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Abstract

Purpose: The purpose of this study is to analyze the identification level of football fans with their teams in Eastern and
Southeastern Anatolia Region.

Material and method: General screening model, which is one of the descriptive methods, was used in the research. The
research contains 944 people being the fans of 7 football teams (Yeni Malatyaspor in the Super League, Biiyiiksehir
Belediye Erzurumspor, Elazigspor, Gaziantepspor, Gazisehir Gaziantepspor in the 1% League and Amed sportif
faaliyetler, Sanliurfaspor in the 2" League) in Eastern and Southeastern Anatolia Region playing in Super League, 1%
League and 2" League during 2017-2018 football season. As the data collection tool of the study, ‘Sports Fan
Identification Scale’ developed by Wann and Branscompe (1993) and translated into Turkish by Giinay and Tiryaki
(2003) with validity and reliability studies performed was used. 0.88 value was found as the Cronbach Alpha
coefficient of the Sports Fan Identification Scale. The significance level was adopted as 0=0.05.

Findings: It has been determined that there are significant differences between the variables of age, marital status and the
teams supported and the mean scores on identification level of fans with their teams (p<0.05) while no significant
difference has been ascertained between the variables of education, job and income level and the mean scores on
identification level of fans with their teams (p>0.05).

Conclusion: It has been concluded that mean scores of fans on their identification level with their teams playing in high
leagues are high and the fans’ level of identification with the teams has decreased as the lower leagues are considered.
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1. Introduction

The sports activity and service expectations of people in social life are met by the sports clubs, which are the main
organizational units in the sports. Sports clubs play an important role in transforming sports into a lifestyle and
applying it to life as a discipline (Tagmektepligil et al., 2006). Sports clubs are the smallest organizations in sports area.
Every organization and club has a purpose and interaction with the environment. The performance and achievements of
sports clubs most clearly reveal whether sports clubs have reached their targets. Actually, the main purpose of sports
clubs is to be successful in sports area (Imamoglu et al., 2007).

Participation in sports activities as a spectator continues to be very intense since the first years when people's need for
recreation was on the agenda (Karakigk, 2005). Many people follow sports events through the media, spend their free
time by doing sports, watch sports events in situ and even acquire sports as a profession by considering sports as a way
to earn their lives. Sports audience in our country, especially football, can be said to be mostly performed activity in
relation to sports (Aycan et al., 2009).

Football allows people to be discharged, relaxed and happy. Football can enable the masses to unite and socialize
around a common goal. Football has become the passion of people not only in our country but in many countries
around the world (GiUndiz and Bayansalduz, 2017). The interest in football is too big to compare with other sports
branches (Agk and Karabulut, 2016). Professional football teams and fans complement each other. These two
elements have formed in line with the each other’s demands. It is impossible to talk about one of them without the other.
The weakness of any of such interrelated elements may affect the other side (imamoglu et al., 2016).

Sports fans have different characteristics. Some people are loyal supporters of a team, participate regularly in their
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team's matches and establish emotional ties with their team and players. A person feels the trust of being attached to a
group with the team supported, badge s/he wears, the colors carried, uniform, rigging, the national anthem, the flag, the
national success and slogans. He saves his personality from being “nothing” by adopting that group. That person
believes that s/he has a role and place in the society by seeing herself/himself as a member of the group. S/he
communes and identifies with cultural and sports images of the team supported. Some other people have low
involvement. They do not prefer to support a team since they do not have any interest in the field of sports, or even if
they support a team, they may be irrelevant to the team's matches (Enginkaya, 2014; Okur, 2014).

Identification with the team is the psychological connection of a fan with a team or the scope of being interested in a
team psychologically. In identification with the team, the person feels sorry if the team supported loses and feels happy
with the achievement of athlete (GUlUand GUg( 2006). Identification with a sports team involves identifying one's
own identity in terms of loyalty to the team; thus, sports team actually become a part of the individual’s own identity
(Belk, 1988; Madrigal, 2000).

Underwood et al. (2001) have stated that group experience (feeding the sense of belonging), continuously reminding
the history and traditions of their team, creating a unique stadium atmosphere and encouraging ritual-based behaviors
can be used by teams to increase identification/commitment feelings of their own fans.

It is important for the football teams to get the support of their fans named as the twelfth man in achieving success.
Determining the identification level of fans with their teams is important in terms of eliminating the shortcomings of
the teams and providing better services for the fans. The purpose of this study is to analyze the identification levels of
football fans with their teams in Eastern and Southeastern Anatolia Region.

