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The overwhelming majority of sport consumer research focuses on sport fans – those who consume sport products. 
This is as it should be, given that understanding current consumers is an important forerunner for improved 
marketing efficiency and effectiveness. There is, however, a case to be made for sport managers to better understand 
those people who currently do not consume sport (Reysen & Branscombe, 2010). A better understanding of non-
fans will allow determination of cohorts of non-fans with the highest probability of becoming a fan in the future, 
and the factors encouraging that conversion. It should also give insight into barriers to sport adoption such as the 
factors that non-fans say discourages them from consuming. Also, it assists in understanding objections of those 
who oppose sport development – government funding of sport, the use of public facilities (e.g., parkland) for sport, 
and the closure of public places for sport events (e.g., celebrations of victories). 
 
The term ‘non-fan’ is used here advisedly. While non-user research is common in other fields. (e.g., Sheldon, 2012), 
the work presented here is a study of people who do not identify themselves ‘fans’ of any professional sport. Some 
of these respondents did not consume any professional sport at all but most were people with little interest in sport 
who were cajoled into consumption through friends, family, children or partners. Market segmentation is the 
process typically undertaken in order to provide better understanding of customers and to provide a balance 
between mass-marketing and complete tailoring of an organizations interactions with stakeholders. By knowing 
more about cohorts that exists within the consumer base, marketers can refine products and design more effective 
promotional efforts. Simple methods such as identifying and comparing heavy and light users or segmenting based 
on geographic proximity to distribution points have proven to be highly effective (Sharp, 2010). More complex 
methods of segmenting markets using combined psychographic, demographic and behavioral data also exist, and 
can provide more strategic insights (e.g., Funk & James, 2001; McDonald et al. 2016). Segmentation is typically 
conducted using a-priori (predetermined) variables based on existing market knowledge or performed post-hoc, where 
segments emerge data analysis of large datasets. This paper presents a segmentation framework of non-fans of 
professional sport. 
 
Method 
 
A sample of 3,496 respondents was drawn from three different commercial online panel providers. The sample was 
constrained to match the Australian population on key demographics provided by the Australian Bureau of Statistics 
(i.e., Age, Gender, International birthplace) and geographic location (state and capital city versus other). As a result, 
the sample is broadly representative of the Australian adult (8 years and older) population as of November 2016. An 
online survey was used to collect data. Respondents were asked a series of questions covering attitudes to sport, 
sport consumption behaviors, general lifestyle and activities, demographics and attitudinal measures including team 
and sport identification. A ‘propensity to consume’ measure was developed using an index of key variables in the 
analysis phase. 
  
Study context and method 
 
The study required a focal point brand, and the Australian Football League (AFL) was chosen. The AFL is 
Australia’s largest professional sport code, but operates in a highly competitive market with eight other professional 
codes existing. An a-priori method of segmentation was combined with a posterior analytic process to produce the 
final segments.  Four key questions were used to produce the a-priori segments: Category interest (do you consider 
yourself to be a fan of any professional sports?), Brand Awareness (are you aware of the AFL?), Brand Interest (do 
you consider yourself a fan of the AFL?) and Brand Use (Have you watched a game live/watched on TV in the last 
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12 months?). K-means cluster analysis was also used to produce data driven segments from the respondents. There 
was consistency between the a-priori and post hoc analysis, and senior AFL managers were consulted to clarify the 
most sensible segmentation framework.  
 
Findings  
 
The analysis revealed 47% of the population self-identified as a ‘fan’. Of the 53% of adults who did not, five key 
segments resulted. Two of these are sport fan groups who prefer other codes (labelled “Rival Coders” and “Informed 
Rejecters”), and three are segments of non-fans of professional sport (“Connected”, “Dabblers” and “Haters”). These 
segments differ in terms of demographics, lifestyle, interest in sport, knowledge of AFL and propensity to adopt. An 
example summary of one segment, the “Haters” is given below: 
 
Haters don’t like sport, and although aware of AFL, neither like it or consume it. More than 70% female, this 
segment also contains the highest proportion of migrants (from various county origins).  They have reasonable 
leisure time, but low pay TV adoption and very low connections to AFL through family or friends. 95% of this 
segment have not engaged in any AFL activities, and their attitudes to AFL are negative. Heavily based in the 
northern States of Australia, they are older Australians with lower incomes. Only 3% of this group has watched AFL 
on television, and their average rating on a fandom scale was 0.2/7. The major barrier to consuming AFL is a lack of 
interest and understanding of the game and they do not respond favorably to any of the marketing activities 
presented to them (e.g., free tickets, competitions). Their leisure time is spent on cultural pursuits and home-based 
activities such as gardening or reading. Their propensity to adopt AFL is rated at 2/100.  
 
Discussion 
 
There are distinct cohorts amongst the broad group of ‘non-fans’, and they differ in demographic, behavioural and 
attitudinal characteristics. Importantly, they vary in terms of the strength of their dislike for sport (both in general 
and in relation to specific sports) and in their propensity to adopt sport in future. Understanding this, and the 
marketing tactics that are likely to be most effective in converting them to fans, provides guidance to managers 
engaged in establishing fan acquisition programs. 
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