socialising with other people during my team's 

matches 

  

Wholesome 

environment 

I enjoy the family oriented and friendly atmosphere when watching 

my team's matches 

 I love attending my team's matches because they are breath-taking and 

a lot of fun 

 I prefer a friendly atmosphere at my team's matches 
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Table 4.7 

Results of Estimated Single-Item Measurement Reliability 

Motive Cronbach's Alpha r Single-item reliability 

ACH 0.80 0.85 0.91 

AES 0.78 0.83 0.89 

COM 0.78 0.80 0.81 

CUL 0.84 0.86 0.88 

DRA 0.76 0.80 0.84 

ESC 0.78 0.83 0.87 

FAM 0.70 0.82 0.97 

KNO 0.79 0.84 0.88 

PHA 0.84 0.91 0.98 

PSK 0.82 0.86 0.89 

SOC 0.79 0.85 0.91 

WHO 0.80 0.84 0.87 

 

 To estimate the concurrent validity of each single-item measure, correlations between 

the single-item measure of each motive and a behavioural measure (i.e., frequency of match 

attendance) were examined.  Results of tests for concurrent validity are presented in Table 

4.8.  In the table, column r contains the values of correlation between the single-item 

measurement and attendance frequency, as well as the multiple-item measure (mean) and 

attendance frequency.  All correlations were significant with p < 0.01 to p < 0.05, and 

Pearson’s correlations ranged from r = 0.06 to r = 0.21.  These correlations were compared 

to the correlations between multiple-item motives and the frequency of match attendance.  

The t-score values were calculated by using Ferguson’s (1971) formula (as mentioned in the 
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previous chapter); and ranged from -1.18 to 5.58.  According to Ferguson’s (1971) 

recommendation, t-score values exceeding 1.96 were deemed significant at the 0.05 level for 

N-3 = 1042 in the sample.    

The t-score difference values for Achievement (ACH), Community Pride (COM), 

Cultural Affiliation (CUL), and Socialisation (SOC) were not significant, indicating that the 

correlation between the single-item motive and the frequency of match attendance was 

equivalent to the correlation between the multiple-item motive and the frequency of match 

attendance.   Meanwhile, the t-score difference value for Aesthetics (AES), Drama (DRA), 

Escape (ESC), Family (FAM), Knowledge (KNO), Physical Attraction (PHA), Physical Skill 

(PSK), and Wholesome Environment (WHO) were significant, indicating that the correlation 

between the single-item motive and frequency of match attendance was different from the 

correlation between the mean score of the multiple-item motive and the frequency of match 

attendance.  For Physical Attraction (PHA), the single-item measure explained 0.55% more 

variance in frequency of match attendance than the multiple-item measure.  For Aesthetic 

(AES), Drama (DRA), Escape (ESC), Family (FAM), Knowledge (KNO), Physical Skill 

(PSK), and Wholesome Environment (WHO), the differences in variance between the single-

item and multiple-item measure ranged from 0.96% (DRA) to 2.61% (KNO).  This means 

that, the single-item measures of these motives explained slightly less variance in the 

frequency of match attendance than the mean score of the multiple-item factor measurements.  

However, the number of differences in the explained variances was relatively small.  

Therefore, despite certain limitations (see Chapter 5), the single-item measurement model 

satisfactorily captured the motives discussed in the previous chapter.  The results of this 

analysis are displayed in Table 4.8.   
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Table 4.8 

Results of Concurrent Validity of Single-Item Measure 

 Frequency of match attendance 

 r r2 

Single-item for ACH 0.21 0.04 

Multiple-item for ACH 0.19 0.04 

Difference score (t) -1.18 

   

Single-item for AES 0.13 0.02 

Multiple-item for AES 0.18 0.03 

Difference score (t) 2.78* 

Difference in explained variance  1.55% 

   

Single-item for COM 0.16 0.03 

Multiple-item for COM 0.18 0.03 

Difference score (t) 1.02 

   

Single-item for CUL 0.18 0.03 

Multiple-item for CUL 0.21 0.04 

Difference score (t) 1.83 

   

Single-item for DRA 0.10 0.01 

Multiple-item for DRA 0.14 0.02 

Difference score (t) 2.05* 
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Difference in explained variance  0.96% 

   

Single-item for ESC 0.14 0.02 

Multiple-item for ESC 0.20 0.04 

Difference score (t) 3.34* 

Difference in explained variance  2.04% 

   

Single-item for FAM 0.07 0.00 

Multiple-item for FAM 0.16 0.03 

Difference score (t) 4.90* 

Difference in explained variance  2.07% 

   

Single-item for KNO 0.10 0.01 

Multiple-item for KNO 0.19 0.04 

Difference score (t) 5.21* 

Difference in explained variance  2.61% 

   

Single-item for PHA (0.08) 0.01 

Multiple-item for PHA (0.03) 0.00 

Difference score (t) 3.83* 

Difference in explained variance  -0.55% 

   

Single-item for PSK 0.06 0.00 

Multiple-item for PSK 0.15 0.02 

Difference score (t) 5.58* 
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Difference in explained variance  1.89% 

   

Single-item for SOC 0.09 0.01 

Multiple-item for SOC 0.08 0.01 

Difference score (t) -0.59 

   

Single-item for WHO 0.12 0.01 

Multiple-item for WHO 0.18 0.03 

Difference score (t) 3.44* 

Difference in explained variance  1.80% 

Notes: * denotes that t-score (exceeding 1.96) is significant at the 0.05 level 

Test of the single-item measurement model. The researcher tested the model fit with 

data from the three cities, including the 12 single-item measures as exogenous (independent) 

variables.  Team identification was regressed on the 12 variables to examine which motives 

explained the most variance in team identification.  

The initial model included no constraints, which resulted in a just-identified model.  A 

just identified or saturated model is defined as a model in which the degrees of freedom equal 

the number of parameters (Hair et al., 2010; Weston & Gore, 2006).  To address this issue, 

the item with the lowest path coefficient was constrained to zero in the model.  The item 

measuring Drama had a path coefficient of 0.014 (i.e., the weakest relationship with team 

identification) and, therefore, was constrained to zero.  The model with the Drama item 

constrained to zero fit the full dataset well: RMSEA < 0.001, 90% CI = (0.000, 0.069); P-

close = 0.853; CFI = 1.000; TLI = 1.000.  The chi-square was not significant (c2(1) = 0.385, 

p = 0.535) and the normed chi-square was also acceptable (c2/df = 0.385).  Therefore, the 

single-item measurement model fit the data of the three cities suitably. 
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Figure 4.2. Single-item model for path analysis. 

Path analysis in each city. Since the research was conducted in the three cities where 

the social and cultural settings are likely different, the perception of respondents to 

measurement would be discernible (Hair et al., 2010; Steenkamp & Baumgartner, 1998). A 

SEM path analysis provides an appropriate way to empirically examine the theoretical model 
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by accounting both the measurement model and the structural model in one analysis, which 

cannot be done by multiple regression analysis (Hair et al., 2010). Therefore, the path 

analysis deemed to suit the current research settings. 

The researcher established the baseline SEM models for Hanoi, Da Nang, and Saigon.  

In the baseline model, all parameters (factor loadings, intercepts, and residuals) were 

estimated freely (i.e., no constraints were imposed on the model).  The models tested 

included 12 observations that measured sport consumers’ motives for following the local 

team.  In the models, all motives were allowed to covary as they are theoretically related.  

Team identification was regressed on the 12 variables to determine which motives varied 

across the three cities, and had the strongest relationship with team identification. 

 By testing a series of nested models and comparing the absolute chi-square (c2) and 

incremental fit (CFI) with the baseline model, the researcher tested which paths from motives 

to team identification varied across groups.  The model without constraints was tested at the 

beginning using data from each city separately (i.e., the same model was tested independently 

using participants from each city).  All three initial tests resulted in just-identified models.  

Socialisation was set to zero for all three cities to compute the fit indices because the slope 

coefficients of this motive were low in all three cities.  The hypothesised baseline model fit 

the data collected in Hanoi, Da Nang, and Saigon to acceptable levels (see Table 4.9).   

The results of the Hanoi model indicated that community pride (COM), cultural 

affiliation (CUL), and wholesome environment (WHO) had a positive and significant 

relationship with team identification (TID) (b = 0.232, p < 0.001; b = 0.245, p < 0.001; and b 

= 0.151, p < 0.001, respectively).  Meanwhile, physical attraction (PHA) had a significant 

and negative effect on team identification (TID) (b = -0.086, p<0.001).   

The results of the Da Nang model indicate that community pride (COM), escape 

(ESC), knowledge (KNO), and wholesome environment (WHO) have a significant positive 
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relationship with team identification (TID) (b = 0.327, p<0.001; b = 0.151, p<0.001; b = 

0.211, p<0.001; and b = 0.271, p<0.001, respectively).  Like the Hanoi model, physical 

attraction (PHA) displayed a significant and negative relationship with team identification 

(TID) (b = -0.078, p<0.001).  

For the Saigon model, community pride (COM), family (FAM), and knowledge 

(KNO) had significant and positive effects on team identification (TID) (b = 0.413, p<0.001; 

b = 0.089, p<0.001; and b = 0.157, p<0.001, respectively).  Results indicated that certain 

motives were more salient than others in predicting team identification for sport consumers 

across the three cities.  In the next section, the researcher details the multi-group path 

analysis, which examines the coefficients of motives on team identification simultaneously 

across the three cities. 

Table 4.9 

Results of Path Analysis in Each City 

Fit indices Hanoi Da Nang Saigon 

c2  2.05 0.03 1.60 

p-value 0.15 0.87 0.21 

df 1.00 1.00 1.00 

c2/df 2.05 0.03 1.60 

CFI 0.99 0.99 0.99 

TLI 0.95 0.98 0.98 

RMSEA 0.06 0.01 0.04 

P-close value 0.31 0.91 0.40 
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Table 4.10 

Slope Coefficients of Motives on Team Identification in Baseline Model of the Three Cities  

Motives 

Hanoi Da Nang Saigon 

Coefficient 

(b) 

p-

value 

Coefficient 

(b) 

p-

value 

Coefficient 

(b) 

p-

value 

Achievement (ACH)  -0.033 0.576  0.119 0.041  0.069 0.199 

Aesthetic (AES)  0.122 0.009  -0.067 0.180  0.110 0.032 

Community pride (COM)  0.232 *  0.327 *  0.413 * 

Cultural affiliation (CUL)  0.245 *  -0.010 0.865  0.028 0.611 

Drama (DRA)  0.072 0.056  -0.031 0.416  0.035 0.434 

Escape (ESC)  0.088 0.032  0.151 *  -0.005 0.903 

Family (FAM)  0.040 0.198  0.009 0.757  0.134 * 

Knowledge (KNO)  -0.027 0.541  0.211 *  0.157 * 

Physical attraction (PHA)  -0.086 *  -0.078 *  -0.127 0.002 

Physical skill (PSK)  0.142 0.003  -0.015 0.734  -0.008 0.876 

Socialisation (SOC)  0.000 9999  0.000 9999  0.000 9999 

Wholesome environment 

(WHO) 
 0.151 *  0.271 *  0.117 0.012 

Notes: * denotes p-value < 0.001 

 Multiple group path analysis. To estimate whether there were differences between 

the paths of motives on team identification across the three cities, a multi-group path analysis 

was employed in which group (city) membership was assigned as a moderator.  The 

hypothesis for the estimation of the moderating effect of city membership on the path 

between each motive and team identification was “the salience of motives on team 

identification changes dependent on a consumer’s home city”.  To test this hypothesis, first, 
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the baseline model in which samples of each city (group) were estimated simultaneously 

without any constraint for parameters (factor loading, intercepts, and errors) was tested (Hair 

et al., 2010; Steenkamp & Baumgartner, 1998).  To avoid testing a just-identified model as 

discussed previously, the researcher set Socialisation (SOC) to zero in all groups since the 

value of the slope coefficient was low across all groups.  

Results revealed that the baseline model fit the data well: RMSEA = 0.063, 90%CI = 

(0.000, 0.124); P-close = 0.283; CFI = 0.996; TLI = 0.950.  The chi-square was not 

significant (c2(3) = 7.202, p = 0.066) and the normed chi-square was acceptable (c2/df = 

2.401) (see Table 4.11).  Therefore, the configural invariance of the model was confirmed 

across the three cities. The confirmation of configural invariance of the model implied that 

respondents perceived the measurement similarly across the three cities. 

Table 4.11 

Comparison Fit Indices of Baseline Models with Group Variables Included 

Fit indices Hanoi Da Nang Saigon Group variables 

included 

c2  2.05 0.03 1.60 7.20 

p-value 0.15 0.87 0.21 0.07 

df 1.00 1.00 1.00 3.00 

c2/df 2.05 0.03 1.60 2.40 

CFI 0.99 0.99 0.99 0.99 

RMSEA 0.06 0.01 0.04 0.06 

 

 Second, a series of sequential multi-group models was estimated in which the path 

between each motive and team identification was constrained so as to be equal in all three 

groups (cities).  There were 12 models tested in which each path was constrained so as to be 
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equal across the three examined cities.  The first model constrained the relationship between 

all motives and team identification to be equal across cities.  This fully constrained model did 

not fit the data well (see Table 4.12), suggesting that there were differences in the path 

loadings for some motives in Hanoi, Da Nang, and Saigon.   

 Next, the researcher tested models in which each path between motive and team 

identification was constrained so as to be equal in all cities.  There were 12 models to be 

tested in total.  The model with Community Pride (COM) was tested first, since Community 

Pride (COM) was found to have a significant positive direct effect on Team Identification 

(TID) across the three cities’ earlier analyses (see previous section). 

 In the first tested model, the path between Community Pride (COM) and Team 

Identification (TID) was constrained so as to be equal in the three cities.  The researcher 

tested the hypothesis that the direct effect of community pride (COM) on team identification 

(TID) was invariant (the same) among sport consumers in the three cities.  This hypothesis 

was tested by constraining the direct effect of community pride (COM) on team identification 

(TID) to one for all three cities (RMSEA = 0.059, 90% CI = (0.004, 0.107); P-close = 0.314; 

CFI = 0.994; TLI = 0.957).  The chi-square was not significant (c2(5) = 11.123, c2/df = 2.225 

p = 0.049) indicating that the nested model showed configural invariance.  To establish 

whether the baseline and nested models were statistically equivalent, a chi-square difference 

test and a test for CFI change (Cheung & Rensvold, 2002) were conducted.  The result of the 

test was Dc2= 36.430, df = 8, p<0.001, indicating that the direct effect of Community Pride 

on Team Identification is not invariant across groups (cities).  In other words, population 

membership (i.e., cities) influenced the strength of the relationship between Community 

Pride and Team Identification.  The results here pose the question that while the path between 

Community Pride and Team Identification varied statistically across the three cities with 
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differences in social and cultural attributes, the reason for such a result occurring is still in 

question.  

