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ABSTRACT 

This thesis explores the significance of ñfan-to-fan videosò as a new form 

of sports media. Some of the sports fans in the U.S. filmed each other and asked 

corporate social media accounts to upload the videos on social media for them. This 

thesis calls this type of video ñfan-to-fan videosò. This thesis attempts to succeed 

Earnheardt et al. 's (2012) research, and update McPhailôs (1991), Gantz et al.ôs (2012), 

and MacIntosh et al.ôs (2017) findings. This thesis uses Social Identity Theory (Tajfel & 

Turner, 1986) to discuss intergroup relations. This thesis used Owenôs (1984) thematic 

analysis to extract the themes from the visual and auditory elements of 115 ñfan-to-fan 

videosò on Instagram and TikTok. The results found three themes of ócommitmentô, 

óinsultô, and óinclusionô from the elements of ñfan-to-fan videosò which are emojis, 

hashtags, fan reaction, and jerseys/hats. The findings of the thesis contribute to the sports 

media research by introducing the term "fan-to-fan video" to describe videos where one 

fan films other fans; a phenomenon previously unnamed, and by suggesting a framework 

to analyze and interpret fans' new activities on social media.  
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CHAPTER 1 

INTRODUCTION  

Earnheardt et al. (2012) found the lack of research in the "study of mediated 

sports" surprising and "striking" because they believed that it's "hard to find a media fare 

more popular with U.S. audiences than sports" (p.2). Thus, continuous research on the 

relationship between sports and mediated communication was necessary to determine its 

implications and its potential to change the social dimension that shapes U.S. society in 

2024, which relies heavily on mediated communication. This thesis intends to explore the 

significance of fan-to-fan videos as a new form of sports media. 

Sports broadcasts have evolved tremendously since the first one aired in April 

1921, a boxing match via KDKA radio in Pittsburgh (Tandon, 2022). From radio to flat 

screens, to handheld devices, and now through VR (virtual reality) headsets, sports 

broadcasts have brought sports fans closer than ever in real-time without requiring them 

to be physically present at an arena or stadium. Additionally, although itôs not necessarily 

real-time ï therefore itôs slightly different from live sports broadcasting ï social media 

accounts of sports channels and fan accounts rapidly post what just happened. Major 

social media platforms, including Instagram, Facebook, Snapchat, and X (formerly 

known as Twitter), have empowered not just corporate organizations but also individuals, 

especially those in the arena/stadium who can post their reactions for millions to see. 

Anyone can play the role of a broadcaster with a smartphone, and the rapid sharing of 

photos and videos on social media allows anyone to access information on what 

happened without physically having to be at the game. 
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The Growth of Fan Contributions in Sports Media Through Social Media 

The fansô contribution to sports media as content creators and sharers, rather than 

just receivers, has introduced a new paradigm for viewers in the ways to consume sports 

media created by the fans, particularly on visual-based social media like Instagram and 

TikTok where users cannot post text alone; they must include photos or videos, unlike 

Facebook where text-only posts are allowed. The new paradigm that visual-based social 

media has gained popularity is evident in the disparity in the number of followers on 

some of the sports media accounts, such as Barstool Sports, which has 15.4 million 

followers on Instagram (Barstool Sports, n.d.-b) but only 6 million on Facebook 

(Barstool Sports, n.d.-a). The videos taken by the fans feature other fans set in various 

sports-related places, including, but not limited to: Bars, clubs, households (someoneôs 

house), stadiums, or arenas. These videos are submitted and shared through social media 

accounts with a considerable amount of followers such as Barstool Sports (Barstool 

Sports, n.d.-b), SportsCenter (38.5M followers on Instagram) (SportsCenter, n.d.), its 

branch account Barstool Philly (483K followers on Instagram) (Barstool Philly, n.d.), and 

Pardon My Take (958K followers on Instagram) (Pardon My Take, n.d.).  

The videos from these social media accounts that featured fans and were filmed by 

the fans offer a clear distinction from what the sports broadcasts on TV or streaming 

channels have shown: 

a. They are generated by the fans, not a broadcasting company 

b. They feature the fans around the content creator instead of the athletes playing on 

the field 
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c. They are presumably not staged because the fans that were being filmed often 

donôt recognize the presence of the camera 

Currently, there is no official terminology to refer to these videos. Because they feature 

fans by the will of the other fans, ófan-to-fan videoô is the tentative term to call them for 

the purpose of this thesis. (see Figure 1.1) 

 

Figure 1.1. Fan-to-fan video 1. A screenshotted example of a fan-to-fan video on Instagram with the 

caption ñPatriots Fans brought the bags out ò.  The subjects are wearing paper bags to express their 

frustration with their favorite football team, the New England Patriots (Pardon My Take, 2023). 

https://www.instagram.com/reel/C0HuY54JBli/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZ

A== 

The spread of fan-to-fan videos is an interesting trend to look at because the 

content creator is not from a recognizable broadcasting company like ESPN but is a fan. 

The fans donôt carry expensive and heavy cameras (those that are used in TV broadcasts) 

around the stadium, and therefore, we can assume that fan-to-fan videos are filmed using 

smartphones. This is significant because while ESPN owns expensive camera equipment 

https://www.instagram.com/reel/C0HuY54JBli/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/C0HuY54JBli/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
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and professionally trains camera operators, their social media accounts chose to post the 

footage taken by the fans, who are presumably less skilled. 

Fan-to-fan videos posted on corporate social media accounts (also known as 

accounts with a considerable number of followers) like ñpardonmytakeò in Figure 1.1 

arenôt their original content. To honor the creators of each video, the admin of the above 

accounts often writes ñviaò or includes camera emojis, such as ΅`ῲῳῴῶ  or ◄◊○◌●◐◑ , followed by 

the username of the filmer starting with @. To encourage similar submissions, Barstool 

Philly, on Instagram, writes, ñDM content to be featuredò in their profile description 

(Barstool Philly, n.d.).  

Not only to convey objects such as a camera, emojis, used in many videos, are 

ñsmall digital picture[s] or pictorial symbol[s] that [represent] a thing, feeling, concept, 

etc.ò (Dictionary.com, n.d.). In Figure 1.1, ñò was used to express an emotion. 

