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The NFL’s reliance on television contracts means fans across the country are valuable, not just the local fans that 
live near their favorite team (Collins, Heere, Shapiro, Ridinger, & Wear, 2016). Sport leagues in the United States 
have made it exponentially easier to follow any team, regardless of geographic constraints through various streaming 
services. But, as we know there’s much more to fandom than simply watching one’s favorite team. Local fans are 
motivated to attend and connect with various aspects of their favorite team and from these connections receive 
numerous benefits including improved well-being and increased identification (Wann, 2006). It’s been suggested that 
out-of-market fans may be allowed to feel these same benefits when surrounded by like-minded fans (Wann, Polk, 
& Franz, 2011). Sport fan clubs create a communal area for out-of-market fans to connect with other fellow fans, 
that recreate a sense of being in their favorite team’s hometown (Kraszewski, 2008). Scholars agree that sport 
consumption is improved when around like-minded fans, but little is known about what attracts these fans to an 
out-of-market fan club.  
 
Sport management scholars have gone to great lengths to understand the local fans. Much of this research has 
examined the motivations and points of attachment these fans have and how they impact attendance to their 
favorite team’s games. Scholars have found that fans are motivated by entertainment, skill, and drama for 
nonrevenue college sports (James & Ross, 2004). Entertainment, eustress, and group affiliation were the most 
impactful motivations across all college sport fans in another study (Wann, Grieve, Zapalac, & Pease, 2008). When 
examining points of attachment, scholars have found numerous attachments to impact local fans including player, 
coach, community, university, level of sport, the sport itself, and the team (Robinson & Trail, 2005). Additionally, 
another influential point of attachment called fan community attachment was found to be extremely influential on 
actual attendance behavior (Yoshida, Gordon, Heere, & James, 2015). As the purpose of this study was to 
understand the motivations and points of attachment of fan club members of this specific out-of-market fan club, 
the literature on local fans was of great importance.  
 
A case study approach was utilized for this study, as one Steelers fan club was explored. This fan club was 
established in 1993, has approximately 100 paid members per year, and over 400 fans who subscribe to their 
emailing list. This group is over 500 miles away from Pittsburgh, which makes it an appropriate subject to explore 
out-of-market fans. Through a purposive sampling technique, 14 members were interviewed following a semi-
structured interview prompt. This prompt included a few strict questions and many potential follow up questions 
depending upon the response from the participants (Petty, Thompson, & Stew, 2012). The purpose of these 
interviews was to let themes emerge suggesting the prominent motivations and points of attachment associated with 
this fan club.  
 
The interviews led the authors to two most prevalent motivations, which were social interaction and escape. 
Participants stated that they most enjoyed the way the fan club allowed them to interact with like-minded fans and 
break up their daily routine. This was very similar to local fan research, as scholars have suggested social interaction 
and escape to be strong motivators in gameday attendance (Trail, Robinson, Dick, & Gillentine, 2003). As for points 
of attachment, connection to the community of Pittsburgh (for fans who were connected to the city) and fan 
community attachment were the two most prominent. These club members stated that they felt like it brought them 
back to home and connected them to the city of Pittsburgh. Additionally, the fan club became an extended family 
and the fan community attachment was incredibly powerful for participants in this group. Which aligns with the 
discovery by Yoshida et al. (2015) regarding the importance of fan community attachment as it relates to fan 
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behavior. The themes regarding the motivations and points of attachment for this fan club have many practical 
implications and should aid scholars for future research.  
 
As there is minimal understanding regarding out-of-market fans, this study serves as an initial step in understanding 
the inner workings of this fan base. As this segment of fan is of the upmost importance, it’s pivotal that teams and 
leagues begin to understand them. Our results aligned with the suggestion by Collins et al. (2016) that these fan 
clubs may improve the fans’ team identity, as the main connections revolved around the other fans and feelings of 
Pittsburgh. If this is the case, teams may want to consider advocating and partnering with fan clubs, especially in 
large cities where there are like a great deal of fans for popular teams. Out-of-market fan clubs are all over the 
country and if teams partnered with them, and offered memorabilia for raffles or other incentives to join, these fans 
would be exposed to like-minded fans and could become attached to the fan club. Future research should consider 
these findings and apply them to other fan groups or ideally to a larger population of out-of-market fans across the 
states and eventually globe. Understanding the out-of-market fan base is vitally important as they impact television 
deals and even a segment of fan attendance (Collins et al., 2016; Mills, Salaga, & Tainsky, 2016). This case study is an 
initial step towards an understanding of out-of-market fan similar to the understanding sport scholars have of the 
local fan. 
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