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Professional sports have grown exponentially throughout the 20th century even though fan communities largely 
remained limited to a geographic region, mainly North America and Europe. However, with advanced technology 
and a changing global landscape in the 21st century, fan communities are no longer geographically bound. With this 
rapid growth, sport managers need to delve deeper and better understand sport fan communities and operationalize 
how and why individuals identify as members of the sport fan community. Some previous research has found that 
by building a marketing strategy around the markers of a brand community, sport marketers for new sport 
franchises could make the team’s on-field success a secondary focus because fans value the strong sense of 
community the most (Grant, Heere, & Dickson, 2011; Yoshida, Heere, & Gordon, 2015).  
 
 Past research has conceptually assessed sport fan communities and hypothesized antecedents and outcomes of 
membership in a fan community; yet, few empirical examinations of the factors that confirm a sense of membership 
in the community have been conducted. Noticeably, Yoshida, Gordon, James, and Heere (2015) examined 
antecedents of sport fan communities and how those factors influenced fan consumer behaviors. Their conceptual 
paper suggested that three antecedents (brand equity, consumers’ perceptions of team sponsored fan appreciation 
events, and perceived rituals and traditions) would influence the fan’s identification with the fan community which 
results in four specific behaviors: fan community engagement, enhanced product use, member responsibility, and 
positive word of mouth. The researchers suggest the more an individual is engaged in the fan community, the 
greater levels of the mentioned outcomes would occur. Their study addresses the importance of understanding the 
unique behavior outcomes in fan communities and suggests further follow-up investigations, which provides a 
foundation for the current study that aims to operationalize what it means to have a sense of membership in a sport 
fan community. Mastromartino, Zhang, Hollenbeck, Suggs, and Connaughton (2019) conceptualized the factors that 
contribute to a sense of membership in a fan community. Through interviews and qualitative investigations, 
Mastromartino et al (2019) found the themes that confirm one achieving a sense of membership in the fan 
community centered around a sense of collective unity, positivity, inclusiveness, social opportunities, and 
knowledgeable members. However, to fully understand membership in a sport fan community, each concept needs 
to be further explored and examined by conducting in-depth quantitative analyses. Elements of membership in a 
community have been discussed, explored, and even theorized; however, the essential constituents and a scale to 
determine membership in a sport fan community is missing from the literature. 
 
The purpose of this study was to empirically confirm the conceptual framework developed by Mastromartino et al. 
(2019) and formulate a sense of membership in a sport fan community scale that can be used in future studies to 
assess the dimensions of sense of membership in a sport fan community. Specifically, this study sought to confirm 
the following question: How does a sport fan know he/she is part of the fan community and what are the key 
features that confirm sense of membership? This study was built on previous conceptualizations and research 
findings from qualitative inquires and to take one step further and conduct an empirical investigation through 
quantitative procedures. An online survey was administered to those individuals (N = 525) who self-identify as a fan 
and member of the fan community of their favorite NHL team. Survey questions were developed based on the 
items derived by Mastromartino et al. (2019) and reviewed by a panel of five experts in sport marketing. The data 
were split into two halves, one for an exploratory factor analysis (EFA) (N = 263) and the other for a confirmatory 
factor analysis (CFA) (N = 262). Using an eigenvalue equal to or greater than 1.0, the EFA yielded four factors that 
explained 61.37% of the variance. A total of 14 items with a factor loading equal to or greater than.40 were retained 
(Nunnally & Bernstein, 1994). Due to some items loading on different factors than the hypothesized model from 
Mastromartino et al (2019), “Collective Unity” and “Positivity” were put under one factor, “Emotional Support” in 
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order to better suit the factor loadings that were yielded in the EFA. The second half of the data was utilized for a 
confirmatory factor analysis (CFA) in an effort to investigate the model established at the stage of EFA. The latest 
version of AMOS software was used to examine the maximum likelihood estimation and goodness of fit indices. 
The four-factor model with 14 items fit the data moderately well. Fit indices showed a marginally acceptable fit, such 
as the normed chi-square (x2/df = 2.517), was below the recommended cut off value of 3.0 (Bollen, 1989) and 
according to guidelines Hu and Bentler (1999), the RMSEA value indicated an acceptable fit (REMSEA = .076). 
However, the CFI value of .88 was below the recommended cut off value of below .90 (Hu & Bentler, 1999). To 
seek for a better fit for the data, the model required slight re-specifications (Tabachnick & Fidell, 2001). After 
considering statistical and conceptual soundness, a decision was made to drop four items that had similar wording to 
items that yielded higher loading scores. After dropping four redundant items, a new EFA was conducted on the 
first data set, which yielded a three factor model explaining 60.81% of the variance. With this new three-factor 
model containing 10 items, the CFA was re-conducted on the second data set; this time, the CFA yielded much 
better fit for the data. The normed chi-square was lower (x2/df =2.43), the RMSEA value improved (.074), and the 
CFI was above the .90 cut off at .92. When compared to the overall goodness of the fit of the original four factor 
model, this new three-factor model with 10 items improved considerably, overall indicating an acceptable 
measurement model. As well, AVE and reliability measures were deemed acceptable (Fornell & Larcker, 1981; 
Kline, 2005; Nunnally & Berstein, 1994). The three factors deemed important in achieving a sense of membership in 
a sport fan community were labeled Inclusivity, Support, and Social Opportunities. 
 
Before this study, no instrument was available to measure factors representing membership in a sport fan 
community. This study furthers sport management theories in that it builds off of previous conceptual works 
(Mastromartino et al., 2019; Yoshida, Gordon, Heere, & James, 2015; Yoshida, Gordon, James & Heere, 2015) and 
provides an initial empirical examination of factors that confirm a sense of membership in a sport fan community. 
Practically speaking, this scale allows sport practitioners to examine their fan community and identify areas in which 
they can make an improvement, leading to larger fan communities and greater revenues.  
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