According to Emojipedia,  ñMay convey inconsolable grief but also other intense 

feelings, such as uncontrollable laughter, pride or overwhelming joyò (emojipedia, n.d.-

d). The use of emojis isnôt the sole characteristic of fan-to-fan videos, as many other 

sports-related and non-sports-related social media posts widely use emojis. However, itôs 

essential to focus on how they are used in fan-to-fan videos. Namely, itôs unclear whether 

the emoji used in Figure 1.1 was written by the fan who submitted the video or by the 

admin of the social media account manually adding one. Itôs possible that some fan-to-

fan videos were created in a combined effort of the fan and the admin, which is an 

unprecedented form of media production where the fans ócontributeô to the media instead 

of being mere receivers. 
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The video labeled as Figure 1.1 gained 24,877 likes and 288 comments as of 

March 3rd, 2024. Not only has this fan-to-fan video gotten attention, I was able to collect 

115 videos (65 from Instagram, 50 from TikTok), including Figure 1.1, that were posted 

in the past three years to make a case that the fan-to-fan videos are currently contributing 

to the growth of sports media (The samples, including how they were collected and how 

they was analyzed will be further explained in óChapter 4. Methodsô). The growth in the 

creation and spread of fan-to-fan videos is crucial to analyze, compare, and contrast with 

other types of sports media, such as TV, streaming channels, radio, online newspapers, 

and fan community websites, because the fan-to-fan videos direct heavy traffic and 

interactions. The previous ways (although many of them are well-active today) in which 

the fans became the content creators were analyzed by Earnheardt et al. (2012), where the 

fans became the "sharers and sports content creators" (p.4) in addition to the ñtraditional 

roles of consumers/receivers of sportsò (p.4) such as writing comments on online 

newspapers and creating an online community website. Nevertheless, the large number of 

115 collected fan-to-fan videos emphasizes that fan-to-fan videos are influencing todayôs 

sports media, especially because the total number of fan-to-fan videos posted on social 

media is uncountable, making it far more than 115. 

Why Fan-to-Fan Videos Grew in the U.S. 

As this thesis concerns fan-to-fan videos made and shared for the U.S. audience 

(although the videos can be accessed practically anywhere in the world), it was 

interesting to note that fan-to-fan videos might not be a popular method of sharing oneôs 

surroundings at sports stadiums/arenas in other countries. Noting this will help in limiting 
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the found characteristics of fan-to-fan videos within the U.S. sports culture, helping to set 

the boundary of the research.  

For example, a case found in Germany suggested that their law and culture 

regarding filming individuals require more consent compared to the U.S. The FC Bayern 

München AG, known as the FCB in the German professional soccer league, known as the 

Bundesliga stated in ñFCB data protection informationò under ñGeneral ticket terms and 

conditionsò (FC Bayern M¿nchen AG, n.d.), that ñIf in individual cases the consent of 

pictured visitors is requiredé the FCB will provide specific information and obtain the 

consent in advanceò (ñData,ò n.d., p. 3). This could be interpreted as consent is required 

from FCB for a fan who enters the property of FCB to film another fan(s). Meanwhile, 

the U.S. version of Ticketmasterôs ñPurchase Policyò (Ticketmaster, 2021) legally allows 

the making of fan-to-fan videos without raising concerns about oneôs privacy and related 

lawsuits.  

While there are a variety of online platforms to purchase resale tickets (legal 

online ticket buy/sell platform between fans) in the U.S., Ticketmaster is one of the most 

influential ticket resale platforms, with $11.5 billion in revenue in 2019 (Daniel, 2023). 

Therefore, the thesis will use Ticketmaster as the primary example of a U.S. ticket 

marketplace when referring to the sports ticketsô terms and conditions within the U.S. 

According to Ticketmasterôs ñ19. Recording, Transmission and Exhibitionò under 

ñPurchase Policyò, each fan may be exposed on broadcasts and the arena jumbotrons and 

that they ñagree that the event for which you purchase tickets is a public event, that your 

appearance and actions inside and outside the venue where the event occurs are public in 

nature, and that you have no expectation of privacy with regard to your actions or 
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conduct at the eventò (Ticketmaster, 2021). Although itôs unclear how strict Ticketmaster 

enforces the rules at various venues, this brings out a perspective that no attendee should 

expect that their right not to be filmed is protected.  

As mentioned earlier, FCBôs ñGeneral ticket terms and conditionsò (FC Bayern 

München AG, n.d.), on the other hand, noted that consent is required for individual 

filmings. FCB still acknowledged that the fans may appear in the broadcasting footage by 

writing that they, and whom they authorized such as the press can ñsubmit public reports 

to independently take picture and sound recordings which can show the ticket holder as a 

spectator of the event in questionò (FC Bayern M¿nchen AG, n.d., p. 4). However, FCB 

didnôt specify whether the term applies in or outside the venue while Ticketmaster 

explicitly stated that the events occurring in and outside the venue ñare public in natureò 

(Ticketmaster, 2021). FCBôs decision to not set a boundary on which part of their 

property is considered ópublicô implies that the individual recordings that are not from an 

authorized association such as the press require consent. 

Why Fan-to-Fan Videos are Relevant and Important 

As a tremendous amount of public interest goes toward sports media, fan-to-fan 

videos deserve to be analyzed.  Sports media, as one of the most popular genres of 

mediated communication as the average viewership of the 23-24 NFL regular season 

games reached 17.9 million (Reedy et al. 2024), sports media deserves an equal amount 

of attention on the scholarly field as the other types of mass media. Earnheardt et al. 

(2012) have voiced their concern about the lack of numbers in research related to sports 

media (what Earnheardt et al. called ñmediated sportsò) and found it ñstrikingò, especially 

because they thought itôs not because it isnôt worth studying. They took soap opera as an 
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example that the scholars studied the audience's interest despite the criticism over ñits 

content and entertainment valueò. Earnheardt et al. added, ñGiven the centrality of 

mediated sports in the lives of generations of audiences, coupled with its fundamental 

role in providing content for each new electronic medium that has emerged, sports 

probably has been one of the most deserving media genres for scholarly attention.ò (p. 3) 

As such, the creation and the sharing of fan-to-fan videos may not have been possible or 

reached the apparent popularity without the emergence of smartphones and social media 

as what Earnheardt et al. would call ñnew electronic mediumò (p. 3).  

Studying such emergence benefits not only the sports fans to understand how their 

consumption and contribution of sports media shapes themselves, but also their sports 

fandom and the rest of the fandoms around them. For the fans, Earnheardt et al. 

emphasized that the study of mediated sports would help to understand ñhow their active 

involvement with mediated sports is shaping not only their own experiences but also the 

experiences of those within their social networks with whom they interact about sportsò 

(p. 4), in other words, what they called a ñdisseminationò. (p. 4) This thesis seeks to 

discover the themes extracted from the fan-to-fan videos, from the perspective of the 

fansô social identity who created, who appeared, and who commented on fan-to-fan 

videos. 

Sports fans, their culture, and their fandom impact society as a whole. When an 

NFL team wins the Super Bowl, their hometown team holds a victory parade that 

swamps the whole city. Similar to a Super Bowl parade, fan-to-fan videos are also visible 

for millions to see in the virtual, online setting, and they donôt limit their visibility to only 

sports fans. Studying the dissemination of mediated sports on the newly emerged media 
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like fan-to-fan videos and the following responses such as the number of likes and what 

was written in the comment section illuminates how the fans contribute to mediated 

sports for millions to see and how it may affect the shaping of thought process and 

reaction among sports fans, and the rest of society as a whole.  