2. Material and Method

The research population contains 944 voluntary people being the fans of 7 professional football teams (Yeni Malatyaspor
in the Super League, Biiyiiksehir Belediye Erzurumspor, Elazigspor, Gaziantepspor, Gazisehir Gaziantepspor in the 1%
League and Amed sportif faaliyetler, Sanlurfaspor in the 2" League) in Eastern and Southeastern Anatolia Region
playing in Super League, 1% League and 2™ League during 2017-2018 football season while the sample is composed of
944 voluntary fans of these teams.

As the data collection tool of the study, ‘Sports Fan Identification Scale’ was used. The scale was developed by Wann
and Branscompe (1993). It was translated into Turkish by Ginay and Tiryaki (2003) and its validity and reliability
studies were performed. This is a one-dimensional, 7-point Likert type scale ranging from 1 to 8. Cronbach’s Alpha
coefficient belonging to the Sports Fan Identification Scale in our research was found to be 0.88. The value of 0=0.05
was established as significance level.

Sports Fan Identification Scale used in the research were randomly distributed to the fans who went to the matches of
Yeni Malatyaspor, Biiyliksehir Belediye Erzurumspor, Elazigspor, Gaziantepspor, Gazigehir Gaziantepspor, Amed
sportif faaliyetler and Sanlhurfaspor teams via face-to-face interview technique by the researchers (by using 15 poll
takers). Before filling the Sports Fan Identification Scale, the participants were informed about the scale and they were
ensured to fill properly.

3. Findings
Table 1. Identification level of fans with their teams by the variable of age
Age N X ss Kruskal-Wallis  Sig. Difference
Test
15-20 255 3.81 0.85
21-26 226 3.78 0.82
27-32 162 3.79 0.58 - 15-20 >21-26
33-38 176 3.75 0.44 1077 0.026 21-26 > 33-38
39+ 125 3.78 0.61
Total 944 3.78 0.71
(p<0.05).

Looking at Table 1, it has been determined that the difference between the mean scores on identification level of fans
with their teams by the variable of age is significant (p<0.05). It has been established following the results that mean
score of the identification level of fans aged 15-20-with their teams (X =3.81) is significantly higher than the mean
score of the identification level of fans aged 21-26 (X =3.78) with their teams; the mean score of the identification level
of-fans aged 21-26 (X =3.78) is significantly higher than the mean score of the identification level of fans aged 33-38
(X =3.75).
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Table 2. Identification level of fans with their teams by the variable of marital status

Marital status N X SS Mann-Whitney U p
Married 358 3.76 0.56
Single 586 3.80 0.78 -2.885 .004*
Total 944 3.78 0.71

(p<0.05).

Looking at Table 2, it has been determined that the difference between the mean scores on identification level of fans
with their teams by the variable of marital status is significant (p<0.05). The mean score of the identification level of
single fans (X =3.80) with their teams-was found to be significantly higher than the mean score of the identification
level of married fans with their teams (X =3.76).

Table 3. Identification level of fans with their teams by the variable of education

Education N X SS Kruskal-Wallis p
Test
Primary School 234 3.89 0.53
High School 415 3.79 0.73
University 297 3.69 0.78 5215 074
Total 944 3.78 0.71
(p>0.05)

Looking at Table 3, it has been determined that the difference between the mean scores on identification level of fans
with their teams by the variable of education is insignificant (p>0.05).

Table 4. Identification level of fans with their teams by the variable of job

Job N X sS Kruskal-Wallis Test p
Self-employed 108 3.84 0.64

Civil servant 144 3.79 0.63

Worker 141 3.84 0.62

Student 354 3.76 0.83 6.846 232
Tradesman 101 3.73 0.50

Other 30 3.70 0.67

Total 944 3.78 0.71

(p>0.05)

Looking at Table 4, it has been determined that the difference between the mean scores on identification level of fans
with their teams by the variable of job is insignificant (p>0.05).

Table 5. Identification level of fans with their teams by the variable of income level

Income level N X SS Kruskal-Wallis Test p
\ery poor 51 3.69 0.94

Poor 115 3.82 0.61

Moderate 452 3.81 0.63

Good 220 3.73 0.82 061 1.000
Very good 106 3.78 0.71

Total 944 3.78 0.71

(p>0.05)

Looking at Table 5, it has been determined that the difference between the mean scores on identification level of fans
with their teams by the variable of income is insignificant (p>0.05).