To further examine if the estimated paths between motives and team identification 

(TID) were invariant across cities (groups), the researcher tested 11 constrained models – 

using the same statistical process described above – in which each motive was constrained so 

as to be equal across the three cities.  In the first test, all paths (Path – 1 to Path – 12 as 

displayed in Figure 4.2) were constrained to be the same across groups.  The fully 

constrained model did not fit the data well, indicating that one or more paths were non-

invariant; therefore, the relationship between the motives and team identification was non-

invariant across the three cities.  The researcher sought to identify which paths were invariant 

across groups.  There were eleven models tested in which each path was constrained in 

sequence.  Chi-square difference and CFI change tests were employed to test for invariance 

in these models.  If the chi-square value does not significantly increase or decrease when 

constraints are applied to the model invariance is proven (Hair et al., 2010).  As the chi-

square difference test over-rejects model invariance in certain cases, the researcher also 

analysed comparative model fit (CFI) as per the recommendations of Cheung and Rensvold 

(2002).  If the CFI value of the unconstrained and constrained models is within +/- 0.002, 

then the constrained model is accepted (Cheung & Rensvold, 2002).    

As displayed in Table 4.12, there were three models in which the model fit the data 

well when the path between each motive and team identification was constrained so as to be 

equal (i.e., community pride, escape, and physical attraction).  This means that the path 

between community pride, escape, and physical attraction motives respectively and team 

identification were invariant across the three examined cities.  The remaining paths did not 

satisfy the criteria for invariance, which indicated that response patterns for these paths were 

less stable (Lock et al., 2014).    
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Tests for metric invariance indicated that the factor loadings from community pride 

(COM), escape (ESC), and physical attraction (PHA) to team identification (TID) were 

invariant across groups.  Table 4.13 presents estimated coefficients of community pride, 

escape, and physical attraction on team identification in each city.   The results indicated that 

certain motives were more salient than others across the three cities.  Specifically, even 

though the three similar motives were salient in the three cities, the path to team 

identification was not invariant across cities.  The outcomes of Study 1 set up a basis for 

Study 2, through which the reasons for these variations can be explained in further detail.    
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Table 4.12 

Multiple Groups Invariance Path Analysis 

Model tested c2 df p RMSEA CFI Dc2 Ddf p DCFI 

Hanoi 2.047 1 0.153 0.056 0.996     

Da Nang 0.029 1 0.866 0.000 1.000     

Saigon 1.595 1 0.207 0.040 0.998     

Configural invariance 7.202 3 0.066 0.063 0.996     

Path coefficient invariance 

All paths constrained 404.756 35 0.000 0.174 0.637 165.979 32 0.000 -0.359 

COM constrained* 11.123 5 0.049 0.059 0.994 2.077 2 0.354 -0.002 

ACH constrained 13.427 5 0.020 0.070 0.992 3.265 2 0.195 -0.004 

AES constrained 20.010 5 0.001 0.093 0.990 5.022 2 0.081 -0.006 

CUL constrained 22.038 5 0.001 0.099 0.983 7.079 2 0.029 -0.013 

DRA constrained 14.949 5 0.011 0.076 0.990 3.618 2 0.164 -0.006 

ESC constrained* 10.970 5 0.052 0.059 0.994 2.593 2 0.273 -0.002 

FAM constrained 14.980 5 0.010 0.076 0.990 3.522 2 0.172 -0.006 
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KNO constrained 28.123 5 0.000 0.115 0.977 7.064 2 0.029 -0.019 

PHA constrained* 7.936 5 0.160 0.041 0.997 0.392 2 0.822 -0.001 

PSK constrained 21.615 5 0.001 0.098 0.984 7.564 2 0.023 -0.012 

SOC constrained 43.990 5 0.000 0.150 0.962 10.820 2 0.005 -0.034 

WHO constrained 15.339 5 0.009 0.077 0.990 2.871 2 0.238 -0.006 
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Table 4.13 

Path Coefficients of Motives on Team Identification 

Path Coefficient (b) 

Hanoi Da Nang Saigon 

Community pride à Team identification  0.276  0.339  0.410 

Escape à Team identification  0.074  0.073  0.083 

Physical attraction à Team identification  -0.142  -0.116  -0.141 

 

Summary of Study 1 

In summary, by undertaking the quantitative questionnaire site-surveys to 

explore the first research question, the results of Study 1 indicate that the motives 

influencing fans’ team identification in Vietnam varied across the three cities.  

Community Pride and Escape had the strongest impact on the team identification of 

sport consumers in Saigon in comparison to Hanoi and Da Nang, while Physical 

Attraction had the strongest negative impact on team identification of sport consumers 

in Da Nang compared to Hanoi and Saigon.  In Da Nang, the influence of Community 

Pride on Team Identification was stronger than in Hanoi.  Meanwhile, the impact of 

Escape on team identification in Da Nang was the lowest among the three cities.  

These results confirmed that some motives were more salient than others as predictors 

of team identification of sport consumers across the three cities. 

Study 2 complemented and explored the differences uncovered in Study 1.  In 

combination with Study 1 results, Study 2 was designed to offer a more 

comprehensive understanding of why certain motives are salient for fans in the three 

cities, and how these motives relate to the social and cultural contexts of each city.  

The qualitative semi-structured interviews were designed to explore the underlying 



CONTEXTUAL NATURE OF SPORT FAN MOTIVES 158 

motives for attendance and support (fanship) across the three cities, which were used 

as a proxy for team identification (due to challenges based upon the language 

difference).     

Study 2 – Qualitative Study 

Study 2 addressed Research Question 1 (RQ1: What are the motives that drive sport 

consumers in Hanoi, Da Nang, and Saigon to support their local football team?) by 

adding more nuance to the understanding of sport consumer motives in the research 

context.  Moreover, Study 2 further extended the understanding of the impact of 

context on sport consumer motives by addressing Research Question 2 (RQ2: How 

does the social and cultural context in which a sport team plays influence the salience 

of certain consumer motives?). 

Study 1 examined sport consumer motives in the three cities by using the 

extended existing scale, in which the common well-established motives were 

included. Meanwhile, Study 2 extended the understanding of sport consumer motives 

found in Study 1 by employed an inductive approach that investigated nuances of 

sport consumer motives.  The qualitative semi-structured interviews addressed three 

objectives: (1) Explore motives that relate to team identification through an 

examination of attitudes and behaviours toward the local team; (2) Investigate if (and 

if so, why) well-established motives are pervasive in the context of three Vietnamese 

cities; and (3) [potentially] Unearth new motives that have not been discussed in prior 

work.  The results of Study 2 are presented in three sections that reflect the main 

themes emerging across each city.  Underlying each section (i.e., main themes) are 

subthemes, which illustrate the differences as to why certain motives resonate for fans 

in each city.    
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To protect respondents’ privacy, participant names are redacted and quotations 

are presented using the first two characters (XX) to denote a respondent’s home city 

(i.e., Hanoi = HN, Da Nang = DN, and Saigon = SG).  The next two numbers (YY) 

represent the participant’s placement in the order of interviews in each city, for 

instance, HN01, DN12, or SG04.  The demographic profiles of respondents were 

presented in the previous chapter (see Table 3.6). 

Through an interpretative process of coding, three broad themes emerged from 

the data: City Representation, Team Personnel, and Playing Style.  These primary 

themes are commonly applied to a range of sport contexts.  Nonetheless, three sub-

themes emerged under each broad theme across the three cities to demonstrate the 

differences between the motives of sport consumers in each city for following the 

local team.  In the next section, the definition of each theme is provided, and the sub-

themes relating to each city are explained.  Table 4.14 displays the main themes found 

across all three cities as well as the sub-themes uncovered in each city.  

Table 4.14 

Themes and Sub-Themes that Emerged from the Data 

Main themes 
Sub-themes 

Hanoi Da Nang Saigon 

City Representation Local pride Local players Team Success 

Team Personnel Personal ties Head coach Star players 

Playing Style Fair play Team cohesion Attacking play 

City Representation.    

The first primary theme to emerge from the interviews was City 

Representation.  City Representation can be defined as the relationship consumers 

perceive between the local team, the city and its habitants.  This theme provides a 
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more in-depth understanding of the relationship between Community Pride and Team 

Identification across cities found in Study 1.  The findings of the City Representation 

theme (Study 2) and the Community Pride theme (Study 1) suggest that the pride of 

having the team to represent the city is a substantive motive driving sport consumers 

in Vietnam to follow the sporting team. 

The theme of city representation emerged in all three cities; but respondents in 

each city described City Representation in different ways.  The coding process 

revealed three distinct sub-themes within City Representation: Local Pride, Local 

Players, and Team Success in Hanoi, Da Nang, and Saigon, respectively.  The 

following sections unpack these sub-themes. 

Local Pride.     

For Hanoi respondents, having a team to represent the city created and 

maintained their pride in the city (local community).  In this context, Local Pride can 

be defined as individuals’ feeling a sense of belonging to the local group (the city), 

and identifying themselves as group members.  The Local Pride subtheme emerging 

in Hanoi provided support for the findings of the quantitative phase (Study 1) in 

which Community Pride (COM) was found to have a positive and significant 

relationship with Team Identification (TID).  Respondents from Hanoi described 

feeling some responsibility to support any object or entity belonging to the city.  

Therefore, the sense of pride in supporting the local team, which is viewed as an 

invaluable asset of the city, was an important part of living in Hanoi.  

When asked which motives drive respondents to support the Hanoi T&T team, 

Respondent HN08 replied, “I am living in Hanoi, I have to be interested in my Hanoi 

team… We are happy that our city has its own football team”.  This respondent 

emphasised his interest in the Hanoi team by using the verb have to.  The respondent 
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started by describing himself as a Hanoi resident, who through living in Hanoi felt an 

obligation to support and identify with the local team.  In this sense, Respondent 

HN08 explained how his motives to support Hanoi T&T stemmed from the 

interrelationship between club, city, and representation of place.  

Respondent HN02 also expressed an obligation to support Hanoi T&T.  This 

respondent said, “I am living in Hanoi now, hence it is hard for me to support another 

team rather than Hanoi T&T”.  Like the first respondent, Respondent HN02 initially 

restated the fact that he was a Hanoi resident (“living in Hanoi”), consequently he 

indicated his obligation to support the Hanoi team rather than the teams of other 

cities.  He also alluded to the obligation of those who reside in the city to support the 

Hanoi T&T team.  The reply from Respondent HN07 strengthened this point further.  

He said, “Obviously, we are Hanoi residents so we have to support the team here, 

there is no reason that I would support other teams, except Hanoi team”.    

There was also an affective component to the obligation participants 

described, “I love Hanoi so I have to love Hanoi team for sure” (Respondent HN14).  

The interviewee expressed and affirmed (by using “for sure”) his love of the city 

(Hanoi), and the Hanoi team.  By loving the city, or the local community, individuals 

felt a responsibility to consume objects that related to the city.  Respondent HN14 

concluded by displaying his emotional feeling toward the Hanoi team, “I am living in 

Hanoi, so I support its local team, i.e., Hanoi T&T.  I feel very proud of, and pride 

emotion toward Hanoi T&T”.  People in Hanoi are proud of their city because Hanoi 

has more than 1,000 years of civilisation (Hanoi Government, 2010a).  Moreover, 

Hanoi residents perceive their responsibility to support and preserve tangible and 

intangible cultural objects and values belonging to Hanoi (Hanoi Government, 
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2010a).  Therefore, the expression of Local Pride reflects the social and historic 

context of Hanoi.    

Local Players.    

In contrast to respondents from Hanoi – who exhibited their community pride 

in having a team through love (affective) and responsibility (cognitive) – respondents 

from Da Nang emphasised that their community pride (found in Study 1) related to 

having players who are from Da Nang in the local team.  It is noteworthy that only Da 

Nang respondents (i.e., not respondents in other two cities) mentioned of the pride in 

having local players in the home team. For Da Nang respondents, pride in local 

players can be defined as the excitement and the self-esteem fans derive from team 

players who were born and grew up in the city.  This aligned with Da Nang being the 

smallest city included in the study.    

Respondent DN05 said, “I am from Da Nang, and I watch Da Nang persons 

play.  They were born in Da Nang, live in Da Nang, so they must love playing for the 

Da Nang team”.  The respondent described Da Nang city as his hometown, which 

underpinned his interest in watching other Da Nang residents who play for SHB-Da 

Nang.  Moreover, he defined a belief that because local players were born in the city 

or grew up in the city, it followed that they shared his passion for the city.  This 

respondent further uncovered the reasons behind his interest in watching local players 

in the team by saying, “They [local players] play very responsibly, quick, like a Da 

Nang resident.  Da Nang people are quick and dynamic”.  The passage described the 

characteristics of players (e.g., responsible and quick), then connected these 

observations with the traits of Da Nang inhabitants.  DN05 implies that the local 

players in the team possess personalities of Da Nang inhabitants and, in turn, 

represent Da Nang inhabitants.  The respondent followed and identified with SHB-Da 
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Nang, since it provides him with an opportunity to watch the performance of local 

players who represent the characteristics of the city’s inhabitants. 

Respondent DN03 added his perception that the spirit of Da Nang local 

players reflected characteristics of Da Nang residents, “There are many players from 

Da Nang in SHB Da Nang team.  They play very cleverly with a very sound strategy, 

but not aggressively.  I really like Da Nang inhabitants, thus I like Da Nang team, 

too”.  It is worthwhile to note the use of the words cleverly, and not aggressively.  

These words described traits (i.e., clever, nice, and offence-less) DN03 felt were 

representative of Da Nang residents which are reflected through the performance of 

local players on the team.  Additionally, this respondent expressed his affective 

emotion towards Da Nang people (“I really like Da Nang inhabitants”) that led to his 

desire for and pride in local players on the Da Nang team. 

Respondent DN04 further demonstrated his interest in the specific local 

players representing the local team:  

Da Nang team urges me to spectate because of the local players, especially the 

young players play very enthusiastically, the way they play…The newest Da 

Nang youngster, Toan, has the enthusiasm, plays with his legs, head, and 

heart.  He plays so hard.  I like watching Toan play. 

Beside the interest in watching local players representing the local team, this 

respondent underscored the passion of local young players in the Da Nang team that 

“urge” him to identify with the team.  He emphasised the enthusiasm of the local 

player [Toan] on the team, by describing the player as playing “with his legs, head, 

and heart..  plays so hard”.  This respondent described his passion for watching local 

players who devote physical, mental, and emotional skills for the team.  He 
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demonstrated a belief in the development of Da Nang’s young generation as 

representatives of the Da Nang team.   

   Similar to Respondent DN04, Respondent DN06 listed the names of local 

players on the Da Nang team in whom he was interested, “Da Nang team possesses 

several local players who I have been interest, I can call them my idols.  I can list a 

few of them, like Vo Hoang Quang, Nguyen Sa, Phuoc Vinh, and Thanh Binh.  All of 

them are Da Nang’s residents”.  Further, knowing the local Da Nang players led to 

DN04 explaining how these players were his “idols”.  By naming the local players 

playing for SHB-DN, this respondent displayed his desire to watch Da-Nang-based 

players represent the team.    