This chapter examined the current state of sports media, the growth and fan 

contribution in sports media through social media, why fan-to-fan videos grew in the 

U.S., and why fan-to-fan videos are relevant and important. Fan-to-fan videos deserve 

analysis because the fansô contribution to mediated sports shapes not only their own 

experiences but also those of others within the social networks, and sports on which itôs 

based, impact everyone one way or another, whether they like to watch sports or not.  

Summary of Each Chapter 

Finally, below is a summary of whatôs included and described in each chapter. 

Literature Review summarizes scholarly literature that inspired the author to 

write the thesis about sports fandom. One of them includes the Social Identity Theory 

thatôs been found in many literature to analyze sports media and sports fandom. The 

chapter also describes what the author is hoping to succeed and improve on the found 

research. Research Questions examines what was lacking/outdated in the sources 

analyzed in Literature Review, explains how the definition of ñfan-to-fan videoò is a 

work in progress, and explains research questions. Methods explain Owenôs (1984) 

thematic analysis: Recurrence, Repetition, and Forcefulness. The chapter also presents 

how the fan-to-fan video samples were collected. Analysis analyzes fan-to-fan videos 

using Owenôs thematic analysis in an attempt to draw answers to Research Questions 1, 

2, and 3. Finally, Conclusion explains how to make sense of the overall findings, how it 
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contributed to the field of sports media, addresses the strengths and limitations of the 

study, and future research suggestions. 
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CHAPTER 2 

LITERATURE REVIEW  

Because fan-to-fan videos are a relatively new concept in sports media, there isn't 

an existing research paper specific to the phenomenon of fans filming other fans. There is 

also limited research done that has sports fandom, social identity, and social media 

combined within a single piece of literature/journal. Building on previous research, this 

thesis uses Social Identity Theory as a guide to connect sports fan's behavior to the 

formation of their social identity through social media. While there is literature that 

discusses the relationship between identity formation and social media, a number of 

scholars have considered identity formation driven by social media activity through the 

concepts of ñvirtual identityò (Gunduz, 2017, p. 85), ñonline personaò (Stokes & Price, 

2017, p. 159), and ñyoung peopleôs self-presentationò (Jeyanthi, 2022, p. 138). These 

approaches are less relevant to this study and will therefore be excluded. Those who film 

and share fan-to-fan videos arenôt looking to build a separate online identity, but they are 

reflecting the same identity that they have as fans of a sports team in real life.  

In addition to reviewing theoretically-oriented and thematically-oriented 

literature, itôs also important to review the methodological literature to find 

characteristics of fan-to-fan videos. Owenôs (1984) thematic analysis was chosen to 

extract the themes based on the characteristics. This chapter explains the foundational 

concept of Owenôs (1984) thematic analysis before extracting the themes in Chapter 5. 

Analysis. 

Sports Fansô Intergroup Relations 
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When choosing a favorite team, sports fans in the U.S. have a great amount of 

options. The four ñmajor professionalò North American sports leagues that consist of 

mostly, or all of the teams that are located in the U.S., are the National Football League 

(NFL), the Major League Baseball (MLB), the National Basketball Association (NBA), 

and the National Hockey League (NHL) (Seton Hall University, n.d.). Not including the 

collegiate and amateur teams into the account, the total number of teams combined is 

124. The fans choose to root for a team based on numerous reasons, such as the fanôs 

hometown being the teamôs location, their family roots for the team, and/or because they 

simply like the logo of the team. Or, they say that they like the logo of the team but there 

may be a reason behind why they like the teamôs logo. Hirshon (2020) described all of 

the reasons that people have when choosing a favorite sports team as what is ñrooted in 

memberships in various social groups: family circles of friends and peers, and the 

geographic communityò (p. 176).  

The act of a group of fans gathering together, whether physically or remotely 

using social media or community websites such as Reddit, to root for a sports team can 

be considered an intergroup relation. No matter which team they root for, sports fans 

have always shared a common goal: the desire to see their team win. It could be on a 

single game, multiple games, or a championship trophy at the end of a season. A common 

goal leads to the individuals within a group performing a common behavior. 

One of the key components in an intergroup relation is ñin-groupò and ñout-

groupò. Tajfel and Turner (1986) defined ñgroupò as ña collection of individuals who 

perceive themselves to be members of the same social categoryò (p. 283). The sports fans 

who are involved in fan-to-fan videos perceive themselves as sports fans. However, they 
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are also separated into several different social categories even within sports, such as 

being a fan of a sports team. The distinction between 'in-group' and 'out-group' depends 

on an individual's identification with a group. The in-group and out-group concept was 

made to make comparisons between a group that an individual is in and the groups that 

they are not. Within that sports team, the rest of the fandom in the same sports team is 

considered in-group, while the rest of the sports fandom who root for different teams is 

considered out-group. However, when the game begins, the out-group becomes solely the 

opponent team. 

Those who film fan-to-fan videos often film fans of other sports teams for the 

purpose of either phrasing or making fun of them (examples are in Appendix C and D). 

Whatever the case may be, the descriptions of intergroup relations suggest that the 

filming and sharing of fan-to-fan videos could be to make comparisons between the 

fandoms.  

Social Identity Theory 

Phua (2010, p. 192) claimed that ñsports fandom presents an excellent context for 

the study of intergroup relationshipsò.  One of the most popular ways to further examine 

intergroup relations is to utilize Social Identity Theory (Tajfel, 1982; Tajfel & Turner, 

1986). Social Identity Theory argues that an individual defines and develops their identity 

based on their membership in a group. Social Identity Theory presumes two ñextremeò 

sides of social behavior; one being two or more individuals having an ñinterpersonal 

relationshipò and ñindividual characteristicsò regardless of any social group to which they 

belong, and the other being the opposite; the two or more individuals, or groups of 

individuals having ñintergroup relationsò (Tajfel & Turner, 1986, p.277). Tajfel and 
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Turner (1986) said ñit is probable that pure forms of this extreme are found only 

infrequently in real social situationsò. (p.277) 

While it may seem like an individual act, the filming and sharing of fan-to-fan 

videos can be considered intergroup relations because each fan is involved in their 

respective sports teamôs fandom. Those who watch fan-to-fan videos also seem to 

understand the fans featured in the videos as a representation of the entire fanbase in 

which they are involved (how the fans reacted to some of the fan-to-fan videos using the 

comment section will be discussed further in Chapter 5: Analysis). 

