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Though sport fans consider themselves distinct ambassadors of their favorite teams, individual consumers are 
actually embedded in networks of brand devotees (Katz, Ward, & Heere, In Press). Whether fans are cognizant of 
the network effects dictating much of their attitudinal formation and behavioral outcomes or not, individual-level 
outcomes are affected by social environment and social structure (Robins, 2015). In fact, the realities of social action 
are more appropriately conceptualized as interdependent than independent (Wasserman & Faust, 1994). The 
behavior of sports fans reflects this fundamental assumption of network science – relationships and structures 
matter. A fan’s relationships with others fans, as well as non-fans, creates a complex web of interpersonal 
relationships that greatly dictate how individuals think, feel, and behave.  
 
Within sport marketing, in the last five years scholars have demonstrated across a variety of sporting contexts the 
salience of relational and structural variables in explaining sport fan behavior (Hedlund, 2015; Katz & Heere, 2015; 
Lock & Funk, 2015; Yoshida, Heere, & Gordon, 2015). In an aggregate sense, the main takeaway is a consumer’s 
relationships with other consumers greatly impacts their own attitudes and behaviors. For Yoshida et al. (2015), “fan 
commitment attachment” was the only significant predictor of future attendance among Japanese soccer fans. Katz 
et al. (In Press) found the size of one’s attendance network explained more variance in past behavior that more 
traditional sport fan measures like team identification. Across these studies, the salience of fan-to-fan relationships 
has been verified as a primary driver of sport consumer behavior.  
Despite acknowledging that fan relationships influence behavior, we know very little about the composition of fan 
networks. Counting the number of alters (i.e., any actor with whom ego has a tie) with whom a fan socializes during 
sport consumption (Katz et al., In Press), or measuring a fan’s perception of the larger fan community (Yoshida et 
al., 2015) ignores the diverse nature of individuals and relationships. Ego network composition can influence an 
ego’s (i.e., the fan who completed the survey) behaviors, attitudes, and outcomes (Perry, Pescosolido, & Borgatti, 
2018) as not all alters, nor all relationships, are the same. Examining composition encompasses characteristics not 
only of ego, but also of alters. Understanding with whom an individual consumes theoretically provides information 
from a marketing perspective. 
 
Individuals have a tendency to interact with people who are similar to themselves across socially significant 
attributes (McPherson, Smith-Lovin, & Cook, 2001), a phenomenon studied under the network umbrella of ego-
alter similarity (Perry et al., 2018). Networks are homophilous when ego-alter similarity is high and heterophilous 
when ego-alter similar is low. The outcomes associated with the presence (or lack) of homophily are extensive, 
including exacerbating inequality, insulating oneself from outside influence, and identity-affirmation (Perry et al., 
2018). The purpose of our study is to examine the homophilous nature of sport fan consumption networks, 
particularly as levels of homophily relate to other network and attributional characteristics of sport fans (i.e., team 
identification, ego network size).  
 
Examining homophily within ego networks requires multilevel modeling (MLM) since alter-level outcomes violate 
standard regression assumptions of independence (Perry et al., 2018). In this particular MLM ego analysis, we 
collected data from 13 fans of the same college basketball team. Participants were paid a small stipend in exchange 
for completing a preseason baseline survey prior to the first game and the subsequently completing an ego network 
survey following each game of the season. Each participant self-identified as a fan of the team prior to participating 
in the study. Utilizing the name generator approach (Crossley et al., 2015), participants were asked to indicate if they 
“consumed” the game via attending, television, internet streaming, or closely monitoring via social media. If the 
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participant indicated yes, they were then asked to list all the individuals with whom they interacted during the course 
of the game (i.e., alters). The participants were then asked questions about each alter and their relationship with alter, 
in addition to questions about alter-alter relationships. Based on these responses, each game represents an ego 
network and we were able to quantify the attendance and consumption behaviors of each participant based on 
responses.  
 
At the conclusion of the season, the responses were aggregated and reformatted to conduct MLM exploring 
homophily within consumption networks. Using Perry et al. (2018) and Raudenbush and Bryk (2002) as guides, we 
first ran a null model to examine the variance components of gender homophily. Based on the significant chi-square 
statistic and intraclass correlation, nearly 24% of the variability in gender homophily was associated with differences 
between fans and the need for MLM was supported. Next, we created a series of random coefficient models to 
examine the influence of Level-1 and Level-2 variables on ego-alter similarity, producing a significant main effect for 
ego gender (γ10 = -49, t = -6.02, p < .001), whereby ego gender accounted for 5% of variance in gender homophily. 
Specifically, men were more likely to have homophilous networks than women.  
 
To examine the influence of personal and network characteristics, we created a two-level hierarchical linear model 
including Level-2 (i.e., ego) variables Team Identification, Tie Central Tendency, Relationship Classification, 
Density, Attendance, and Total Consumption. Using a mean-as-outcomes model, the following variables produced a 
significant change in gender homophily: Team Identification (t = 4.36**), Relationship Classification (t= -.375**), 
Attendance (t= -5.79***), and Total Consumption (t=5.18**). As an example interpretation, as team identification 
increased gender homophily also increased. Finally, we conducted a deviance test examining the variance between 
the null model (deviance = 199.32) and the test model (deviance = 223.27), which was significant χ2 (4) = 23.96, p 
< .001. The effects of ego characteristics significantly contributed to the amount of variance explained in gender 
homophily and the two-level hierarchical model explained roughly 14% of between ego variance in gender 
homophily.  
 
We are still analyzing the results, but our initial takeaways include such findings as more “friends” in one’s ego 
network relates to lower levels of gender homophily. Moreover, fans with less homophilous networks attend games 
more sporadically and have a loosely connected (rather than dense) ego network. Interestingly, the more games a fan 
consumes online, the more homophilous his or her network tends to be. Though past research suggests 
demographic variables do not account for much variance in fan behavior, our findings indicate the demographic 
composition of one’s fan community provides meaningful insights into how fans consume sport. Further theoretical 
and practical implications will be discussed in the final presentation.  
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