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1. Aim and Research Questions 
Fan engagement has received increased academic and practitioner attention because of its ability to influence 
organization-consumer relationships. However, existing research on fan engagement has mostly focused on non-
transactional behaviors and neglected its relationship with transactional behaviors; and has not examined gender 
differences. To address these research gaps, the following two research questions guide this project:  
RQ1: What is the relationship between non-transactional engagement behavior and transactional engagement 
behavior?  
RQ 2: How do relationships between non-transactional engagement behavior and transactional engagement behavior 
differ by gender? 
  

2. Theoretical Background and Literature Review 
In the current research, we define fan engagement as a fan’s interactions with a sports team or with other fans of the 
sport team, and consequently extend Yoshida et al.’s (2014) conceptualization with transactional behaviors and 
additional non-transactional behaviors. Our conceptualization considers word of mouth, management cooperation, 
prosocial behavior (Yoshida et al., 2014), knowledge-generation and socialization (Trail & James, 2002) as relevant 
non-transactional fan engagement behavior; and purchase intention (Yoshida et al., 2014), following a team through 
different media channels (Wann & Branscombe, 1993) and  
customized & commoditized product use (Yoshida, Gordon, Heere, & James, 2015) as relevant transactional 
engagement behavior. Given gender-differences in relation to support and loyalty with a sports team (Fink, Trail, & 
Anderson, 2002), we examine the engagement behavior between gender in the context of team sports. 
  

3. Research Design, Methodology and Data Analysis 
Quantitative data were collected through an online survey distributed to 634 team fans in Switzerland via E-Mail with 
a link to an online-survey. Most respondents were male (61.2%) and below 39 years (74.3%). Measures were developed 
through a literature review. Four sport management academics rated each item for clarity and content validity, and 
only items that exceeded a .80 threshold were included in the survey. The final questionnaire, which was offered in 
German and English, contained 24 questions (5-point Likert-type scale) capturing the eight fan engagement 
dimensions, as well as sociodemographic questions. IBM SPSS Statistics 25 and IBM SPSS AMOS 25 were used to 
analyse the data. Following Brown (2006), the reliability and validity of the measures were tested using confirmatory 
factor analysis (CFA), before structural equation modeling (SEM) was used to test the hypotheses in the proposed 
model. Finally, a multigroup analysis was conducted to investigate differences in fan engagement behavior based on 
gender. 
  

4. Results, Findings and Discussion 
Results indicate acceptable model fit (χ2/df = 2.657, SRMR = .067, CFI = .901, RMSEA = .051) and reliability with 
Cronbach alphas above .70, CR above .60, AVE and Factor Loadings above the recommended .50 cutoff. To conduct 
the multigroup analysis and test the relationship between non-transactional and transactional behavior, the sample was 
split by gender. Results show a positive relationship between prosocial behavior and purchase intention (male: t = 
2.902, p < .01; female: t = 2.704, p < .01) and customized and commoditized product use (male: t = 2.970, p < .01; 
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female: t = 2.722, p < .01); as well as a negative relationship between knowledge-generation and customized and 
commoditized product use (male: t = -2.445, p < .05; female: t = -2.379, p < .05).  
The relationship between knowledge-generation and following a team through different media channels (t = 2.930, p 
< .01) as well as word of mouth and following a team through different media channels (t = 3.703, p < .001) was 
significantly positive for male, but not for female fans. The relationship between management cooperation and 
customized & commoditized product use (t = -2.257, p < .05) as well as management cooperation and purchase 
intention (t = -2.527, p < .05) was significantly negative for male, but not for female fans. The relationship between 
prosocial behavior and following a team through different media channels (t = 2.257, p < .05) was significantly positive 
for female, but not for male fans, while the relationship between management cooperation and following a team 
through different media channels (t = -2.930, p < .01) was significantly negative for female, but not for male fans.  

  

5. Conclusion, Contribution and Implication 
We contribute to the sport management literature by providing a broader understanding of the construct of fan 
engagement. Results show some non-transactional engagement behaviors influence transactional engagement 
behaviors. Especially the role of prosocial behavior leading to higher purchase intention and a higher use of 
customized and commoditized products is of strong relevance for sport marketing managers. Based on these results, 
we recommend teams to promote interactions between fans and potential fans as well as between the fans themselves. 
This can take place before, during and after games, on both online platforms and offline opportunities, such as team 
events.  
This research extends work on fan engagement by highlighting the positive and negative relationships between 
different facets of fan engagement The negative relationship between management cooperation and transactional 
reflects the European football clubs context. Many Ultras (i.e., hardcore fans) never wear their team's merchandising 
products because they believe they don’t have to show their love to the club with a shirt or scarf. Instead, they spend 
hours creating banners or flags that convey a social, political, or societal message. Given that sport organizations 
benefit from both types of engagement, a segmented marketing approach is required for fan engagement activities.   
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