Hirshon (2020) examined the connection between sports fandom research related 

to sports media, including social media, and Social Identity Theory. Hirshon focused on 

the terms ñBIRGing,ò or ñbasking in reflected glory,ò where the fans associate their 

favorite teamôs victory as if itôs their own achievement, and ñCORFing,ò or ñcutting off 

reflected failure,ò where the fans feel, express frustration after their favorite team loses, 

and attempt to defend themselves from the emotional impact. As mentioned earlier, 

Social Identity Theory argues that individuals shape their social identity based on their 

group membership, and the fans ñcommunicate differently depending on whether they 

view others as ingroups or outgroupsò (Hirshon, 2020, p. 174). The diverse attitudes 

towards the fans found within fan-to-fan videos (Appendix C and D) suggest that those 

who make fan-to-fan videos can be fans from the same fandom or from different ones. 

When studying sports fandom, itôs important to understand BIRGing and 

CORFing in the light of Social Identity Theory because their relatability is ñreadily 

apparentò (Hirshon, 2020). They are ñdriven by the desire to maintain a positive self 

identityò (Wann & Branscombe, 1990, p. 111). The fans wear apparel of their favorite 



 

 

 

15 

team such as jerseys and hats to óhopefullyô express the positive identity associated with 

the team. However, there were many comments found on fan-to-fan videos (Appendix A 

and B) that the other fans expressed negative, and sometimes hateful comments merely 

because the fan featured in the fan-to-fan video is wearing a jersey of a poorly 

performing team. This further suggests that through Social Identity Theory, we can 

strengthen the argument that fan-to-fan videos likely increase positive self-identity (of the 

makers, the people in the videos, and the commenters) in relation to their favorite teamôs 

reputation (ex. How good or bad they perform in the game and their respective league). 

The differentiation of fandoms and rooting for different sports teams is to ñachieve 

superiorityò over the fans of the other sports teams, which makes it ñessentially 

competitiveò (Tajfel & Turner, 1986, p. 284). Hirshon (2020) suggests that ñEach fan 

base appeared to be portraying its team in ways that would result in the least damage to 

the fansô social identitiesò (p. 176). 

Additionally, social media takes a role as part of sports media to unify fan 

behavior, particularly in gathering the in-group members together and separating the out-

group members. One of the examples Hirshon (2020) provided was the MLBôs New 

York Mets fans and the New York Yankees fans forming their respective fandom on 

social media to ñcriticizeò each other (p. 179). According to Hirshon (2020), fans 

ñproduceò content on social media ñthat come to define the fan base at largeò. (p. 179) 

Defining another fandom through limited resources on social media is an excellent 

example of the principles of Social Identity Theory, as ñthe emergence of fan-produced 

media has further muddied the distinction between rooting and reportingò (Hirshon, 
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2020, p. 181), and ñturn away from purportedly neutral coverage represents a shift in 

what highly identified fans wantò. (Hirshon, 2020, p. 181) 

Sports Fandom and the Fan Behavior 

According to Jenkins (2017, p.65), todayôs ófanô is described as ñanyone who 

clicks a like button on social mediaò. The following sections, ñSports Fandom and the 

Fan Behaviorò and ñSports Fans on Social Mediaò examine sports fans within the context 

of their unified behavior and their behavior on social media.  

Fan-to-fan videos are one of the many tools to analyze sports fansô behavior. As 

sports is a ñnear universal and nonthreathening conversation topicò (Wenner & Gantz, 

1989, p. 242), and sports spectatorship is ñone of Americaôs favorite pastimesò (Phua, 

2010, p. 190) that nearly anyone could converse about, sports fan behavior is often 

conducted in a unified fashion to express gratitude or disgrace toward a team, an athlete, 

or fellow fans. Lewis (2007) analyzed the ñsports riotò as an example of the fans 

expressing disappointment and anger. Lewis defined a sports riot as a unified fan 

behavior that involves ñvandalism, throwing missiles, rushing the field or court, 

committing arson, and/or fightingïcommitted by five or more individuals in a crowd of at 

least one hundred people associated with a formally organized sporting eventò (p. 7). 

Focusing on Lewisô definition, itôs clear that such a riot canôt happen without a 

substantial amount of people gathered in one place at the same time. Sporting events are, 

in fact, designed for mass gatherings. Lewis added, ñsporting events remain one of the 

prime reasons for groups to gather in the United States (from professional football down 

to local community softball games)ò (p. 7) and there has been an increase in attendance at 

those events in the United States since 1960. Based on Lewisô findings, one could build a 
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theory that sports fans like to, and at times óhave to,ô gather in numbers to watch live 

sporting events in person, as there are no sports arenas that only accommodate one 

person.  

As many existing fan-to-fan videos were filmed inside massive sports stadiums or 

arenas, one of the characteristics of sports fans could be that they love to gather to cheer 

for, or in the case of a riot, express anger towards their favorite team. Lewis (2007) 

recognized the tendency of sports fans to gather, referencing McPhail's (1991) study on 

collective crowd behavior. McPhail argued that a gathering leads to a unified behavior 

and proposed thirty-four categories of behavior that can describe any crowd (See Figure 

2.1).  

 

Figure 2.1. McPhailôs (1991) ñSome Elementary Forms of Collective Behavior-in-Commonò. 
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Divided into seven different categories, Figure 2.1 shows what McPhail 

categorized as the collective crowd behaviors. Notably, many of the behaviors in Figure 

2.1 like ñchantingò can also be found in numerous fan-to-fan videos (Appendix A, B, C, 

and D). 

Although ñchantingò was the chosen example because itôs evidently the center of 

attention in Figure 2.1, McPhail argued that the collective behaviors in Figure 2.1 rarely 

happen by themself, but in combination. In short, despite being a relatively newer form of 

sports media, one could find an example of a fan-to-fan video that matches the studied 

characteristics of crowd gatherings, such as those listed in Figure 2.1. Itôs speculated that 

one could also find the Repetition of the match throughout the remaining examples of 

fan-to-fan videos introduced in this thesis for not only ñchantingò but also other 

categories.  

Continuously matching Figure 2.1 and the fan-to-fan videos would solidify fan-

to-fan videos as an extended, newly introduced format of expressing unified fan behavior 

and might give McPhailôs 1991 version of ñSome Elementary Forms of Collective 

Behavior-in-Commonò an update by adding ófan-to-fan videoingô to one of the 

categories. Furthermore, as Figure 2.1 only considers what can be performed in-person, 

what can only be performed in an online environment, such as ólikingô, ócommentingô, 

and ósharingô could also be added. Which one of the seven large categories should fit or 

should another category be created could be up for debate. However, updating Figure 2.1 

could bring up a new theory that despite the fact that it might seem to be an individual 

action, filming and sharing fan-to-fan videos and what was filmed in these videos could 

be, in fact, collective. The theory would not assume anything about what individual 
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thought process a filmer went through before filming a fan-to-fan video, as different 

methods such as personal interviews or surveys should be conducted to find out, but the 

fan-to-fan videos found across Instagram and TikTok could strengthen the argument that 

itôs not a one person behavior.  