Respondent DN09 underscored the characteristics of local Da Nang players 

that represent Da Nang residents by saying, “I am acquainted with several Da Nang 

players in the team.  I have seen that they frequently have been socialised with others.  

They are not showing to be stars; they are very ordinary [living friendly and closely 

with people]”.  He added, “The team has been owning many Da Nang players”.  This 

respondent recognised and appreciated the friendly behaviours of Da Nang players by 

describing the connection of these local players with fans in the city.  Moreover, 

although several players are famous since they have been called up to the Vietnamese 

national team, these Da Nang players did not act like celebrities.  

The responses reflect the pride of individuals in local players that play for the 

Da Nang team.  Respondents expressed their enthusiasm for watching local players 

representing the city.  Moreover, respondents were proud of these players, since they 

perceived a resonance between the traits of players and themselves as Da Nang 

inhabitants.  Da Nang respondents demonstrated that the connection with local 

players who possessed similar traits to them led them to follow and identify with the 
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team.  This subtheme emerged in Da Nang and differed from the subtheme of 

Community Pride in Hanoi.  Da Nang respondents described how local individuals 

that represent the team (players) tie them to the club and city, whereas Hanoi 

respondents described a more general relationship between the club and the city as the 

capital of Vietnam.  The responses from participants in Da Nang emphasised the 

connection between respondents and local players on the team with whom they share 

a group identity (i.e., Da Nang inhabitants). 

The pride of having local players appearing in the team can be understood in 

relation to the social and cultural context of Da Nang.  The city has grown at a rapid 

pace, transitioning from a small town in Central Vietnam to the economic and cultural 

centre of the region (Da Nang Government, 2017a).  In the last four years, Da Nang 

was ranked as the most liveable city of Vietnam.  Many inhabitants in Da Nang were 

born and grew up in the city (Da Nang Statistical Department, 2017).  Therefore, they 

are proud inhabitants, who have contributed to the city’s development and shaped its 

culture.    

Team Success.    

The analysis of Community Pride in Hanoi and Da Nang was developed 

further following interviews with participants in Saigon since Study 1 found that 

Community Pride was salient in Saigon as a factor leading to Team Identification 

with Becamex-BD FC.  Team Success emerged in Study 2 to further explain how 

sport consumers in Saigon expressed their pride in the city through supporting the 

team.  For them, team achievement and victories are important reasons for following 

and  being proud of the team that represents Saigon.  Through the narratives of Saigon 

respondents, Team Success can be defined as the importance of winning matches 

from week to week and winning the league at the end of every season.  The concept 
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of team success that drives the fans’ attraction to identifying with the team, aligns 

with Basking in Reflected Glory.  The data suggests that when the team wins, it makes 

fans happy. 

To express how team success acted as a motive driving consumers to identify 

with Becamex-BD, Respondent SG06 said, “When my favourite team [Becamex-BD] 

wins the championship then I will be very happy for them.  I will come to their 

season-end gala if I have time, definitely because it’s my favourite team”.  He added, 

“if my team win the decisive match, I’ll be very happy, I shout, jump in the stadium”.  

This respondent revealed his excitement at the achievements of Becamex-BD.  He 

repeated the term “my favourite team”, which displayed his pride in the team and its 

successes.  Furthermore, by listing the achievements of the team, he insisted team 

success led him to a jubilant state.  He explicitly described his behaviour when his 

team won an important match by using verbs, including to shout and to jump.  These 

verbs demonstrated his excitement and enjoyment when Becamex-BD won.    

The response from Respondent SG13 further demonstrated the expectation 

and pleasure of Saigon respondents when their local team won matches.  He said, “I 

go to the stadium because I prefer to seeing it [Becamex-BD] winning…I just feel 

happy when Becamex-BD wins”.  This respondent explained that team success is the 

reason he goes to watch Becamex-BD’s matches in the stadium.  The team 

achievement brings him joy.   

Respondent SG04 explained, “When my home team [Becamex-BD] win, we 

are very happy.  When they lose, we saddened”.  This respondent displayed his 

feelings toward the outcomes of Becamex-BD’s matches (i.e., when the team won he 

felt good, but when the team lost he felt bad).  Additionally, the use of the term “my 
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Becamex-BD” is noteworthy, since the respondent implied his stake in the team.  

Moreover, it reflects the identification of the respondent with the Saigon team. 

Respondent SG07 described the recent achievements of the team: “They are 

Chelsea of Vietnam, that’s a very strong team… Becamex-BD have played for 

championship these two years, they won national championship lately”.  Prior to 

listing the achievements of the team, this respondent stated the similarities between 

Becamex-BD and Chelsea FC that plays in the English Premier League.  He described 

Becamex-BD as the Chelsea of Vietnam, and asserted the strength of Becamex-BD.  

It is worthwhile to highlight the fact that Becamex-BD has employed high-level 

players in order to increase the chances of on-field success. 

Respondent SG14 emphasised his pride in the team’s past achievements, “I 

feel proud of because my team has 4 times won V-League champion title.  It also is 

the only team representing Vietnam participating in Asian Football Confederation 

(AFC) Cup”.  The pride of having a very successful team in Vietnamese competitions 

also brought  attention to the fact that Becamex-BD have usually represented Vietnam 

in international leagues (e.g., AFC Champion Cup).     

The response from SG11 added further understanding of Saigon city’s 

expectation of their team’s success in both the domestic competition and the Asian 

Champions Cup.  She said, “When the team represented the country to participate in 

international competitions like AFC Cups, it can go further into higher rounds.  

Representing the city and the whole country playing in the continent competitions is a 

pride”.  Beyond the team’s achievement in the domestic league, Becamex-BD has 

achieved several victories in Asian competitions.  These achievements led this 

respondent to follow the team. 
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The motive of participants in Saigon reflects more typical Western values for 

team consumption.  The emphasis on team achievement underscored the mindset of 

being sucessful, for Saigon residents.  Moreover, as an economic centre of the country 

with the highest population, and with many entrepreneurs living there, competition 

and success are what the Saigon inhabitants expect to see.  In this biggest, busiest, and 

most fast-paced city,  indirectly influenced byWestern culture, an emphasis is placed 

on emerging on top.  Therefore, for participants in Saigon, personal and team success 

were critical markers of status. 

Differences in subthemes across cities.    

The analysis of the City Representation theme revealed that the pride of 

having the team representing the city can be expressed in distinctive subthemes across 

the three cities.  Hanoi respondents exhibited their community pride in having a team 

through love (affective) and responsibility (cognitive).  Meanwhile, Da Nang 

respondents emphasised that their community pride in having the team related to 

having Da Nang-based players on the local team.  Saigon respondents valued 

community pride based upon on-field success.    

Team Personnel.  

The second primary theme to emerge was Team Personnel.  Team Personnel 

can be defined as the team players, and head coaches as driving forces behind sport 

consumers following and identifying with the local team.  The theme of Team 

Personnel emerged in all three cities; but respondents in each city described Team 

Personnel in different ways.  The coding process revealed three sub-themes within 

team personnel: Personal Ties, Head Coach, and Star Players in Hanoi, Da Nang, and 

Saigon respectively.     

Personal ties.  
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Distinct from the first sub-theme, Community Pride (under the broad theme 

City Representation), in which Hanoi respondents expressed their pride in having the 

team represent the city, the Personal Ties sub-theme describes personal connections 

or personal ties between respondents and players on the Hanoi team.  The respondents 

emphasised the fact that they actually know and have relationships with some players 

on the team, rather than like the players just because of their broad connection with 

the city.  

The personal ties between respondents and players in the team can be defined 

as close relationships, which can be with  friends, relatives, or family members.  

Respondents in Hanoi emphasised that the close personal ties with players on the 

Hanoi team were one of the main reasons for their team identification.  Respondent 

HN06 explained his personal tie with a friend who was playing on the Hanoi team, “I 

just come here to support my friends, Hanoi T&T’s players”.  This respondent 

explained how the appearance of his friends on the local team drove him to follow 

and identify with the team.  The use of just indicated that supporting friends was a key 

force driving him to follow the team. 

Similarly, Respondent HN12 was motivated to support Hanoi T&T because a 

friend of his brother was in the team.  He elaborated, “In Hanoi team, I have a brother 

who is very close friend of player Thanh Luong”.  Each respondent indicated that the 

close personal connection with a specific team player acted as a motive to support 

Hanoi T&T.  More broadly, Respondent HN05 insisted on his network with players 

on the Hanoi team, “I know many players in the team, they are all my friends”. 

Respondent HN03 highlighted that he started to know the local team and to 

identify with it, since his friend played for the team.  He stated, “I begun to follow the 

team since my friend a player in the team asked me to attend his matches.  I watched 
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several matches of him and started to like the matches, and followed the team”.  

These quotes underscored that, for Hanoi respondents, friends playing on the team 

had been a starting point to establishing individuals’ awareness of the team, then lead 

them to watch the team’s matches, and identify with the team.  

The neighbourhood in which fans lived was another factor that drove Hanoi 

respondents to identify with the Hanoi team.  Respondent HN10 said, “I particularly 

favour Thanh Luong.  He is my neighbour.  I have known him since he was playing 

the Under-21 competition”.  Once an individual mentioned someone as a neighbour, 

he implied that he and the neighbour have established personal ties.  This relationship 

has linked them together, then the connection drives the individual to attend the 

matches and to identify with the team in which his neighbour is playing.     

Hanoi respondents highlighted connection to the players of the local team by 

expressing their interest in watching players with whom they have a relationship.  

They mentioned the connection between themselves and players on the local team.  

The relationship between respondents and the players on the team that drives 

consumers to follow the team can be friendship, relatives, family members, or 

neighbourhood.  Collectivism, which is an ideology prominent in countries 

throughout Asia (Hui & Triandis, 1986; Triandis, 2001; Triandis et al., 1988), is 

salient in Hanoi.  In collectivistic culture, individuals identify themselves in term of 

their relationships with in-group, aspire to achieve their in-groups’ goals, conform to 

social norms, and react emotionally (Triandis, 1995). This salient ideology can 

explain the emergence of personal ties within the sport consumption process in the 

Hanoi context. 

Head Coach.  
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As distinct from Hanoi respondents, who were interested in personal ties with 

team players, Da Nang respondents highlighted the importance of the Head Coach, 

the second subtheme to emerge from interviews in Da Nang. The admiration felt for 

the head coach was considered as one of the motives driving Da Nang respondents to 

follow and to identify with SHB-Da Nang.  Admiration of the head coach can be 

defined as appreciation of the past achievement of the head coach, a former star 

footballer of the country; appreciation of his interpersonal communication with fans; 

his disciplined coaching style; and his perceived dedication to the success of the team.  

Moreover, the admiration for the head coach of the team was a reflection of his 

understanding of the Vietnamese football environment on and off the field.  This 

knowledge provided him with a strong background for employing strategies to 

manage the team.  Respondents also expressed their regard for the head coach by 

regularly seeking information about his professional and personal life via the media.    

When probed to explain why respondents admired the head coach of the team, 

Respondent DN10 replied, “We have an experienced coach, he understands 

Vietnam’s football very well.  Our team [SHB-Da Nang] won two championships 

during his playing time.  That is a firm foundation, and from which our team has been 

able to grow up”.  This respondent emphasised the experience of the head coach of 

the local team, especially his sound knowledge of Vietnamese football.  This 

respondent alluded to the rich experience of the head coach in assisting the team to 

achieve two championships and to the relationship of these successes to the growth of 

their team.  It is noteworthy that the head coach of SHB-DN is not from Da Nang, but 

he is still admired by fans. 

Respondent DN09 simplified the importance of the head-coach by describing 

him as a role model.  He said, “Generally speaking, I have much admiration to coach 
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Duc… The coach is like an idol to me”.  This respondent also detailed the reasons for 

his admiration by depicting several salient traits of the head coach, “He is very 

straightforward and serious man.  He has taught his players how to play excellently on 

field”.  Moreover, the respondent mentioned that he is a good coach as he has trained 

the team’s players.  Admiration for the head coach was also emphasised by the 

respondents in terms of his talent in playing football, and the unique way he motivates 

the team players.  Respondents DN03 described, 

The first thing is I like coach Duc.  Anyway, he was a talented football player 

of Vietnam.  The way he transfers energy to his players is different from other 

coaches.  I also read a lot of information on newspapers and the Internet, his 

sternness helps to create discipline for the players. 

This respondent appreciated the discipline that the head coach employed in team 

management, and he believed that this method had strengthened the team.  Moreover, 

he trusted that the management style of the head coach suited the team, which does 

not have many star players.  This respondent stated: 

The playing strategy and playing using of the head coach is fabulous.  The 

quality of the players in the team is not so high, and not standing out from 

players of other teams, however, he has applied an appropriate and good tactic 

to play.    

The response from Respondent DN07 reinforced the appreciation of the head coach’s 

strategy with the Da Nang team, “Le Huynh Duc [the head coach] has been leading 

the team in an excellent manner.  His strategy is very methodical”.  This quote 

indicates the training method applied by the current head coach is thought to be 

efficient.  The enthusiasm of the head coach during his tenure with the Da Nang team 
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was also acknowledged, as Respondent DN02 stated, “The coach has led the team for 

a few years only, but he is very enthusiastic toward the team”.    

 Alongside their appreciation of the method of training, coaching, team 

management, and passion of the head coach, Da Nang respondents respected the past 

achievements of the head coach as a former footballer in Vietnam.  Respondent DN04 

reviewed the past achievement of the current head coach, “He used to win the 

National Golden Ball for 4 times, no footballer in Vietnam has been achieved so until 

now”.    

Respondent DN11 recalled his past following the head coach, “I used to be a 

fan of Huynh Duc [the head coach], he was really good player.  Then, when he 

became the head coach of Da Nang team, I like him, and I follow the team”.  This 

respondent confirmed that the esteem in which he held the head coach was derived 

from his past feats as a player.  From being a fan of the head coach in the role of a 

player in the past, he now admired the head coach for his role in managing his city’s 

team.    

Star Players.    

With respect to team personnel, the subtheme to emerge from Saigon 

respondents underscored the role of star players on the team.  The respondents in 

Saigon explained how the appreance of star players or famous footballers on the team 

attracted them to follow and identify with the team.  Star players are defined as 

excellent footballers who possess talent, technical skills, play for the national team, 

and significantly contribute to team success.  Respondents revealed that they enjoyed 

following the Saigon team because they wanted to watch star players representing 

their team and be entertained by their performance.  



CONTEXTUAL NATURE OF SPORT FAN MOTIVES 174 

Having confirmed that having star footballers in the team was a motive for 

following the Saigon team, Respondent SG07 indicated, “There are many excellent 

players in Becamex-BD”.  By using the term many excellent players, he implied that 

the team possessed many top class footballers that attracted fans to follow and 

identify with the team.  Respondent SG04 provided further discussion of the concept 

of star players by saying, “They [the players] are famous”.  Respondent SG12 further 

referenced star players by stating, “I have been following Becamex-BD because the 

team are possessing several players selected in the national team… The team has a 

number of star players such as Cong Vinh, who I am interest”.   Similarly, 

Respondent SG11 expressed, “The most important reason that I have been following 

Becamex-BD is they have an excellent player like Cong Vinh, my favourite the 

player”.  Respondent SG01 provided a detailed explanation of the team’s star players 

and how excited he was to see these individuals play.  He explained,  

Becamex-BD has been invested more than any other teams in Vietnam, 

therefore, the team can buy superb players who possess good individual 

skills… These players have been selected in the national team, they can 

dribble, run, pass, and shoot excellently.  I am excited to watch them play. 