Table 6. Identification level of fans with their teams by the variable of team supported

Team supported N X sS Kruskal-Wallis p Difference
Test

Elazigspor (1) 135 395  0.73
Yeni Malatyaspor (2) 138 3.98 0.59
Amed sportif faaliyetler (3) 136 3.44 0.97 %:gg 7
Biiyiiksehir Belediye Erzurumspor (4) 132 3.85 0.50 34.899 000 3< 4‘ 5’
Gazisehir Gaziantep football club (5) 139 3.85 0.55 ' ' '
Gaziantepspor (6) 133 3.72 0.73
Sanlhwurfaspor (7) 131 3.69 0.62
Total 944 3.78 0.71

(p<0.05).
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Looking at Table 6, it has been determined that the difference between the mean scores on identification level of fans
with their teams by the variable of team supported is significant (p<0.05). It has been determined that this difference
emerges between the fans of Elazigspor and Sanliurfaspor, Yeni Malatyaspor and Amed sportif faaliyetler, Elazigspor
and Amed sportif faaliyetler, Biiyiiksehir Belediye Erzurumspor and Amed sportif faaliyetler, Gazisehir Gaziantep
football club and Amed sportif faaliyetler, Gaziantepspor and Yeni Malatyaspor, Sanlurfaspor and Yeni Malatyaspor
teams. Itis observed that the fans of Yeni Malatyaspor team have identified with their teams more than the fans of other
teams (X =3.98).

4. Discussion and Conclusion

Looking at Table 1, it has been determined that the difference between the mean scores on identification level of fans
with their teams by the variable of age is significant (p<0.05). It has been established following the results that mean
score of the identification level of fans aged 15-20-with their teams (X =3.81) is significantly higher than the mean
score of the identification level of fans aged 21-26 (X =3.78) with their teams; the mean score of the identification level
of-fans aged 21-26 (X =3.78) is significantly higher than the mean score of the identification level of fans aged 33-38
(X =3.75). Our findings comply with the results of researches conducted by Bas (2008), Baran (2015), Ak et al.
(2018), Gencay and Karakigik (2006). In the researches on different fields, Polat (2009) and Isik (2016) have stated
that the difference between the mean scores of identification level and age is significant. It can be said that the
identification levels of the fans at the age group of 15-20 with their teams are higher than the other age groups.

Looking at Table 2, it has been determined that the difference between the mean scores on identification level of fans
with their teams by the variable of marital status is significant (p<0.05). The mean score of the identification level of
single fans (X =3.80) with their teams was found to be significantly higher than the mean score of the identification
level of married fans with their teams (X =3.76). Our findings comply with the results of research conducted by Sezgin
and Demirer (2016), Canak and Avci (2016) and Isik (2016).

Looking at Table 3, it has been determined that the difference between the mean scores on identification level of fans
with their teams by the variable of education is insignificant (p>0.05). In the research of Okur (2014) on football fans
and the study of T{zin (2006) and Ozdemir (2007), no significant difference could be found between education levels
and identification level. These results comply with the findings of our research.

Looking at Table 4, it has been determined that the difference between the mean scores on identification level of fans
with their teams by the variable of job is insignificant (p>0.05). The result of the study conducted by Okur (2014) on
football fans are similar to our findings. We can say that the variable of job isn’t effective on identification of fans with
their teams.

Looking at Table 5, it has been determined that the difference between the mean scores on identification level of fans
with their teams by the variable of income is insignificant (p>0.05). The research results of Dilbaz and Kargtn (2014),
Okur (2014), Baran (2015), Salam (2015) are in parallel to our findings. According to the results of our research, we
can say that the variable of income is not effective on identification of the fans with their teams.

Looking at Table 6, it has been determined that the difference between the mean scores on identification level of fans
with their teams by the variable of team supported is significant (p<0.05). It has been determined that this difference
emerges between the fans of Elazigspor and Sanliurfaspor, Yeni Malatyaspor and Amed sportif faaliyetler, Elazigspor
and Amed sportif faaliyetler, Bilyiiksehir Belediye Erzurumspor and Amed sportif faaliyetler, Gazisehir Gaziantep
football club and Amed sportif faaliyetler, Gaziantepspor and Yeni Malatyaspor, Sanliurfaspor and Yeni Malatyaspor
teams. Taggin and Tekin (2007) have determined that fans of Besiktas football club are more identified with their teams
compared to the fans of Fenerbahg, Galatasaray and Trabzonspor, Baran (2015) has found a significant difference
between the identification levels of fans with their teams by the team they support. According to Wann and Schrader
(2000), a fan who sees her/his connection to her/his team as a more important part of her/his identity will have a greater
enjoyment when her/his team achieves successful results and will create a greater bond individually. The fact that Yeni
Malatyaspor club has obtained successful results and competes in the Super League and other teams play in lower
leagues is thought to be effective on the conclusion that the fans of Yeni Malatyaspor are identified with their teams
more than the fans of other teams.

In conclusion, it has been established that the variables of age, marital status and the team supported are effective on
identification level of fans with their teams while the variables of education, job and income level aren’t effective on
identification level of fans with their teams, the identification scores of fans with their teams playing in high leagues
are high and identification level of fans with their teams reduces as the lower leagues are considered.
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