More on fan-to-fan videos, the creation and the spread of fan-to-fan videos didnôt 

miraculously occur. Studying fan-to-fan videos is significant because sports impact many 

people who are engaged in sports, known as those who are involved in ósports fandomô.  

As ñthe multitude of fans attending sporting events suggests that this activity is a driving 

force in the lives of many peopleò (Wann, 2022, p. 21), and as fan-to-fan videos are 

filmed at the site of a sporting event or other places where you could watch televised 

sports such as bars or households, itôs important to understand how and why sports 

attracts a considerable amount of public attention. For example, Optimal Distinctiveness 

Theory argues that individuals strive for inclusion and differentiation among groups at 

the same time (Brewer, 1991). Wann (2022), who used this theory, brought an example 

of a Boston Red Sox fan living in New York City. Being a Red Sox fan would make 

someone a minority in the city, where many baseball fans are New York Yankees or Mets 

fans. However, it would make him inclusive to the Red Sox fandom. As a sports league 

such as Major League Baseball (or MLB), where the Red Sox, the Yankees, and the Mets 

are part of is divided into teams, being involved in a sports fandom is adequate for 

someone to satisfy the desire to be inclusive while making himself different from the 

others at the same time. 

Wann (2022) also mentioned Subjective Uncertainty Reduction Theory (Hogg & 

Abrams, 1993), which claims that people wish to achieve better predictability by 
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reducing uncertainty and decreasing randomness. A sports fandom could be created 

because fans wish to meet people who cheer for the same team, thus having a certainty 

that they will have common topics to discuss.  

Sports Fans on Social Media 

Fan-to-fan videos also share similarities with the fansô activity surrounding sports 

teamsô óofficialô social media accounts. For the fans, social media could be an alternative 

form of engagement. According to MacIntosh et al.ôs (2017) research on how the fans of 

the National Hockey League (NHL) franchise Ottawa Senators interact with the teamôs 

official Twitter (now X) account ñ@Senatorsò, the fans seek @Senators to retrieve 

ñfactual informationò (p. 321) such as which player is not playing for what reason. 

MacIntosh et al. also said some fans engaged with each other (ex. Read what other fans 

are discussing) by using the hashtags generated by @Senators (Twitter collectively 

displays posts using the same hashtag(s)), and they felt like they are ña part of the 

communityò (p.321). Interestingly, despite that @Senators generate hashtags for the fans 

to use, MacIntosh et al. found that @Senators ñdo not promote interaction between fans 

of the @Senators handleò (p. 321) because what they post is ñfactual contentò (p. 321), 

not a discussion. Similar to how the Senators fans generated their own discussion from 

the official Senators Twitter account, fan-to-fan videos were generated on Instagram and 

TikTok by the fans, based on a sports event. 

MacIntosh et al. (2017) utilized Social Identity Theory (Tajfel, 1982; Tajfel & 

Turner, 1986) where each individualôs action is oriented toward the actionôs recognition 

by the rest of the community. This theory also applies to the Twitter discussions that used 

@Senators handle because what the Senators fans have tweeted using the handle is 
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visible to everyone who looked up the tweets using the same handle. MacIntosh et al. 

intentionally used Social Identity Theory to describe how the Senators fans used the 

tweets in efforts to be involved with the fandom (Tajfel and Turner, 1986). 

Itôs also important to examine the sports culture surrounding the mediated side of 

sports, such as TV telecasts. Despite the examined collective nature of sports fandom, 

according to ESPN (2010), most people watch televised sports alone when they are at 

their chosen spaces other than the stadium or the arena. Gantz et al. (2012) researched 

whether fans prefer to watch televised sports alone or with others, examining if co-

viewing "enhances or mitigates enjoyment" (p. 66). They also explored how fans use 

"modern technology" (p. 67) to co-view sports online, assessing whether this "enhances 

or mitigates enjoyment" (p. 67). Finally, they examined how a sports team's performance 

impacts fans' "follow-up behaviors using social communication technology"(p. 67). 

According to Gantz et al, the questions were asked through a survey to miscellaneous 

online users across 39 sports-related message board websites, and 120 people answered 

the survey. 77% of the participants answered that it was more fun to co-view sports than 

to watch alone. 53% of them said they called other people, 67% said they texted the 

others, and 47% said they used ñsocial networking sites like Facebookò, (p. 71) all to 

share their thoughts about the game that they were watching. 

The discoveries regarding how fans use "modern technology" (p. 67) to co-view 

sports online, whether this technology "enhances or mitigates enjoyment" (p. 67) while 

watching sports, and how a sports team's performance impacts fans' "follow-up behaviors 

using social communication technology" (p. 67) are particularly related to fan-to-fan 

videos, as they consider remote co-viewing and social communication technology. Fan-
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to-fan videos share similarities in that they provide remote viewings, as well as virtual 

space for the fans to communicate using likes, comments, and shares. The major 

difference between fan-to-fan videos and live telecasts (what Gantz et al. described as 

ñTV sports viewing experiencesò (p. 71)) is that fan-to-fan videos don't broadcast a 

sporting event in real-time while live telecasts do, thus one could doubt if fan-to-fan 

videos offer a remote co-viewing experience. This is significant because fan-to-fan 

videos arenôt live but encores, thus unlike Gantz et al.ôs research, the definition of óco-

viewingô sports might change from watching live sports together to watching recorded 

footage together.  

However, finding the similarities in the social communication aspect that one 

could converse with others about the game in a virtual environment opens up the 

possibility of updating Gantz et al.ôs findings that didnôt consider fan-to-fan videos at all, 

even in the means of social communication. Regarding social media, Gantz et al. only 

mentioned Facebook and Twitter as platforms that ñgrow rapidly and generate heavy 

trafficò (p. 67) and that they are used as tools to discuss the game, particularly in ñtalk 

about wins and losses with those who arenôt nearby.ò The research has no mention of 

Instagram or TikTok, which are both strictly visual-based (you have to include a photo or 

a video to post), unlike Facebook and X (formerly Twitter), due to the research being 

published in 2012.  