From this quote, the star players in Becamex-BD can be described as skillful and 

athletic players who can perform at a high level.  The performance and skills of star 

players drove respondents to identify with the team.  

Respondent SG05 described how star players appearing in Becamex-BD 

motivated him, stating, “they [Becamex-BD] buy some famous guys like Trong 

Hoang, Cong Vinh… so that makes me feel that’s ok, and encourages me to go to the 

stadium, and seek more information of the team”.  Moreover, as per the comment, the 

famous players or star players who were named, motivated respondents to attend 
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Becamex-BD’s matches.  Additionally, Respondent SG05 was excited enough to seek 

information on the team via the media, indicating his interest in the team, especially 

the star players on the team.    

The opportunity to watch star players perform on the field was the main 

motive driving individuals to follow the local team.  The notion that Saigonese 

respondents were motivated by star players for following the local team was 

highlighted by the importance of the famous players on the team.  Saigon is the 

biggest and busiest city in Vietnam with a variety of professional opportunities for 

residents.  A majority of the talent in the country has migrated to Saigon.  Therefore, 

Saigonese residents expect to see and work with the most talented people in the 

country.  Consequently, the motive of watching star players on the Saigon team 

reflects Western values that have been salient in Saigon since U.S. occupation.    

Differences in subthemes across cities. 

The analysis of narratives from respondents in Vietnam underscores the 

variation in Team Personnel across the three cities.  The subtheme Personal Ties to 

emerge in Hanoi shares similarities with the subtheme in Da Nang related to local 

players; however these two sub-themes are distinct.  The sub-theme of personal ties in 

Hanoi indicated a personal relationship between respondents and players, while the 

sub-theme of local players emerging in the Da Nang interviews demonstrated the 

pride of Da Nang respondents in having local players who were born and grew up in 

Da Nang on the team without a personal relationship or connection.    

Under the broad theme of Team Personnel, the importance of the head coach, 

who is not from Da Nang city, but working for the Da Nang team, indicated that Da 

Nang people can accept and admire individuals from other places who contribute to 

the development of Da Nang (the football team).  For them, the talents and 
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contributions of  team personnel are more substantive than personal ties (connections) 

between themselves and team players, as in Hanoi. 

The emergence of the Star Players sub-theme under Team Personnel in 

Saigon, highlights the notion that the fame and popularity of players are important 

factors for the Saigonese.  While the Hanoians were interested in Personal Ties with 

team members, their Da Nang counterparts were driven by the Head Coach of the 

team, who possesses management skills, good personality, and contributes to team 

development.  The distinctiveness of the three sub-themes emerging across the three 

cities can be explained from the social and cultural perspectives of each city, which 

are featured in the Discussion chapter.    

Playing Style.    

The third primary theme to emerge was Playing Style.  Playing style can be 

defined as how the team performs on the field during matches.  Playing style can be 

based around attack, fair play, teamwork, team cohesion, and eagerness to win.  By 

performing with a specific playing style on the field, teams can appeal to fans– 

especially if the style embodies facets of the local culture.  From the fans’ side, an 

established playing style drives them to follow their local team.   

The theme of Playing Style emerged in all three cities; but respondents in each 

city described playing style in different ways.  The coding process revealed three 

distinct sub-themes within Playing Style: Fair Play (Hanoi), Team Cohesion (Da 

Nang), and Attacking Play (Saigon).  The following sub-sections describe the 

operational definitions of these sub-themes and provide quotes to unpack each sub-

theme.     

Fair play.    
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For respondents in Hanoi, the subtheme underlying Playing Style was Fair 

Play.  Fair play is defined as playing within and respecting the rules.  Fair play also 

includes sporting behaviours, such as showing respect to opponents on and off the 

field, not committing deliberate fouls, and playing responsibly and devotedly for 

spectators and fans.  Fair play can be further described as players attempting to 

perform elegantly and nobly during the game.    

When asked to describe the playing style of Hanoi T&T, Respondent HN11 

elaborated, “I like that my Hanoi team and players must nicely play.  I’m not asking 

them to be champion, rather than fair play.  Fair-play means not often bad playing or 

committing fouls”.  This respondent expressed his expectation of the Hanoi team’s 

playing style.  He insisted that victory or achievement was secondary, while playing 

fairly was crucial and necessary.    

Building on expectations of fair play, Respondent HN03 confirmed Hanoi 

T&T had been delivering fair play.  He said, “Hanoi T&T plays in very fair play 

manner.  General speaking, the playing style of the team is very fair and elegant”.  

The Hanoi team’s elegant style of play was re-affirmed and described by Respondent 

HN14.  He mentioned, “Commonly, the team’s playing style is very elegant, that is 

neither bad tackling nor bad tricks”.  Through this comment, playing elegantly aligns 

closely with an approach that does not include bad fouls or gamesmanship.    

Hanoi respondents distinguished their team from other teams in the league, 

who were perceived to adopt a more unfair playing style.  Repondent HN06 

described, “I see that the strategy and playing style of Hanoi T&T is fair.  I have 

attended to matches of other teams, and I remark that the playing styles of other teams 

are unfair, that is a little violent”.  This respondent explicitly compared the playing 

style of Hanoi T&T with that of other teams.  He distinguished the unique playing 



CONTEXTUAL NATURE OF SPORT FAN MOTIVES 178 

style of Hanoi T&T from that of others.  This drove him to identify with the Hanoi 

team. 

Beyond the description of Hanoi T&T’s fair play, Hanoi respondents 

explained the team’s performance.  Respondent HN05 explained:   

The nice playing game means that players have no negative action in the 

match.  They are playing for the team and not for money or something else.  

Their only objective is the team development… Generally, Hanoi T&T plays 

very amiably and responds to the request of supporters. 

This respondent implied that the team played for wholesome reasons, rather than 

concentrating on financial benefits.  Additionally, Hanoi T&T team-members realised 

that they were playing to meet the expectations of the Hanoi fans.  Respondent HN09 

concluded, and advanced an explanation of the Hanoi team’s fair play style, 

“Commonly, we have to consider this point as a whole because Hanoi team is fairplay 

everywhere both on home and away grounds.  I respect players playing heartifully, 

but not so aggressive that easily leading to discord”.    

The notion that respondents in Hanoi acknowledged fair play as one of the key 

motives influencing their team identification, reflects the reputation of the Hanoians 

in Vietnam.  As such, they are recognised as the most elegant people in Vietnam.  

Their elegant and noble traits have become symbols to describe Hanoi (Hanoi 

Government, 2010d) .    

Team Cohesion.    

Distinct from Hanoi respondents who were interested in a fair playing style, 

Da Nang respondents appreciated and were motivated by the team cohesion of the Da 

Nang team.  Team cohesion can be defined as the solidarity among a team’s players 

during a performance.  Moreover, team cohesion is determined by the degree to which 
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each team player wants to contribute to the team.  By demonstrating a cohesive style, 

the team embodies an approach that reflects collectivism in favour of individualism.     

Most Da Nang respondents praised team cohesion during matches.  

Respondents were less interested in star players, but emphasised the role of a cohesive 

playing style instead.   When asked what factors attracted respondents to follow SHB 

Da Nang, Respondent DN02 responded,  

When playing on field, they cooperate well with each other….  their style… 

one more thing is they are very devoted, for their fans, their home fans… 

playing devotedly, giving the best of themselves in every match.  Their 

style…more about teamwork.  Like… they discuss among the team.   

The comment emphasised the devotion of team players toward the success of the team 

collective, which involves watching players expend individual effort for the good of 

the team.  The respondent also underscored how the players communicated to produce 

effective performances.  Respondent DN07 added in detail,  

The Da Nang team football style is nice and dedication…A nice football style 

is the sharp passing ball, good cooperation…Comparing with other teams, the 

Da Nang team plays very well and cooperative.  The players are also very 

well.  They play with all they can and play to the most extend that they can for 

their hometown’s spirit. 

This respondent described the concept of cohesion by connecting it to his hometown.  

He indicated that players on the team played not only for the team, but also for the 

community and the city.  Moreover, the respondent implied the players of the Da 

Nang team possess the traits of Da Nang inhabitants by revealing “their hometown’s 

spirit”. 
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  Respondent DN12 emphasised how the team players performed in a cohesive 

style by stating, “I like the team since they are playing a passing style based upon the 

teamwork between players”.  The comment insisted that the passing style was the 

main playing tactic of the Da Nang team, and in order to perform this playing style, 

teamwork and team cohesion among players was important.  These attributes drove 

respondents to the Da Nang team, and led to team identification.    

The importance of team cohesion was noted in that the Da Nang team does not 

possess star players. Respondent DN01 described, “Though the team does not possess 

many good players, the current players perform very well in teamwork.  The team has 

been put forward to the individuals”.  This statement reflects an emphasis on the 

collective performance of the team as more important than individualism for the Da 

Nang football team. 

 The notion that Da Nang respondents appreciated a cohesive playing style 

underscored the collective mindset of Da Nang residents.  As mentioned previously, 

Da Nang is a newly developed city, and a small city with a low population level.  

Inhabitants have exhibited solidarity and cohesion in building their city together 

following the American War.  The city has insufficient resources to attract talent like 

Saigon or even Hanoi; therefore solidarity is an important value that Da Nang 

inhabitants appreciate.  Because the team resides in Da Nang, in a small city, it does 

not have enough financial resources to purchase superstars like the Saigon team.  

Therefore, team solidarity is important for the success of the Da Nang team. 

Attacking Play.    

Saigonese respondents emphasised their interest in the attacking play style of 

Becamex-BD. This contrasted with respondents in Hanoi, and Da Nang who were 

motivated by fair play and team cohesion, respectively.  This sub-theme falls under 
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the primary theme of playing style and reflects how Saigon respondents value 

domination and are eager to obtain victories in any competition. This aligns closely 

with Saigonese fans’ expressing the importance of their team winning as a 

demonstration of Saigon’s superiority.  Attacking play is defined as an offensive 

playing style through which the team attempts to dominate opponents in matches to 

control the matches and to achieve either a good final result or to score as many goals 

as possible.    

Respondents in Saigon highlighted the importance of the local team’s 

attacking play as a reason for following and identifying with the Saigon team.  They 

expressed the excitement and enjoyment they derived from the team’s aggressive 

attacking style.  According to the respondents, the attacking playing style reflects the  

characteristics of a powerful and successful team.  Additionally, Saigon respondents 

believed that the attacking play style was a factor driving them to support and to 

attend Becamex-BD matches on-ground. 

When asked to detail the Becamex-BD’s playing style, Respondent SG13 

replied, “As a strong team, it is evident that its playing style is an attacking one….  

This is a kind of playing style that many teams in Vietnam can’t imitate, perhaps due 

to their weaker players’ abilities”.  Besides describing interest in the attacking nature 

of the team, respondents alluded to the differences between the playing style of the 

Saigon team and that of others by explaining that the attacking approach cannot be 

employed by other teams.  The reason for this relates to Becamex-BD’s possession of 

a number of quality of players that are superior to players in other teams in the league.  

Respondent SG09 explained, “it has an attacking playing.  Its strength comes from the 

uniformity in players’ capability”.  This respondent emphasised that the attacking 

playing style of Becamex-BD drove him to support the team.  This respondent, along 
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with other respondents in Saigon, emphasised how the role of high quality players in 

the team allows the team to employ an attacking style of play, while he also 

mentioned that  “uniformity in players capability” most likely contributed to the 

attacking playing style .    

Respondent SG08 further detailed, “The playing style of the team is based 

both on strength and intelligence.  Players are obeying the directives of the coach 

naturally with good strategy…Maybe these are the reasons why the team is so strong 

and won championships”.  This respondent linked the attacking play, quality of 

players, and the achievement of the team.  Moreover, he highlighted the idea that 

high-level players understood how to perform during matches in order to obtain the 

best results.  Respondent SG01 elaborated, “The unique point in the team’s playing 

style is attacking play, concentrating on offensive.  The team has performed 

diversified solutions to score and win matches”.  Respondent SG10 concluded,  

I particularly like the attacking play of the team.  It’s so beautiful.  I enjoyed 

watching the passing, running with the ball, the accuracy on long pass, and so 

on.  This attacking tactic of the team is so different and unique compared to 

other teams. 

Through this statement, the respondent indicated the beautiful play by performing an 

attacking style of the team drove him to support the team. The skill of players in the 

team also appealed him to follow Becamex-BD. Similar to other respondents, 

Respondent SG10 emphasised that the attacking play of Becamex-BD cannot be seen 

in other teams’ playing styles.  It creates a unique team trait , which attracts Saigon 

fans to follow and to identify with the team. 

The fact that Saigon respondents emphasised the attacking playing style as a 

motivator that drives them to follow the local team aligns with the mindset of 
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domination and winning among Saigon residents.  Among the comments, the words  

attacking playing, strength, intelligence, and good strategy appeared repeatedly.  This 

underscored Saigonese acceptance and expectation of winning games through 

attacking and dominating opponents.  Furthermore, participants in Saigon distinguised 

their team from others by saying that the attacking play style cannot be imitated by 

other teams due to the depth of the local team, that is, their possession of a number of 

star players (Respondent SG10).  

Saigon is influenced by Western culture; therefore, the impact of capitalism is 

obvious in the mindset of Saigon inhabitants.  Moreover, as the busiest city in 

Vietnam, and having a competitive nature, Saigon is expressive of the fact that 

dominating and aggressive actions are important for those who want to survive and 

develop.  In the context of football, Becamex-BD possesses a number of star players, 

especially attackers, which facilitates the execution of an attacking playing style.  

They have an attacking mindset when playing the match.  The philosophy of the team 

is to score more than the opponent in every single match. 

Differences in subthemes across cities. 

The analysis of three distinct sub-themes under the broader theme of Playing 

Style underscores the variations in how consumers relate to the playing style of teams.  

In Hanoi, sport consumers focused on fair play and sportmanship.  Meanwhile, in Da 

Nang, the emergence of Team Cohesion indicated that the solidarity among team 

members is important.  In contrast to Hanoi and Da Nang, sport consumers in Saigon 

emphasised attacking play as their preferred playing style.  This reflects their 

appreciation of dominance, eagerness, and strong ambition in any competition. 
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Summary 

This chapter reported the quantitative and qualitative results of the thesis.  