Gantzôs findings show that a considerable percentage of respondents have shared 

their opinions about the game with others remotely. One could build a hypothesis that the 

numbers could change if fan-to-fan videos were involved, for two reasons. The first 

reason is that fan-to-fan videos have the capability of targeting millions of social media 
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users worldwide, not only because these are shared through popular social media 

accounts like SportsCenter and Barstool Sports but also the videos could be exposed to 

those who donôt follow the accounts through algorithmic exposure. Instagram, for 

example, has an ñexploreò tab labeled as a magnifying glass icon that introduces the user 

to an endless list of videos posted by accounts that the user didnôt follow. Fan-to-fan 

videos are no exception, and Instagramôs capability of reaching millions could lead to a 

significantly greater amount of traffic and a relatively quicker way to spark a 

conversation about a sports match compared to calling someone, texting someone, or 

even in comparison to public or private Facebook posts (Instagram doesnôt have private 

groups; Gantz et al. didnôt specify if the conversations held by the respondents on 

Facebook were on a public page or a private group). If fan-to-fan videos existed at the 

time of the Gantz et al. research, itôs possible that some respondents who previously 

chose other media to converse about the game would be found using Instagram instead. 

The second reason for building a hypothesis that the results in Gantz et al.ôs study 

could change if fan-to-fan videos were involved is that although fan-to-fan videos are not 

real-time broadcasts, they are often shared quickly and timely, shortly after the event in 

which the video featured took place. 

Owenôs (1984) Thematic Analysis 

In addition to reviewing theoretically-oriented and thematically-oriented 

literature, itôs also important to review the methodological literature to find 

characteristics of fan-to-fan videos. To analyze fan-to-fan videos, the author uses the 

method inspired by Owenôs (1984) thematic analysis. Owenôs (1984) research examined 

the interpersonal/relational issues when he analyzed the combination of 55 written and 
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audio recorded self-reports from the individuals concerning ñtheir current relational 

situationò (p.276) on a variety of relationship types, such as with spouse and friends. 

Over a year, the participants ñ[reported] what was done together each day and then 

[described] their [relationship] based on that day's interactionò. (p.277) When creating a 

óthemeô, Owen introduced the criteria of ñRecurrenceò, ñRepetitionò, and ñForcefulnessò. 

He created a theme when all three of the Recurrence, Repetition, and Forcefulness were 

present on a participantôs report.  

Despite the context of Owenôs research being different from that of fan-to-fan 

video research, Owenôs thematic analysis functioned in analyzing fan-to-fan videos 

because Owen divided the participantsô responses into óthemesô such as ñcommitment to 

the relationshipò, (p. 277) and ñinvolvement to the relationshipò. (p. 279) based on the 

participantsô word choices and their tone of voice. Notably, Owenôs research on the 

interpersonal/relational issues, and the participantsô responses did not mention sports or 

sports media. However, the found elements within fan-to-fan videos could also be 

divided into themes based on what kind of typed and visual elements each video contains. 

The fans appearing in fan-to-fan videos also had word choices, tone of voice, and a 

variety of relationships towards their favorite sports team (which will be further 

explained in Chapter 5. Analysis).  

The review of the above literature connected the filming and sharing of fan-to-fan 

videos to theoretically oriented sources such as literature on Social Identity Theory, and 

sports fansô behavior in-person and on social media. It also explained how the visual and 

auditory characteristics of fan-to-fan videos would be analyzed using Owenôs (1984) 

thematic analysis. 
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CHAPTER 3 

RESEARCH QUESTIONS 

As noted in the literature review above, although there was no prior research done 

specifically on fan-to-fan videos, there have been studies on sports fansô unified and 

collective behavior. However, with no mention of smartphones, the internet, or social 

media, McPhailôs (1991) example of ñSome Elementary Forms of Collective Behavior-

in-Commonò is in need of an update. Furthermore, although itôs outdated, ñSome 

Elementary Forms of Collective Behavior-in-Commonò gave an idea that the fan 

behaviors can be categorized and studied as some of them are repeated over and over.  

This brings the idea that fan-to-fan videos could also contain repeating behaviors within, 

and we could note them to develop a definition of fan-to-fan videos.  

We also noted Gantz et al.ôs (2012) research on how people view and share live 

sports. Similar to McPhailôs (1991) research, the absence of fan-to-fan videos and the 

lack of social media involvement in the research other than Facebook hinted us that the 

research may be outdated, and its outcome that said 53% of the research participants 

called someone to share about the game could change with the involvement of fan-to-fan 

videos and social media.  

Literature Review also noted MacIntosh et al.ôs (2017) research that analyzed the 

Ottawa Senators fans who utilized Twitter (now X) to discuss the team. This research 

only concerned Twitter, which is a text-based social platform that a user can post without 

the use of a photo/video. MacIntosh et al.ôs study also focused on textual conversations 

such as mentioning that the fans have used the hashtags generated by the Senatorsô 

official Twitter account @Senators. MacIntosh et al. (2017) utilized Social Identity 
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Theory (Tajfel, 1982; Tajfel & Turner, 1986) to describe how the Senators fans attempted 

to be involved in the sports fandom by getting involved in Twitter discussions. Perhaps 

the outcomes of the study could change if the Senators fans created and shared fan-to-fan 

videos or use visual-based platforms such as Instagram or TikTok, where you canôt post 

without including a photo/video. 

All of these researches have similarities in that they didnôt take fan-to-fan videos 

into consideration at all. Thus, itôs important to establish what fan-to-fan videos are to 

differentiate them from phone calls, posts on Facebook and Twitter (X), and live TV 

broadcasts mentioned above. Combining all of the literature reviews into consideration, it 

was determined that the description of fan-to-fan videos is not ready to be written, and it 

has to be constructed using its sole characteristics and in comparison to other media by 

answering the three research questions below. 

Determining Fan-to-Fan Videos/Research Questions 

In order to firmly establish the meaning of ófan-to-fan videoô to be universally 

shared, itôs crucial to analyze what visual and audio elements they have in common. As 

the name ófan-to-fan videoô suggests, the underlying assumption is that the videos are 

taken from a fan and featured another fan(s) as the subject. However, it requires a more 

detailed explanation. Finding out about the characteristics of fan-to-fan videos could help 

explain the changing dynamics of the sports fan culture, where the fans are the content 

creators in addition to being the receivers. As ófan-to-fan videoô is a tentative 

terminology, the found characteristics could also help in finding a description of the 

terminology. Hence, the first research question is: RQ1: ñWhat repeated themes of visual 
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and auditory characteristics do the sports fan-to-fan videos have on Instagram and 

TikTok?ò 

This thesis only covers Instagram and TikTok posts as social media examples 

because the accounts with multiple social media presence across platforms like Barstool 

Sports have considerably lower number of followers on X (5.6M) (Barstool Sports, n.d.-

e), Facebook (6M) (Barstool Sports, n.d.-a), and Snapchat (393K, followers known as 

ósubscribersô) (Barstool Sports, n.d.-d) respectively compared to Instagram (15.4M 

followers) (Barstool Sports, n.d.-b) and TikTok (35.3M followers) (Barstool Sports, n.d.-

c). Facebook and X allow users to post without including a photo or a video. Thus, they 

were excluded for the purpose of this thesis, which only analyzes the visual and audio 

elements of the posts. 