Study 1 employed well-established scales to measure sport fans’ motives in following 

teams in three Vietnamese cities.  The original scale was a multiple-item 

measurement.  The measurement was tested for internal consistency, discriminant, 

and convergent validities.  The validation process showed that a single-item measure 

approach would be employed due to the high correlation between items used in the 

multi-item measurement.  The results of Study 1 indicated there was a direct effect 

from motives of community pride, escape, and physical attraction on team 

identification across each city.  The effect of these motives on team identification 

varied across the three cities.  As such, the effect of community pride on team 

identification was highest in Saigon.  Also, the effect of the escape motive on team 

identification was  highest in Saigon.  Meanwhile, the physical attraction motive had a 

negative direct effect on team identification in all three cities.  Study 1 found 

differences in motives driving to team identification across the three cities.  Study 2 

employed qualitative semi-structured interviews to further explore the differences in 

motives for following the local teams across the three cities.  Study 2 further aimed to 

identify new motives in the Vietnamese context.    

The results of Study 2 uncovered three main motives (City Representation, 

Team Personnel, and Playing Style) for following the home team in Vietnam.  Under 

each of these main motives, a process of interpretive coding revealed different 

motives across the three cities.  Under the motive of City Representation, there were 

three motives to emerge, including Local Pride (Hanoi), Local Players (Da Nang), and 

Team Success (Saigon).  Meanwhile, under the motive of Team Personnel, three 

motives were found across the three cities: Personal Ties (Hanoi), Head Coach (Da 
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Nang), and Star Players (Saigon).  Lastly, under the motive of Playing Style, the 

motives of Fair Play (Hanoi), Team Cohesion (Da Nang), and Attacking Play 

(Saigon) were discovered across these contexts.  The outcomes of Study 2 emphasised 

that differences in social and cultural contexts resulted in variation of motives for 

following a local team.    

The findings of Study 2 complemented the outcomes of Study 1 in two ways: (1) 

They confirmed the contextual nature of motives across the three cities; and (2) 

identified new motives that are unique to each social and cultural context.  Taken 

together, the two studies provide an understanding of sport fan motives for following 

local teams in Vietnam, and of the differences between sport fans’ motives across the 

cities.  With the results of each study revealed within this chapter, the next chapter 

discusses and interprets these results.  
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CHAPTER 5 - DISCUSSION & CONCLUSION 

This chapter discusses the findings in relation to the existing literature on sport 

consumer motives to articulate the theoretical and practical contributions of this thesis.  This 

chapter consists of five parts.  First, the findings are discussed to detail the theoretical 

contributions.  Second, the managerial implications of this study of fan motives are 

described.  Third, the limitations of the present research are outlined.  Fourth, the future 

research directions warranted by the findings of this study are highlighted.  Finally, an 

overview of the present research provides final conclusions. 

Theoretical Contributions 

By addressing the two research questions (RQ1: What are the motives that drive sport 

consumers in Hanoi, Da Nang, and Saigon to support their local football team? and RQ2: 

How does the social and cultural context in which a sport team plays influence the salience of 

certain consumer motives?), in its findings, the current thesis provides empirical support for 

the contention that sport fan motives and behaviour vary across contexts (Jones, 1997a, 

1997b).  In addition, the current thesis supports the existing research on sport consumer 

motives that suggests contextual factors such as culture and social settings should be central 

to understanding why people consume sport (Armstrong, 2002; Bilyeu & Wann, 2002; Han et 

al., 2016).  By exploring the variation in motivational patterns of sport consumers in three 

cities, the current thesis extends existing sport consumer research.  The findings offer an 

additional perspective for researchers into sport consumer behaviour and consumer culture 

that considers the sport consumption process as a social, psychological and cultural 

phenomenon.  By providing new explanations of the social and cultural basis of consumer 

motives, the current thesis advances two key theoretical contributions when it: (1) blends 

sport consumer motives literature with consumer culture theory to explain why some motives 

are more salient than others in certain contexts, and (2), demonstrates that generic motives 
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can be interpreted and understood in different ways depending on the context in which a 

consumer consumes.  The following sections present each theoretical contribution in detail. 

The contextual nature of sport consumer motives. 

The relationships between each motive and team identification varied significantly 

across the three cities sampled in Study 1, which provided initial support for the idea that 

social context influences the salience of certain motives.  Moreover, the primary themes and 

sub-themes that emerged in Study 2 support the contention of the current thesis that the social 

and cultural context in which a team plays influences the sport consumer motives that are 

salient guides for action. 

Previous studies have found differences in sport consumer motives across countries 

(Han et al., 2016; S. Kim et al., 2009; Won & Kitamura, 2007), ethnicities (Armstrong, 2002, 

2008; Bilyeu & Wann, 2002; Wann, Bilyeu, et al., 1999), and genders (Wann, 1995; Wann, 

Schrader, et al., 1999).  Building on this work, the results of the current thesis confirm the 

existing knowledge that sport consumer motives are contextual.  By employing CCT as an 

extension to existing theories of sport consumer motives, the current research addressed a 

weakness in existing understanding of the contextual nature of sport consumer motives: a 

lack of theoretical explanation to detail why certain motives were more salient for specific 

groups or categories in society.  The following sub-sections discuss the contextual nature of 

motives and, more particularly, the more nuanced explanations of the motives that emerged 

in the three cities.  This is achieved by incorporating the literature on sport motives and the 

findings of the current research into two of the main research programs in CCT: consumer 

identity projects, and the socio-historic patterning of consumption (Arnould & Thompson, 

2005, 2007, 2015).    

City Representation and Community Pride. The results of the qualitative semi-

structured interviews (Study 2) indicated that sport consumers in Vietnam followed a local 
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team because it represented their home city and the city’s inhabitants more broadly.  The City 

Representation theme is consistent with the finding of Study 1 which found variation in the 

paths between Community Pride and Team Identification across the three cities.  The 

findings of both studies suggest that Community or City Pride is an important motive that 

drives sport consumers in Vietnam to support a team.  Both findings support the contention 

that sport events and sport teams are forums for the expression of community pride 

(Mizruchi, 1985; B. Schwartz & Barsky, 1977).  On the other hand, the findings of both 

studies also support the contention that Community Pride can lead to team identification and 

attendance (Branscombe & Wann, 1991; Funk et al., 2001; Funk et al., 2002; S. Kim et al., 

2009; Mahony et al., 2002; Rooney, 1975). 

Furthermore, the relationship between Community Pride and Team Identification 

found in both studies aligns with the notion that Asian, African, and Central/South American 

cultures display a greater tendency towards motives linked with collectivism, such as: 

Community Pride, Family Bonding, Group Affiliation, and Team Attachment (Han et al., 

2016; Kaplan & Langdon, 2012).  Community Pride was an important determinant of team 

identification as well as of the consumption behaviour of Asian sport consumers (Han et al., 

2016; S. Kim et al., 2009).  Prior research asserted this argument by undertaking comparative 

studies between Western and Asian sport consumers (Han et al., 2016; Kaplan & Langdon, 

2012; S. Kim et al., 2009).  The salience of Community Pride in both studies of the current 

thesis confirmed that this motive is important for Asian sport consumers when consuming 

sport. 

Theoretically, the significant path between Community Pride and Team Identification 

from Study 1, as well as the City Representation theme derived from the interviews, can be 

explained using Social Identity Theory.  Tajfel and Turner (1979) posited that individuals 

derive a sense of self from the groups to which they belong.  Then, they derive emotional 
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significance and value from their group membership as it reflects positively on their self-

concept (Hogg, 2006; Tajfel, 1982; Tajfel & Turner, 1979).  Participants in the current 

research derived a sense of self from the communities and cities in which they lived.  Being 

residents of a city provided a source of pride for individuals.  

In addition to verifying existing knowledge concerning the relationship between 

Community Pride and team identification/support, findings of the current thesis underscore 

that Community Pride does not manifest in one homogeneous way, but, rather, varies 

depending on social and cultural attributes.  While the path analysis in Study 1 showed that 

Community Pride is a force that drives sport consumers to support the local team in different 

ways across the three cities, participant narratives in Study 2 provided additional detail about 

how Community Pride acted as a motive through three sub-themes: Local Pride (Hanoi), 

Local Players (Da Nang), and Team Success (Saigon).  Researchers in CCT contend that 

local consumers construct their identities through the consumption of local products and 

services (Kjeldgaard & Askegaard, 2006).  From the perspective of consumer identity 

projects in CCT, the findings of Study 2 provide an understanding of how sport consumers in 

Vietnam establish and maintain their identity through sport consumption of the local brand 

(team). From the perspective of socio-historic patterning of consumption research program in 

CCT, the findings of both Study 1 and Study 2 indicated that social structures, cultural values 

and history of each city can influence the consumption pattern of sport consumers in 

Vietnam. The following sub-sections compare the distinctive motives that emerged across the 

three cities. 

Local Pride. The salience of Community Pride in Study 1 aligns with a plethora of 

previous research showing it leads sport consumers to support their local team (e.g., Jones, 

2000; Kolbe & James, 2000).  However, the Local Pride sub-theme detailed the meaning of 

Community Pride for sport consumers in Hanoi.  For Hanoi respondents, Local Pride was an 
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important motive underpinning understandings of why fans followed the local team and 

deemed it to be a representation of the city.  This finding supports previous research that 

illustrates how sport teams can provide a sense of belonging that fosters an in-group identity 

(Branscombe & Wann, 1994; Gau & Kim, 2011; Lock et al., 2012; Melnick & Wann, 2011; 

Theodorakis & Wann, 2010; Wann & Branscombe, 1990).  Previous research demonstrates 

the importance of the connection between the team and the local community that leads sport 

fans of the city to become attached to the local team (Jones, 2000; Kolbe & James, 2000).  In 

the current thesis, the role of Local Pride, as previously discussed, was salient only in Hanoi. 

Respondents in Hanoi exhibited collectivist tendencies, which were expressed in the form of 

identity projects satisfied through following the team because they were a part of the 

community.  In this sense, participants in Hanoi showed their pride by connecting themselves 

with the whole local community rather than focusing on specific individuals in the team.  

Contrastingly, respondents in Da Nang emphasised the role of Head Coach (individual), 

while respondents in Saigon were interested in Star Players (individuals) as the driving force 

that lead them to support the local team. 

From the perspective of consumer identity projects, the current research found that 

Hanoi sport consumers expressed their identities and constructed their identification with the 

local team (local brand) starting with their affection for their city, then the affection generated 

the responsibility to support the city’s brands.  Finally, the responsibility was displayed by 

supporting the local team (or local brand).  By detailing the Hanoi respondents’ identification 

process with the local team in Hanoi, the current research found that the consumption process 

for the local products	may be initiated from the responsibility with the city or the community 

where individuals are residing.  In turn, the consumption of local brands can reflect 

consumers’ identification with the city.  The pathway of identity construction in Hanoi 

provides an additional understanding of how consumers construct their identities through 
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consumption.  Existing research in consumer identity projects explains how environmental 

factors influence the establishment of consumers’ identity through the consumption process 

(Holt, 2002).    

In addition, participants’ explanations of Local Pride also related to the socio-historic 

patterning of consumption.  Previous research that has explored the socio-historic patterning 

of consumption has indicated that the social class of consumers should be accounted for 

when examining the consumption process (Allen, 2002; Holt, 1997).  As mentioned in the 

brief account of Hanoi’s history, the city has been the country’s capital for many years 

(Logan, 1996, 2005, 2009), and possesses a number of cultural symbols that represent the 

country’s culture (Logan, 2009), which the Hanoians have been proud of.  The Hanoians 

respondents identified themselves and their city as the cultural centre of Vietnam (Hanoi 

Government, 2010d).  The attributes of their city help establish pride in the local community 

for Hanoians, and lead to the emergence of Local Pride in Hanoi.  

Local Players. The result of the path analysis in Study 1 indicated that Community 

Pride was an important motive that explains the reason Da Nang sport consumers support and 

identify with their local team.  Moreover, the results of Study 2 provided a clearer definition 

of why consumers in Da Nang felt a sense of Community Pride.  Respondents from Da Nang 

outlined the role of Local Players as one of the main reasons that they follow and believe that 

the Da Nang team represents the city where they are residing.  Similar to Hanoi consumers 

who expressed their Community Pride in collectivism, (i.e., focusing on aggregation rather 

than the individual), Da Nang consumers specified that individuals who are based in the city 

have driven them to connect with the local team. It is another theme to manifest the 

collectivistic culture. As such, individuals likely engage themselves with groups in which 

group’s members possess similar characteristics with them, for instance an alike birth place, 

social norms, likes and dislikes, and so on (Triandis, 1995). Therefore, even being influenced 
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by collectivistic culture, sport consumers in Hanoi and Da Nang demonstrated their 

community pride in distinguishable manners (local pride for Hanoi, and local players for Da 

Nang). 

Previous research has demonstrated that local players that share cultural 

characteristics or values with consumers can influence team identification and support 

(Armstrong, 2002; Bilyeu & Wann, 2002).  Furthermore, research on team identification 

reveals that individuals tend to support in-group members to display their group identity 

(Branscombe & Wann, 1994; Gau & Kim, 2011; Luellen & Wann, 2010; Theodorakis & 

Wann, 2010).  Local Players and sport consumers in this context are inhabitants of the city 

(Da Nang).  Therefore, they are in the same group (city), and share a community identity.  

Consumers support and follow local players since they are members of the same identity 

group as the team’s players (i.e., city’s inhabitants). 

The importance of Local Players unearthed in the current thesis extends existing 

conceptualisations of sport motives pertaining to players on the team.  Established scales 

conceptualise the motives related to players around skill, physical attraction, loyalty and 

contribution, and fame (Funk et al., 2001; Funk et al., 2002; Funk et al., 2003; Neale & Funk, 

2006; Trail & James, 2001; Wann, 1995).  The findings of the current research add to these 

conceptualisations. For instance, Neale and Funk (2006) found that sport consumers were 

only motivated when players were deemed to be loyal and contributing members of the team.  

The current research added that local players (i.e., players who have grown up and live in a 

team’s home city) can be an important factor that leads to consumption.  Local Players can be 

considered as a point where sport consumers can express their localism, which leads to their 

support of the local team.  The finding about Local Players in Da Nang indicates that, as in 

North American countries (Neale & Funk,2006), local players are also a motive that drives 

individuals to sport consumption in an Asian country. 
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Beside the contribution of finding the attribute of Local Players in the domain of 

sport-consumer-related research, the emergence of Local Players in Da Nang can be 

explained in relation to both consumer identity projects and socio-historic patterning of 

consumption.  From the perspective of consumer identity projects, consumers in Da Nang 

constructed their identity with the city and with the team through players that embodied the 

community.  They relied on Local Players who were born and have grown up in the city to 

display the positive characteristics of the city and its people.  Da Nang sport consumers 

described a lesser focus on the whole community as compared to Hanoi fans, but instead 

showed more focus on individuals (Local Players) who belong to the community as 

representatives of a collective entity (i.e., the city). 

Previous research on consumer identity projects has argued that consumers construct 

their narrative identity through the consumption of local products (Belk, 1988; Holt, 2002).  