In order to succeed Earnheardt et al.ôs (2012) research, itôs also necessary to 

establish that fan-to-fan videos are different from the existing sports media such as TV, 

radio, online newspapers, and even social media posts that are not fan-to-fan videos but 

were posted on the same account. If the audience perceives all of these media as the same 

mediated communication, it wonôt be necessary to research fan-to-fan videos only. 

Therefore, based on the findings from RQ 1, itôs necessary to compare and contrast the 

characteristics of fan-to-fan videos to the other media. On the contrary, itôs also important 

to note the similarities between fan-to-fan videos and other media to establish that fan-to-

fan videos are an extended format of fan contribution to sports media. Previously, 

Earnheardt et al. (2012) established the fansô contribution to sports media as the "sharers 

and sports content creators" through creating and commenting on the online community 

websites. Taking the websites as an example medium that fans have the ability to directly 
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contribute, finding the similarities between fan-to-fan videos and what was posted on 

online sports community websites would not only aid in succeeding Earnheardt et al. 's 

research but help to expand the number of scholarly research about sports media in which 

Earnheardt et al. said that itôs surprisingly lacking in numbers. With that said, the second 

research question is: RQ2: "How are the sports fan-to-fan videos similar and different 

from other sports media?"  

Itôs also essential to observe the reactions generated by the fan-to-fan videos for 

analyzing its perception to the public and how the fans in the comment section also 

contribute to the content that was featured within the particular fan-to-fan video. As fan-

to-fan videos are fan-made content, one could speculate that the fan contribution to sports 

media doesnôt end at merely submitting a fan-to-fan video to be uploaded, but the 

contribution grows as the rest of the fans react to the posted video, or it may pause or 

terminate if there are a number of comment writers that backlashes what they saw. 

Analyzing the comments would also help to speculate the direction in which the fan-to-

fan video trend is heading. Thus, the third and final research question is: RQ3: ñHow do 

the fansô comments on the sports fan-to-fan video posts explain how they perceive fan-to-

fan videos?" 

Each research question will be discussed throughout the thesis as well as in-depth 

in Chapter 5: Analysis. The overall desired goal of the research questions is to find a 

fitting description for the tentative term ófan-to-fan videoô. The primary focus of the 

thesis is less related to how the fan-to-fan videos were found (ex. Who filmed it first) or 

how the fan-to-fan videos are shaping the U.S. sports culture. How and why fan-to-fan 
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videos were created should be discussed in future research. How the questions are 

answered will be further explained in Chapter 4: ñMethodsò below.  

This chapter summarized the key findings from Chapter 2: Literature Review, 

which stated that McPhailôs (1991), Gantz et al.ôs (2012), and MacIntosh et al.ôs (2017) 

need to update. Thus, the chapter determined the research questions to find the 

descriptions of ófan-to-fan videosô in an attempt to explain how exactly they act as a 

platform for the fans to share their sports-watching experiences. 
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CHAPTER 4 

METHODS 

This chapter attempts to answer the three research questions of the thesis by using 

the thematic analysis inspired by Owenôs (1984) criteria of Recurrence, Repetition, and 

Forcefulness. Then, it shares how the samples were collected and justifies 

representativeness among collected samples to provide reasoning on how the samples 

were chosen. 

Thematic Analysis: Owenôs (1984) Criteria of Recurrence, Repetition, and 

Forcefulness  

This section will explain Owenôs established definitions of Recurrence, 

Repetition, and Forcefulness and its individual functionality in answering some or all of 

the three research questions. 

Owenôs thematic analysis is deemed adequate for answering the research 

questions of this thesis because the RQs attempt to find common themes surrounding the 

fan-to-fan videos and to interpret their meanings in relation to other types of sports 

media. Itôs important to note that the used thematic analysis was inspired but not identical 

to Owenôs, because Owenôs version didnôt analyze visuals and relied on transcripts and 

recorded audio.  

Thematic analysis in this thesis attempts to find the common themes among the 

combination of 115 fan-to-fan video samples found on Instagram and TikTok combined, 

according to Owenôs criteria of Recurrence, Repetition, and Forcefulness.  

Recurrence 
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According to Owen (1984), Recurrence is when ñat least two parts of a report had 

the same thread of meaning, even though different wording indicated such a meaningò. 

(p. 275) Unlike Owenôs definition of Recurrence, the collected samples for this thesis 

have no written transcripts, except for what was written in the postôs description and on 

top of the video. The transcript based on the fan-to-fan videosô audio is deemed difficult 

to generate, as the contained verbal speech is either inaudible due to a large amount of 

crowd speaking simultaneously or the speech is one unified chant like ñJared Goff!ò (See 

Figure 4.1)  

 

Figure 4.1. ñJared Goff!ò chant. Screenshot of a fan-to-fan video that filmed the NHL (National Hockey 

League)ôs Detroit Red Wings fans chanting ñJared Goff!ò, a star Detroit Lions quarterback who led the 

Lions to the Conference Championship, the final round before a team reaches the Super Bowl (CBS Sports, 

2024). 

https://www.instagram.com/reel/C2jJ9GoMVcv/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFl

ZA== 

 

https://www.instagram.com/reel/C2jJ9GoMVcv/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/C2jJ9GoMVcv/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/C2jJ9GoMVcv/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
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Therefore, in this research, instead of analyzing transcripts, the visual elements 

within the collected samples are to be analyzed, such as jerseys and hats that have 

embroidered symbols of the fansô favorite team.  

Figure 4.1 was posted on Instagram on January 25th, 2024, the same day that the 

Detroit Red Wings hosted the home game featured in Figure 4.1. It was also three days 

before the NFC Championship game between the Detroit Lions and San Francisco 49ers 

took place on January 28th, marking the sharing of the ñJared Goff!ò chant over 

Instagram timely and relevant.  

Analyzing the Recurrence of the visuals is crucial for two reasons: 1. In 

answering RQ 1:  ñWhat repeated themes of visual and auditory characteristics do the 

sports fan-to-fan videos have on Instagram and TikTok?ò. The ñcharacteristicsò in 

question include the repeated themes of visual elements throughout the samples on 

Instagram and TikTok, which are both visual-heavy platforms, as reiterated multiple 

times throughout the thesis. 2. Finding the characteristics would help to answer RQ 2: 

ñHow are the sports fan-to-fan videos similar and different from other sports media?ò. 

ñOther sports mediaò includes TV and streaming platforms, which are all visual-based, 

and we can compare and contrast the recurring themes between the fan-to-fan videos and 

TV broadcast footage. Namely, as the name suggests, the fan-to-fan videos repeatedly 

feature fans while the TV broadcast features the athletes in action in addition to scoping 

the fans. 