Moreover, the social and cultural context in which a person lives provides expansive and 

heterogeneous resources from which a person can construct his or her identity (Schau & 

Gilly, 2003; Thompson & Hirschman, 1995).  Sport consumers have been shown to identify 

with, or disidentify from teams that develop (do not develop) local individuals.  Moreover, 

Lock, Filo, Kunkel, and Skinner (2015) found that consumers expected a local team to 

develop local players as a way of giving back to its community.  Meanwhile, sport consumers 

are proud of community members (Local Players) who share an identity, for example, they 

live in the same city. 

From the socio-historical perspective, Local Players found in Da Nang could be 

explained by the fact that the city gets less internal migrants than Hanoi and Saigon. Recent 

research indicated that the migrant population represents more than 10% of total population 

in Saigon and Hanoi, meanwhile this ratio in Da Nang is less than 1% (Kim Anh, Hoang Vu, 

Bonfoh, & Schelling, 2012). The finding of Local Players in Da Nang that has low internal 
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migrants supports the contention of the socio-historic patterning of consumption research 

program in CCT, which indicated the systematically influence of social structures on 

consumption process (Arnould, 2006; Holt, 1997).  

Team Success. For Saigon respondents, Community Pride manifested in the form of 

Team Success.  They enjoyed, and appreciated witnessing the successes of the local team 

(Becamex-BD FC).  It is worth noting that Team Success in Saigon  shares similarities with 

prior research on American and Western sport consumers, which contends that team 

achievement (vicarious achievement) or team success can lead to team identification 

(Branscombe & Wann, 1991; Fink et al., 2002; Funk et al., 2001; Funk et al., 2002; Kwon, 

Trail, & Lee, 2008; Neale & Funk, 2006; Robinson & Trail, 2005; Trail, Robinson, Dick, & 

Gillentine, 2003; Wann et al., 1996; Zillmann et al., 1989).  This finding in the Vietnamese 

context provides an important contribution.  It also aligns with the BIRGing (Bask in the 

Reflected Glory) effect in prior research (Cialdini et al., 1976; Fink et al., 2002; Mahony, 

Madrigal, & Howard, 2000).  As such, Saigonese consumers supported the local team 

because of the team’s on-field achievements.  This follows extant work that demonstrates that 

individuals tend to connect with successful groups that align with their self-concept to bolster 

their self-esteem (Hogg & Abrams, 1988). 

Team Success was not mentioned by consumers in Da Nang or Hanoi; however, both 

of these cities are typically more collectivist than Saigon.  The US occupation of Saigon 

imbued it with a Western capitalist model which values individualism and success to a 

greater extent than other parts of Vietnam.  As an illustration of the main hypothesis of the 

current thesis, this support for existing research in Saigon highlights a fundamental difference 

from the other two cities sampled.  With respect to an individualist culture that influences the 

Saigonese, achievement (success) serves as a value that makes a person feel good and distinct 

(Rokeach, 1973; S. Schwartz, 1990).  Individuals pursue this value by expressing a sense of 
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accomplishment, success, ambition, and capability (S. Schwartz, 1990).  The findings 

indicate that the city, with its distinctive sub-culture and local context, can shape sport 

consumer motives differently from other cities or regions. 

Additionally, the finding of Team Success in Saigon fits with consumer identity 

projects.  In this research domain, researchers asserted that the environment where 

individuals reside and where the consumption occurs can consist of values, beliefs, and 

norms together with other cultural meanings such as myths, symbolic resources, and rituals 

(Belk, 1988; Hill, 1991; Holt, 2002; McCracken, 1986).  Successful individuals are those 

whom Saigon inhabitants appreciate and desire to identify with.  Additionally, Holt (2002) 

contended that a brand can contribute directly to consumer identity projects as the brand 

provides original and relevant cultural materials.  The brand (the local team) acts as a cultural 

resource.  In the current research, Team Success, which reflects the cultural value (success) 

of Saigon residents (not of Hanoi or Da Nang residents) is an attribute of Becamex-BD (the 

brand).  Therefore, the finding of Team Success in Saigon supports the contention that 

culture shapes the process of identity construction through consumption. 

From a socio-historic standpoint, both the French and Americans had a significant 

impact on the Saigonese, particularly the Americans who arrived in Saigon during the period 

of the American War to support the former Saigon government.  This city is the most 

westernised among the three cities, thus Team Success encompasses the materialism, 

achievement, and success that is more typically associated with individualistic cultures (S. 

Schwartz, 1990; Triandis et al., 1988); whereas, Local Players (Da Nang) are close to typical 

collectivist Asian values, traditional values, and localism.  It is noteworthy that Community 

Pride emerged in Hanoi was also found in number of previous research conducted across 

Western countries (e.g., Funk et al., 2001; Funk et al., 2002), indicating that Community 

Pride is a common motive across sport context no matter what collectivistic or individualistic 
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culture sport consumers inhabit. The emergence of Community Pride in both collectivistic 

and individualistic cultures can be supported by the contention of Triandis (1995), in which 

Triandis admitted the co-existence of the two cultures (i.e., individualistic and collectivistic) 

in varying shades in certain cultures. However, previous studies barely found pride in having 

a team representing the city (Community Pride) is a factor that can lead to sport consumption 

(of the local team) (Branscombe & Wann, 1991; Funk et al., 2001; Funk et al., 2002; Han et 

al., 2016; S. Kim et al., 2009; Mahony et al., 2002; Rooney, 1975).  Meanwhile, underpinned 

by a socio-historic perspective, the current research further explored in detail factors 

underlying Community Pride across different contexts (community/local pride, local players, 

and team success) that can lead to team support or sport consumption. These factors depend 

on  the social and cultural settings of where the consumption occurs.    

Team Personnel. The motives related to Team Personnel found in Study 2 

complement the motives from Study 1.  Physical Attraction and Physical Skill are the two 

motives pertaining to players (a component of team personnel) included in Study 1.  The 

negative effect of Physical Attraction on team identification aligns with previous research 

(Fink et al., 2002; James & Ross, 2004; Mahony et al., 2002; Trail & James, 2001), 

indicating that highly identified sport consumers were not interested in, or disregarded the 

physical attractiveness of players.  This contention is supported by the finding of Study 2, in 

which team players, and particularly the attributes of players (e.g., physical attraction, skills, 

and performances) are identified as key components in Team Personnel motivating 

consumption. However, it is noteworthy that none of the participants talked about the 

physical attraction of team players.  This indicates that the physical attractiveness of the team 

players is less relevant to the sport consumers in the Vietnamese context.     

In Study 2, Team Personnel manifested as Personal Ties, Head Coach, and Star 

Players across the three research contexts.  The results highlighted the role of team members 
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in getting consumers to invest time, money, and energy into the local team and in maintaining 

their team identification.  The finding aligns with prior research, which contends that 

components pertaining to a sporting team such as players, popular players, and head coach 

can foster team identification (Branscombe & Wann, 1991; Fink et al., 2002; Greenwood et 

al., 2006; Jones, 1997a; Wann et al., 1996).  Brand association research demonstrates that 

players and head coaches are brand-related attributes that can establish brand awareness 

(Bauer, Stokburger-Sauer, & Exler, 2008; J. Gladden & Funk, 2002; J. M. Gladden & Milne, 

1999; Keller, 1993, 1998).  However, the finding of Team Personnel extends existing 

understanding by demonstrating how the social context shapes the role of Team Personnel for 

consumers.  The following sub-sections describe in detail the contributions of each motive 

found across the three cities. 

Personal Ties. Results here indicate that consumers in Hanoi believed their personal 

ties to players on the local team acted as a key motive for team identification.  The Hanoians 

described their relationships with the local team’s players as friends, family members, or 

relatives.  Since close connection and bonding with local players had been established, the 

participants followed the team to support their connection.  Previous research indicates that 

bonding with favourite athletes is a force that drives sport fan’s attendance and attachment 

(e.g., Funk & James, 2006; Mahony et al., 2002).  The finding of Personal Ties in the current 

research provides a clearer detail that the connection between sport consumers and team 

players can be based on friends,  family members, or relatives.  The close relationship 

between sport consumers and team players facilitates support for the local team.      

From another perspective, the personal ties or the connection between consumers and 

players to whom they have a personal relationship such as friends, relatives or family 

members exemplifies a common-bond group (Prentice, Miller, & Lightdale, 1994).  In a 

common-bond group, individuals attach to others in a group, rather than the symbols and 
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values of the groups itself (Newcomb, 1978; Prentice et al., 1994).  This common-bond 

attraction can fuel a group membership (Lock & Funk, 2016).  In Hanoi, the close 

relationship between consumers and team’s players can act as a motive leading to team 

identification.  

Personal Ties between sport consumers and players on the team can be further 

explained based upon the Multiple In-group Identity Framework (MIIF) (Lock & Funk, 

2016).  In that framework, Lock and Funk categorised the friends and family members of an 

individual into a sub-group, and contended that belonging to a sub-group can influence an 

individual’s identification and consumption of sport.  The finding of personal ties in Hanoi 

empirically supports Lock and Funk’s contention.  Moreover, the personal ties motive can 

lead to team identification, since previous research has indicated that the stronger the 

relationship between individuals and members of an organisation, the greater the willingness 

to engage in behaviour that supports the group (Fisher & Wakefield, 1998).    

The finding of Personal Ties in Hanoi can be elucidated through the lens of consumer 

identity projects.  In this research program, researchers asserted that friends, colleagues, and 

relatives can influence the consumer identity process (Funk & James, 2001).  In the current 

research, the connection with friends and/or relatives playing in the local team, which is 

expressed through Personal Ties, illustrates that the people with whom a person interacts are 

important in the construction of identities around sport (i.e., friends, relatives).  From the 

perspective of collectivist cultures, family and friends (along with colleagues, peers, 

neighbours) are considered as in-group members through which individuals likely construct 

particular behaviour (Triandis et al., 1988).   Moreover, individuals in collectivist cultures 

may have a shortage of skills to establish a new friendship; however friends for collectivist 

individuals reflect a life-long intimate relationship, with many obligations (Triandis et al., 

1988). The influence of collectivism in Hanoi can be explained by the fact that this city 
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geographically locates in Asia. Moreover, Hanoi was the capital of the ancient Vietnam that 

governed by dynasties, which can potentially drive the influence of collectivism on Hanoi 

inhabitants. In addition, the history of nearly thousands of years dominated by Chinese-

dynasties should be accounted for the emergence of collectivist culture in this city.   

From cultural perspective, as described in the introduction of Hanoi context, the city 

is the place where Vietnamese culture and civilisation converge. Hence, it is possible to say 

that Hanoians are likely natural representatives of Vietnamese traits in which advocating 

friendship is one of them. Friendship may create trust among Hanoians. The importance of 

friendship for Hanoians can explain the emergence of Personal Ties in Hanoi respondents.  

From an historical perspective, Hanoi is the most ancient city in Vietnam, where the 

very first Vietnamese inhabitants resided (Hanoi Government, 2010a, 2010c).  Connections 

among family members and/or with whom individuals know well, are important aspects of 

how consumers define themselves.  This argument aligns with attributes of collectivist 

culture, in which connection with family is important for individuals (Triandis et al., 1988).  

Consequently, people express close and easy connection to those they have immediate 

relationships (Personal Ties) with in the community.  These specific cultural, and socio-

historic attributes explain the emergence of Personal Ties in the Hanoi context. 

Head Coach. The interviews in Da Nang revealed that the head coach of the local 

team was an important motive for offering team support.  This finding aligns with prior 

studies, which affirm the head coach of a team as a key brand association influencing sport 

consumers (J. Gladden & Funk, 2002; J. M. Gladden & Milne, 1999; Keller, 1998).  In 

addition, Head Coach closely relates to the previous research which has illustrated that the 

head coach of the team is one of four important product-related attributes, which include 

success, star player, head coach, and management (Keller, 1993; Ross, James, & Vargas, 

2006).  Despite identifying head coach as an important team-related component that leads to 
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team support and identification, previous studies have been broad and quantitative.  As such 

they did not detail why the head coach acts as a salient motive for individuals.    

The qualitative component of the current research identified that admiration for the 

head coach (because of the coach’s talent, personal traits, management skills, and coaching 

capabilities) rendered the coach as a salient motive for consumers.  The admiration for the 

head coach was also based upon the coach’s past achievements as a former player, his 

leadership skills in team management, and dedication to team success.  These attributes 

belong to the head coach and are considered as important factors to construct sport 

consumers’ support of the team.  It is important to note that the head coach of SHB-DN is 

from Saigon, not from Da Nang.  This underscore two points: (1) The importance of Head 

Coach in Da Nang is different from the importance of Local Players from Da Nang; and (2) 

The head coach was admired because of the coach’s talent and competencies.  These findings 

detailed the reasons underpinning the importance of the head coach on consumer motives 

when following the team.  As such, a coach’s past achievement, personal trait, talents, and 

management skills can be named as factors that lead to sport consumption in the Da Nang 

context.  These factors can be used in future research to examine how the head coach of a 

sporting team is admired.     

The importance of the Head Coach in Da Nang can be further understood from the 

perspective of consumer identity projects.  In certain cultural contexts, individuals tend to 

select a heroic person, especially in a minority or a tribal group.  A heroic person acts as a 

shared cultural symbol in a community that can shape behaviour (Arnould et al., 2002).  Da 

Nang is a small city (rural) with a small population, which can be considered as a minority 

group in comparison to the two other big cities (Hanoi, and Saigon); therefore inhabitants 

seek their identity through one who demonstrates his or her talent and competences (heroic 

person).  The head coach of the team is considered a hero in the perceptions of sport 
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consumers in Da Nang.  Consequently, they follow the local team (i.e., the local product) 

because it possesses an iconic symbol that they admire.  This finding confirms that 

consumers, in certain contexts, can follow the brand or consume products or services because 

they admire a person belonging to that brand or product (Jones, 2017). 

Notably, the characteristics of the heroic person (the head coach in the current 

research) had to align with characteristics that consumers value.  The members of a 

community develop respect and regard for individuals who have talent to contribute to, and 

enhance the status of (cf. Tajfel & Turner, 1979) their community (head coach admiration).  

This finding emphasises the role of an outstanding individual in establishing consumer 

identity with a team and is particularly relevant to small (minority) communities. 

Star Players. Keller (1998) grouped star players (together with head coach) as team 

attributes that may attract sport consumers to follow the team.  The emergence of Star Players 

in Saigon which is heavily influenced by Western values, closely aligns with a number of 

studies conducted in the US and Europe.  These previous studies asserted the impact of star 

players or athletes (presence and/or performance) on team identification and attendance (e.g., 

Branscombe & Wann, 1991; Fisher & Wakefield, 1998; J. Gladden & Funk, 2002; Schofield, 

1983).  The Star Player motive also confirms the contention that popular athletes signed by a 

sporting team can attract more consumers (J. Gladden & Funk, 2002; Keller, 1998).   

Saigon is the least impacted by the current socialist regime in Vietnam (Logan, 2009), 

and is heavily influenced by Western culture, which emphasises the role of an individual 

rather than the collective.  People believe that an outstanding individual can change the 

community or society.  They desire to spectate the performance of individuals who possess 

outstanding skills compared to the rest of the team.  The attachment and identification to the 

team are based upon having the opportunity to watch outstanding performance undertaken by 

high-profile personnel.    
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Compared to Hanoi and Da Nang, the emergence of Star Players in Saigon denotes 

that Saigonese people emphasise the fame of players rather than contributions, traits, or 

personal connection between consumers and team’s players.  Meanwhile, Hanoian 

individuals emphasise the role of personal connection between themselves and the team’s 

players in team identification.  In contrast, Da Nang people desire to follow the team that 

possesses an individual (the head coach) who reflects traits that resonate with themselves 

(city residents).  Moreover, Da Nang residents highlight the contribution of the individual 

(the head coach) to their community.  The different subthemes found under the main theme 

of Team Personnel across the three cities reflect the distinctions between the three cities with 

respect to socio-historic settings. 

Furthermore, three distinct sub-themes (Personal Ties, Head Coach, and Star Players) 

found across the three cities under the broad theme of Team Personnel extend current 

understandings of sport consumer motives.  As such, team personnel become a point of 

attachment to the team (brand).  Previous studies have indicated that players, team, coach are 

amongst points of attachment that sport consumers identify with the team (Robinson & Trail, 

2005; Trail et al., 2003).  Findings of the current research confirm that the head coach and 

star players can be points of attachment for team identification.  Further, the current research 

adds the observation that personal ties (close relationship) between consumers and team 

players could potentially lead consumers to identify with the team.  Importantly, the 

outcomes of the current research denote that depending on the social and cultural context 

(i.e., cultural values, ideology, socio-historic circumstances) where the consumption occurs, 

the types of desired team personnel can vary.    

Playing Style. Team playing style is classified as one of the important team-related 

attributes that can lead to team support and identification (Bauer et al., 2008; Fink et al., 

2002; J. Gladden & Funk, 2002; James & Ross, 2002; Trail & James, 2001).  In the sport 
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development context, team playing style (as one of sport organisation’s practices) is 

considered a factor that drives the perception of audiences (constituents) and the conferral of 

legitimacy (Lock et al., 2015).  Previous research has identified the link between playing 

style and aesthetic motives (Fink et al., 2002).  The aesthetic motive was defined as the 

beauty, gracefulness and artistic characters of the team performance (Armstrong, 2002; Fink 

et al., 2002; James & Ross, 2002; Mahony et al., 2002; G. Smith, 1988; Trail & James, 

2001).  Certain playing styles performed by a team can attract sport consumers and lead them 

to team identification (Fink et al., 2002).  The findings of Playing Style in the current thesis 

confirmed the existing studies pertaining to the role of Playing Style (in team 

support/identification) (Bauer et al., 2008; Fink et al., 2002; J. Gladden & Funk, 2002).  For 

example, Fink et al (2002) contended that sport consumers developed their team 

identification based upon their appreciation for certain types of play that the team performs.  

Moreover, the finding of the current research provides a further in-depth understanding of 

sport team’s playing style as defined previously.  In the current thesis, Playing Style is 

manifested in three ways, each specific to context: Fair Play, Team Cohesion, and Attacking 

Play.  Team performance is a team-related attribute that reflects what players, stars, and 

coaches display on the field regardless of whether the team wins or loses (Bauer et al., 2008; 

Keller, 1993, 1998)   

Fair Play. The finding of Fair Play develops from previous discussions of Playing 

Style as a consumer motive.  Prior work has not fully defined the range of playing styles that 

may lead to sport consumption.  For instance, Fink et al. (2002) mentioned ball control, type 

of offence, or prominent defensive styles as playing styles performed by sporting teams.  The 

finding adds Fair Play as an additional playing style that drives consumers to follow the team 

apart from offensive play, defensive play, or ball control playing style.  Theoretically, Fair 
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Play can be included in the set of playing styles which is used to examine in detail which 

kinds of playing styles act as  motives driving consumers to attend matches.    

The emergence of the Fair Play motive in Hanoi, but not in Da Nang and Saigon, 

highlights the fact that in certain social and cultural contexts, sport consumers feel winning 

matches is less important than playing in a fair manner.  However, it is noteworthy that the 

perception of Hanoi respondents in relation to the Fair Play of the Hanoi T&T FC does not 

reflect the reality that the Hanoi team has played fairer than other teams in the league.  The 

team may perform as unfairly as other teams.  However, the Hanoians may use it to 

discriminate between their team and others (Lalonde, 1992).  This argument can be supported 

by the contention that the perception of sport consumers may not accurately reflect the actual 

values or attributes of a sporting team; however these perceptions underpin consumers’ 

identification with a team (Lock & Filo, 2012).    

From the perspective of social identity theory, once Hanoi residents emphasised Fair 

Play as the team’s playing style that motivates them to support the local team, they 

demonstrated that Fair Play is an important value that drives behaviour.  From the consumer 

identity projects standpoint, consumers in Hanoi discussed how they value individuals who 

respect laws and focus on elegance and noble behaviour rather than on achieving success at-

all-costs.  Their expectation reflects the notion that is widely perceived in Vietnam; that is, 

that the Hanoians often consider themselves as an elegant, and exquisite group (Hanoi 

Government, 2010d).  This perception may have led to the emergence of Fair Play as a 

desired playing style for the Hanoi context. 

Team Cohesion. Prior research in the domain of sport consumer motives has not yet 

described Team Cohesion as a playing style of a sporting team which attracts sport 

consumers to spectate matches and to follow the team.  As discussed in the previous sub-

section, existing research has defined attacking, defending, and ball possession as the most 
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common playing styles that a sporting team, particularly a football team, performs on field 

(Fink et al., 2002; Lock et al., 2015).  By exploring the importance of cohesive playing styles 

in Da Nang city, the present research contributes another new definition of playing style to 

the understanding of team-related attributes that can drive consumers to support and identify 

with a team.  Depending on context, playing style can be examined quantitatively by adding 

Team Cohesion together with ball control, offensive play, defensive play, or fair play (found 

in Hanoi within the current research).     

Moreover, the finding of Team Cohesion in Da Nang, but not in Hanoi or in Saigon, 

advances knowledge of team playing style by showing that in certain cultural contexts, 

consumers might value Team Cohesion over style or winning.  Importantly, future research in 

the domain of sport consumer motives can employ this new team-performance-related motive 

to examine which playing style consumers desire their team to showcase.  By adding this 

factor, the understanding of team’s playing style and how it attracts consumers, could be 

more in-depth.   

Team Cohesion emerged in the Da Nang context and can be understood in relation to 

Social Identity Theory and CCT.  From the perspective of Social Identity Theory, sport 

consumers in Da Nang found Team Cohesion to be important since they perceived that the 

cohesion (as a value) that SBH-DN FC performs on-field reflects their self-concept.  They 

construct their identification with the local team because of the congruence between their 

own and the team’s values (Lock et al., 2012).  Therefore, in Da Nang, solidarity and 

teamwork are important values for Da Nang residents.  By showing the desire for the Team 

Cohesion playing style as a motive to follow SHB-DN team, sport consumers in Da Nang 

construct their personal identities (as individuals possessing a spirit of solidarity), and 

classify themselves into the group in which members are cohesive to others.     
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The uniqueness of Team Cohesion emerging as a motive in Da Nang compared to 

other cities can be explained through the lens of CCT.  Da Nang is a small community; 

therefore, solidarity is a critical component of the lifestyle.  From an economic perspective, 

Da Nang is a small and relatively new city and has insufficient resources to attract many 

talented players in comparison to Hanoi and Saigon (Da Nang Government, 2016).  

Moreover, as described in the Introduction, after the American-war (1975), Da Nang needed 

to rehabilitate following war devastation; therefore, solidarity among the city’s inhabitants 

was necessary to build and develop the city’s economic profile and status. 

Attacking Play. Prior findings have indicated that playing in an attacking manner 

attracts spectators and creates excitement during matches (Wann & Schrader, 1997; Wann & 

Wilson, 1999).  This finding aligns with existing understandings of sport consumer motives.  

In Saigon, respondents appreciated the Attacking Play of the team, which is considered as a 

mindset and embodies the notion of the team challenging for victories through offensive 

strategy and domination.  This playing style displays the team’s eagerness for achievement 

by controlling matches.  The finding of Attacking Play further demonstrates the notion of 

Westernised characteristics in the Saigon context.    

Saigon’s sport consumers’ desire for Attacking Play of can be explained through 

CCT.  In contrast to Hanoi and Da Nang, Saigon is considered as the national economic 

centre of Vietnam with a myriad of enterprises, offices, and multi-national corporations (Ho 

Chi Minh City Government, 2005a).  The national government considers Saigon as the 

vanguard in economic affairs that contributes to a large portion of Vietnam’s economy (Ho 

Chi Minh City Government, 2005b).  As pioneers in the economic domain, Saigon’s 

inhabitants need to be very aggressive in work, trade, and in life (Ho Chi Minh City 

Government, 2005e).  These points can underpin the salience of the Attacking Play motive 

described by Saigonese respondents.  
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From the perspective of consumer identity projects, the emergence of Attacking Play 

as a motive confirms that through the consumption process, individuals select and use 

products or services that assist them in expressing their self-image and values.  In this 

context, following the local team with an attacking playing style reflects their perception of 

the importance of domination and aggressiveness when living in a competitive city such as 

Saigon.  Additionally, the finding adds to consumer identity projects in the extent to which 

the products/services that possess attributes that align with the cultural values of consumers, 

can be a premise on which consumers construct their identity.    

The relevance of Attacking Play to Saigonese consumers emerges from the cultural 

history of the city.  Saigon was a new land where migrants from the North, Central, and 

neighbouring countries arrived and settled (Ho Chi Minh City Government, 2005d, 2005e).  

On arrival in the new land, the ancient Saigon settlers had to be very aggressive to establish 

and maintain their lives.  Such spirit has been inherited by modern Saigon residents. 

Escape Motive. The findings of Study 1 indicated that Escape is important for 

Vietnamese sport consumers in predicting team identification.  Escape displayed a positive 

relationship with team identification in the three cities, indicating that following and 

identifying with the local team as well as attending the local team’s matches allowed 

consumers to release stress and to be away from their daily routines.  The outcome supports 

prior research suggesting that attending a sporting event can serve as an escape from daily 

routines (Lever & Wheeler, 1984; McPherson, 1975; Sloan, 1989; Wann et al., 2001).  

Additionally, previous research found that escape leads to team identification (Fink et al., 

2002).  Therefore, the findings of the current research support previous findings by 

emphasising the role of Escape in predicting team identification in Vietnam.    

Scholars assert that once consuming sport, individuals can temporarily forget their 

dissatisfaction with their life experience, work, or studies (Lasch, 1991; Sloan, 1989; G. 
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Smith, 1988; Wann et al., 2008).  The relationship between Escape and team identification 

found in the three cities highlighted the notion that in a developing country like Vietnam, its 

inhabitants have been regularly faced with stress due to their daily life routines and 

responsibilities in work and family (Ho Chi Minh City Government, 2005c).  In consequence, 

the need for a means to escape from these burdens emerges.  From CCT viewpoint, since the 

three selected cities in Vietnam are more urban, therefore the emergence of Escape motive 

can be understandable from the extent to which sport consumers in these cities sought 

watching, spectating, and following the local team as a mean which provides them with a 

reason for escaping from daily burdens (G. Smith, Patterson, Williams, & Hogg, 1981; 

Wann, 1995). This implies that social and economic factors can influence consumption 

practices (Holt, 1997, 1998).   

Managerial implications 

 Understanding the factors that influence sport consumption is required for the success 

of sport marketing campaigns (Milne & MacDonald, 1999).  The findings of the current 

thesis underpin two broad categories of implications for managers, including: (1) the 

managerial implications for football and/or sporting clubs in the three cities examined within 

the current research; and (2) the more generalizable implications for sporting clubs.  

 Implications for sporting clubs in Vietnam. The motivational patterns of sport 

consumers discovered in the current research imply several opportunities for sporting club 

managers in Vietnam, who should account for these motives in their communication planning 

to retain existing consumers and to attract new ones.  Additionally, team management can 

apply these findings to prepare strategies for the team with respect to human resource 

development, to attract more corporate sponsorships, and to increase the engagement of local 

authorities and community members.  The following sub-sections present these implications 

in detail, based upon the motives uncovered.    
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 Community pride and city representation. Previous research has indicated that 

utilising fans’ community pride should be employed in any marketing program for sport 

clubs (S. Kim et al., 2009; Mahony et al., 2002).  Based upon community pride, Hanoi’s sport 

team managers should attempt to promote the way in which the local team conveys the 

heritage of Hanoi.  Marketing campaigns should be based upon pride in Hanoi’s history.  For 

example, a communication campaign could be delivered with key messages such as Come to 

support your team to express your pride in Hanoi, or Your team – Your city.  Moreover, the 

connection between the team and the pride in the city’s history should be employed in 

promotional campaigns.  Team managers should engage local government to support the 

campaign.  Moreover, securing local sponsors can be beneficial because the consumer base of 

local corporate sponsors closely aligns with the local team’s consumers (Funk et al., 2002).  

The involvement of local sponsors could make campaigns more influential and effective.  

In Da Nang, marketers of sport teams could use the image of local players in the team 

to create narratives about these individuals and their relationship with the community.  The 

team should have local players speak directly in front of consumers to share their own story, 

and emphasise how being from the city has influenced their motivation, mentality, spirit, and 

performance.  In addition, a call to support local players by attending home games and 

following the local team could be delivered.  Mahony et al. (2002) suggested that undertaking 

charity events should be considered as an effort to satisfy the community pride motive.  For 

Da Nang sporting teams, using local players as charitable team ambassadors for fundraising 

events could be a valuable marketing tool as well.    

  Escape motive. The escape motive can be integrated across management practice in 

various ways.  First, events to be organised around the main events (matches of the local 

team) should concentrate on cultural activities that reflect the cultural values of the city 

where the team is situated.  For instance, ceremonial singing (Ca Tru in Vietnamese) was 



CONTEXTUAL NATURE OF SPORT FAN MOTIVES 210 

recognised by UNESCO as an Intangible Cultural Heritage of Hanoi.  It is an ancient type of 

music featuring a female vocalist using lyrics written in traditional Vietnamese poetic forms.  

This type of traditional music festival could be organised before the local team’s matches in 

Hanoi.  Second, marketing messages from the teams in each city to appeal to the escape 

motive should utilise differences across the cities.  For example, in Saigon, the busiest city of 

the country, sport marketers should present sporting matches as a break from the burden of 

life in the city. 

  Team Personnel’s sub-motives. The distinct sub-themes (i.e., personal ties, head 

coach, and star players) of this primary theme to emerge across the three cities generate 

several managerial implications for sporting clubs in each city.    

As personal ties with team players emerged from the findings of this thesis for Hanoi 

sport consumers, club marketers in Hanoi could integrate this into marketing campaigns.  A 

call to attend the match to support friends or relatives who are team members could be 

implemented.  Invitation vouchers should be issued for the team’s players to encourage them 

to invite their friends and relatives to attend  matches.  This strategy could bring more 

consumers to matches and increase the team’s profile in the community.    

Team marketers for Da Nang should engage the head coach in marketing campaigns.  

The characteristics of the head coach, which are appreciated by the consumers, need to be 

emphasised within these efforts.  Additionally, making the coach more accessible to 

consumers during match days and/or on out of match days could further attract fans.  

Moreover, the head coach could be employed to develop clinics and courses for local 

community coaches (Lock et al., 2015). 

Using star players as a brand ambassador has been widely applied in the sport context 

(J. Gladden & Funk, 2002; Keller, 1998).  Sport teams in Saigon can use star players in that 

sense.  However, more creative ways to utilise the star players on the team in combination 
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with the socio-historic and cultural attributes of Saigon can be implemented.  For instance, as 

described in the Introduction, Saigon is the land where many newcomers have settled.  

Besides, success in career and becoming famous are objectives that Saigoneses people 

pursue.  Therefore,  autobiographies  of star players of the team telling  how they have settled 

and become star players, may attract the attention of Saigonese such they might follow the 

team, as the story might align with consumers’ own life stories.    

 Playing Style. Previous research on sport brands has indicated that playing style is the 

component that structures the sport team brand (J. Gladden & Funk, 2002; J. M. Gladden & 

Milne, 1999; Keller, 1993, 1998).  Fink et al. (2002) suggested that sport marketers should 

take full advantage of the team’s playing style or aesthetic qualities to enhance team 

identification.  Therefore, using the team’s playing style as a tool to promote the team is 

important.  

 In accordance with the observation from the researcher as a long-term follower of 

Vietnam football, marketing efforts from the three examined teams have been scarce. This 

may result from the fact that football in Vietnam has not been considered as professional. 

Teams are still nurtured and subsidised under cities’ budget, or from state-owned enterprises. 

Though there have been several obvious evidences indicating that each team follows a 

specific playing style, i.e., attacking, counter-attack, or fair-play, and so on. However, to date, 

from observations of the researcher on several common communication channels in Vietnam, 

including sport magazines, the Internet, television, billboards, and so on, a very little 

marketing campaigns have been found that marketers of these teams have been implemented 

strategies to leverage their teams’ playing style. Therefore, the findings of teams’ playing 

style to emerge differently across cities in the current research can help teams’ marketers to 

integrate their team playing style in their marketing efforts to appeal their fans, whose 
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consumption practices were distinguishable across the three cities depending on social and 

cultural attributes.      

In Hanoi, since fans appreciate fair play, the team should nominate a specific player 

who regularly plays fairly to be a team ambassador. His image could be used to represent the 

team in order to promote the fair play and fair behaviour of the community.  Competitions 

among the team’s fans to explore what fair play means could also be held.    

In Da Nang, sport consumers value team cohesion as their favourite playing style.  

Sport marketers of clubs in Da Nang should deliver messages that reflect the solidarity and 

collectivism of the Da Nang team.  The messaging and images should exhibit the unity within 

the team; for instance, encouraging players to play in unison by awarding players who have 

the most goal assists, or the most precise passing.    

In Saigon, sport consumers appreciated the attacking play style. The statistics from 

both Vietnam Football Federation and Becamex-BD team indicate that the team has been 

frequently in the top three of teams who scored most goals in recent seasons (Binh Duong 

Football Club, 2017; Vietnam Football Federation, 2017). Moreover, the abundance in 

budget (sponsored by a state-owned real estate enterprise) have allowed the team to possess a 

number of high quality players, particularly attackers. Therefore, with high quality attackers 

in the team, it can easily pursue a dominant and attacking play style. The club managers also 

need to consider maintain the strategy of purchasing players with an attacking-oriented style 

to perform attacking playing style to satisfy fans.  Additionally, the director of the team 

should consider employing a head coach who pursues the attacking playing strategy in his/her 

coaching method in order to apply it to team performance on-field.    

Integrated motives in marketing campaigns. By advancing an implementation 

campaign based upon each motive found in the current thesis, team marketers in each city 

could incorporate the motives collectively to inform their marketing campaigns.  For 
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instance, Saigon team managers could implement a marketing campaign that employs team 

success, star players, and attacking play.  Such a campaign could start by using a star player 

who is currently playing in the attacking position, as the team’s ambassador to promote the 

team success value.  The message should add a call to attend the local team’s match to 

release stress from life in the city.  

Likewise, Hanoi team marketers could appeal to and satisfy fans by utilising and 

combining the motives found in this thesis to compose marketing campaigns.  The main idea 

of these campaigns concentrates on displaying pride in the city’s history, assets (including the 

team), local products and services, and local people.  The escape motive could be 

incorporated by the message, for instance, of get away from your industrious activities – 

come back to the city’s heritage by supporting the local product and services.  This type of 

marketing message could appeal to sport consumers by satisfying both motives (escape, and 

community pride) together.    

In a similar manner, Da Nang team managers could integrate these motives into their 

marketing strategy.  For example, a marketing campaign could use photos in which the head 

coach and local players appear together to demonstrate their best performance or/and their 

good behaviour in daily activities. 

Implications for other sporting club managers.  Along with specific managerial 

implications for sporting teams situated in Vietnam, the findings of the current thesis provide 

implications for other sporting club managers from a broader perspective.  First, club 

managers should learn about the history and values of the regions or city where the club is 

situated.  The dissimilarities in social and cultural attributes across the cities examined in the 

current thesis support this notion.  As such, club managers should invite city historians and/or 

anthropologists to create stories about the history of the club, and interconnect the history of 

the club and history of the city/region.    
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Second, the findings of this thesis could be utilised in club branding.  Extant 

knowledge in branding indicates that players, coaches, team performance, and team success 

are product-related attributes of the team brand (J. Gladden & Funk, 2002; J. M. Gladden & 

Milne, 1999; Keller, 1993, 1998).  However, this thesis found sport consumers in each city 

responded uniquely to each product-related attribute depending on where they lived 

(context).  Therefore, to implement branding strategies, sport team marketers should identify 

which salient product-related attributes stimulate consumers in the city in order to optimise 

their marketing resources.  For instance, in the city where the team is based, if fans favour a 

fair play style (team performance) rather than achievement, team marketers should promote 

marketing and communication activities surrounding the main theme of fair play style, for 

example, appreciation of players who regularly display sportsmanship on the field.    

Third, the findings of this thesis provide managerial implications for the global 

branding of teams, for example Manchester United FC, or Barcelona FC who have been  

targeting Vietnamese consumers.  These clubs’ commercial managers should initiate their 

market expansion in an urban city like Saigon, where the life values closely relate to Western 

culture (i.e., individualism, achievement, and star players) rather than in a city with a higher 

tendency towards localism and collectivism such as Hanoi city.   This initiative would  make 

the market penetration of the teams easier at the beginning, because they could start to 

explore the new market in areas where the culture was similar to that in their home base (i.e., 

Europe).     

Limitations 

There are four main limitations of the current research that are discussed in this 

section.  These limitations relate to (1) the differences in language when conducting research 

in Western (English) and Asian (Vietnamese) contexts; (2) the order of the research design; 
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(3) the timing of data collection; and (4) the polite nature of Vietnamese respondents when 

participating in the research program. 

First, in both studies (on-site surveys, and semi-structured interview), data were 

collected in Vietnamese; however, the analysis and dissertation were conducted and written 

in English.  Though a rigorous back-translation processes was undertaken, the bias due to 

discrepancies between the two languages, as well as the cultural differences between Western 

societies and most parts of Vietnam, could potentially have impacted the outcomes of this 

research.  For instance, the term team identification has no corresponding term in Vietnamese 

to translate and interpret its full meaning.  It can be understood as follow the team, or support 

the team in English.  This discrepancy indicates that several terms in the original English 

scales can be perceived differently once interpreted in Vietnamese, and may have caused 

issues.   

Second, the sequencing of the current research design is considered as a limitation.  In 

this thesis, the quantitative on-site questionnaires were undertaken prior to the qualitative 

semi-structured interviews.  The motives included in the questionnaires were drawn from 

previous scales which had been applied to other countries (mostly in English-speaking 

countries).  However, through the semi-structured interviews conducted in Study 2, several 

new motives emerged.  Moreover, the results of this research indicated that the context of the 

research was matter that could potentially influence the outcomes of the quantitative phase; 

and the fact that most of the measured factors in the quantitative phase did not show the 

discriminant validity. Therefore, the qualitative research design could have been conducted in 

advance to capture salient motives that may not have appeared in other research.  In this 

instance, the items for the quantitative questionnaire would have been informed by the 

qualitative work.    
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Third, the on-site surveys were conducted in the first, second, and third round of the 

new football season in Vietnam.  At that time, respondents had been waiting for the new 

season for five months.  Consequently, respondents were not influenced by team performance 

and achievement, and still had a positive attitude towards their local team.  This may have 

affected the results. 

Four, responses in the semi-structured interviews could be biased favourably towards 

teams since Vietnamese respondents may have felt an obligation to respond in a positive 

manner, particularly when respondents explained that the research was being conducted 

overseas.  According to the experiences and observations of the researcher, Vietnamese 

individuals prefer not to express negative thoughts or comments towards aspects of the 

Vietnamese community.  Therefore, this cultural attitude could have influenced the data.  

Fifth, due to the lack of reliable resource that studied the social and cultural settings 

of cities and regions in Vietnam, the current research relied mostly on the government 

websites of Vietnam. These data and information are unlikely considered as the perfect 

resource for an academic research. However, in the context of a developing country as 

Vietnam, these resources are deemed to be acceptable to compare the differences between the 

three cities, since the data and information likely describe the basic differences in social and 

cultural settings among the three cities.  

Sixth, the results shown that the differences in sport consumer motives across the 

three cities were unlikely stable. Moreover, the properties of the local teams, i.e., hiring local 

players, employing excellent past-record head coach, applying attacking playing style, and so 

on may co-create the differences in sport consumer motives alongside the social and cultural 

attributes of the cities. Therefore, advanced research should be conducted to examine the 

influence of these mentioned factors to sport consumer motives across the different contexts.  
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Future directions  

 Using the current research as a starting point, five future studies are warranted.  First, 

as the results of the current research indicate, the multiple-item measurement caused high 

correlations among observations due to both cultural discrepancies between the English and 

Vietnamese (or translated) versions of the measure, and the comprehension of the sample.  

Therefore, in future research, prior to the administration of a quantitative site survey by 

questionnaire, a qualitative interview or focus groups should be conducted to capture which 

motives are the most important to examine sport consumer motivation in these contexts. 

 Second, due to firstly the characteristics of the respondents in the site survey, 

including their fatigue and reluctance to answer a long questionnaire (and particularly in 

Vietnam), and secondly to the fact that  completion of quantitative on-site survey is a 

relatively new method to Vietnamese people, a shorter scale, such as SPEED (Funk et al., 

2009) could be employed to address this limitation of the current research.  Furthermore, 

incentives should be applied to motivate participants and get them involved in the survey.  In 

addition, undertaking observations during the time they were completing the survey, as well 

as during the time they were spectating at the match, could complement the quantitative data. 

 Third, Study 1 was designed as a cross-sectional study, meaning that the sport 

consumer motives were captured at a specific time.  However, team identification is usually 

conceptualised as a process developing from low-identified consumers, to casual observers, 

and finally to highly identified fans (Bernache-Assollant, Laurin, & Bodet, 2012; Funk & 

James, 2001; Lock & Filo, 2012), therefore a longitudinal research design should be 

considered to capture motives and team identification over time.  For instance, data collection 

could be across two periods.  First data collection could be undertaken before the season 

starts, and second data collection could be implemented by the end of the season.     
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 Fourth, further research should be conducted across countries with distinct cultural 

values and social contexts.  For instance, research should be undertaken with participants in 

countries situated in South East Asia, including Vietnam, Singapore, Thailand, Malaysia, and 

Indonesia.  The research design selected should capture the motives of sport consumers in 

these countries as they relate to cultural and social contexts.  This would provide further 

empirical evidence to confirm the impact of social and cultural context on sport fans’ 

attitudes and behaviour.  

 Fifth, gender is also a factor related to social structure (Bristor & Fischer, 1993; 

Dobscha & Ozanne, 2001).  Moreover, research examining how women consume sport is 

scarce (Shaw & Hoeber, 2016).  Therefore, future research should explore how female sport 

consumers are driven to sport consumption, and how they construct team identification.  The 

comparison between consumption patterns across gender will not only extend knowledge of 

how social contexts (gender) influence sport consumption, but will add depth to 

understanding female sport consumer behaviour.  

Conclusions 

The current thesis aimed to explore the motives driving sport consumers in three 

distinct cities of Vietnam, and the differences that exist across these motives based upon the 

social and cultural context of each city.  By employing CCT as an overarching theoretical 

framework to add social and cultural context to social and psychological theories of sport 

consumer motives, the current research has provided a broad theoretical framework upon 

which sport consumer motives can be examined and explained. 

Specifically, the current research drew upon a quantitative site-survey (Study 1), and 

qualitative semi-structured interviews (Study 2) to investigate sport consumer motives for 

team identification/support in three cities of Vietnam.  The quantitative component of the 

current research illustrated that some socio-psychological motives (i.e., Community Pride, 
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Escape, and Physical Attraction) were more salient than others in the three cities chosen.  

Importantly, findings indicated variation among the motives for identification with and 

support of the local teams across the three cities.  The results formed a preliminary 

background for further investigation.    

The qualitative component confirmed the findings of the quantitative component by 

exploring the three sub-themes under each broad theme across the three cities, i.e., Local 

Pride, Local Players, and Team Success under City Representation; Personal Ties, Head 

Coach, and Star Players under Team Personnel; Fair Play, Team Cohesion, and Attacking 

Play under Playing Style.  Additionally, the qualitative results provided a more 

comprehensive definition of generic motives (Community Pride, Team Personnel, and 

Playing Style), which have been used in much sport consumer behaviour research.  Lastly, 

the qualitative outcomes explored new motives (Personal Ties, Fair Play, Team Cohesion) 

that can drive individuals to consume sport, which were previously undiscovered. 

These results, taken together, provide novel theoretical contributions to existing 

knowledge demonstrating why sport consumer motives vary across social and cultural 

contexts.  Moreover, the influence of social and cultural attributes where the consumption 

occurs should be accounted for, because consumers do not live in a vacuum; instead, they 

reside in a community and are influenced by environmental factors that may shape their 

motivation for sport consumption.   Specifically, the current research revealed that the 

history, economics, and culture of the city where consumers and the sporting team reside, can 

shape the motives for supporting and identifying with the team. 

The current research provides marketing practitioners with useful information through 

which they can tailor their marketing strategies in order to align with each social and cultural 

context in which the consumption of their products and services occurs.  Overall, the current 

research hopes to provide a new perspective on sport consumer behaviour through which 
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investigation of sport consumer behaviour should be viewed from a combination of socio-

psychological and sociological perspectives, rather than solely from socio-psychological 

perspective. 
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