However, as mentioned earlier, the absence of transcripts in fan-to-fan videos 

means that there are written elements to analyze. Some of the fan-to-fan videos have 
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written descriptions and hashtags alongside the video and/or have them overlaid on top of 

them, known as an overlay (See Figure 4.2).  

 

Figure 4.2. Example of an overlay. A screenshotted example of a text overlay on an Instagram post, marked 

in a red circle (Pardon My Take, 2023). 

https://www.instagram.com/reel/C0uSbgNp6_4/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFl

ZA== 

In addition to the overlay shown in Figure 4.2, there are other forms of an overlay, 

such as inserting a screenshotted social media post that the author thought is related to the 

fan-to-fan video (see Figure 4.3). 

 

https://www.instagram.com/reel/C0uSbgNp6_4/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/C0uSbgNp6_4/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
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Figure 4.3. Example of an overlay 2. A screenshotted example of a social media post overlay on an 

Instagram post. This particular post overlaid a tweet on top of a still image and subsequently included the 

video that includes the scene from the still image on the same post (B/R Open Ice, 2024). 

https://www.instagram.com/p/C2gAndgvzYJ/?igsh=MXdta215c2xzaGM5cg== 

Furthermore, the comments submitted in the comments section also provide a vast 

amount of data to find recurring themes within (See Figure 4.4). 

 

https://www.instagram.com/p/C2gAndgvzYJ/?igsh=MXdta215c2xzaGM5cg==
https://www.instagram.com/p/C2gAndgvzYJ/?igsh=MXdta215c2xzaGM5cg==
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Figure 4.4. Comments on a fan-to-fan video. Screenshotted example of comments on a fan-to-fan video. 

The filmer, a fan in the stands at an NFL game, found another fan watching the live stream of the same 

game in which she is attending ironic and took a video of her phone screen (Pardon My Take, 2023). 

https://www.instagram.com/reel/C0Mmwzku-Wp/?igsh=MWVpZTYxcmEwZ2du 

Finding the recurring themes within the written elements found inside the fan-to-fan 

videos and added comments helps to answer RQ 3: ñHow do the fansô comments on the 

sports fan-to-fan video posts explain how they perceive fan-to-fan videos?". Due to the 

vast amount of comments on each fan-to-fan video sample, this thesis will limit the 

https://www.instagram.com/reel/C0Mmwzku-Wp/?igsh=MWVpZTYxcmEwZ2du
https://www.instagram.com/reel/C0Mmwzku-Wp/?igsh=MWVpZTYxcmEwZ2du
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analysis of comments on each video to 10 by counting the first ten visible comments that 

were aligned according to Instagram and TikTokôs own algorithm (Some of the 

comments can be found in Appendix A and B). On a side note, the statistical elements 

such as likes, comments, shares, and view counts will be excluded from the ñRecurrenceò 

analysis because they arenôt reliable within or between platforms. In other words, there is 

no evidence that one like on a post on Instagram has the same meaning as one like on a 

post on TikTok or one like on another post on Instagram. The same principles apply to 

the number of comments, shares, and view counts. 

Repetition 

According to Owen (1984), Repetition is ñan extensionò (p. 275) of Recurrence, 

where it is ñan explicit repeated use of the same wordingò (p. 275). As established in 

óRecurrenceô above, the fan-to-fan videos have no written transcripts nor itôs always 

possible to generate one. There are several cases in which the visuals of the fan-to-fan 

videos have shown Repetition in the fansô attire in relation to how they act in unison. 

Similar to Figure 4.1ôs ñJared Goff!ò chant, a unified chant from the crowd was typically 

sung by those wearing the representations, such as a jersey and a hat of the same team. 

While there can be an exception to this finding, it can be a useful source to determine the 

answers to RQ 1:  ñWhat repeated themes of visual and auditory characteristics do the 

sports fan-to-fan videos have on Instagram and TikTok?ò given that the number of 

exceptions would not be higher than the cases that find the fans with jerseys on chants in 

unison.  

Repetition may also be found in the comments of fan-to-fan videos to 

answer RQ 3: ñHow do the fansô comments on the sports fan-to-fan video posts 
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explain how they perceive fan-to-fan videos?". For example, if the phrase ñdonôt 

likeò or similar words are grouped in a sentence with ñPatriotsò (team name), and 

if such an instance is repeatedly seen throughout the comment section, then we 

can conclude that they donôt like the Patriots. One challenge that might occur is to 

differentiate those who donôt like the particular fan-to-fan videos from those who 

donôt like the team, the Patriots. In theory, those who donôt like the Patriots might 

not like anything related to them, including the fan-to-fan video that features the 

Patriots. This should be taken into account when determining answers to the RQ 

3, that oneôs perception of fan-to-fan videos might be influenced by a variety of 

factors, including who is featured and which team is featured, which might be 

separate from how the video was filmed. Because no personal interview was 

conducted with those who made the comments, it will sometimes be difficult to 

determine if a comment is an expression of the commenter not liking the team or 

not liking the video. Nevertheless, we can still determine the Repetition in the 

comments and seek answers to the RQ 3 because all of the fan-to-fan videos in 

question for the purpose of this thesis involve a team. Because taking the sports 

fan culture into account is part of the research, there will be no point in 

speculating fan-to-fan videos without featuring a team or if the featured team is 

switched to another team.  

Thus, we must acknowledge that the fansô previous emotions and 

perceptions towards a team may disrupt the findings, but total accuracy in that 

regard is not necessary because the perception of a sports team has to be put into 

consideration when determining the public opinion about fan-to-fan videos.  
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Forcefulness 

According to Owen (1984), Forcefulness ñrefers to vocal inflection, 

volume, or dramatic pauses which serve to stress and subordinate some utterances 

from other locutions in the oral reportsò, (p. 275) as well as ñthe underlining of 

words and phrases, the increased size of print or use of colored marks circling or 

otherwise focusing on passages in the written reportsò. (p. 275-276) As 

Forcefulness considers non-verbal acts such as pointing fingers alongside a verbal 

expression, itôs useful in determining the point of emphasis in fan-to-fan videos. 

As previously explained multiple times, the fan-to-fan videos are largely visual 

based, along with the explanation of the visuals using the postôs description or the 

description embedded using an overlay. One of the scenarios that a fan-to-fan 

video contains Forcefulness is when the caption reiterates/explains whatôs shown 

in the video and/or when the caption contains emotional emphasis such as writing 

in all caps or using an emoji (See Figure 4.5). 
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Figure 4.5. Emphasis on the caption of a fan-to-fan video. A screenshotted fan-to-fan video captioned, 

ñBills fans have LINED UP to shovel snow out of the stadiumò. ñLINED UPò was written in all caps to 

emphasize the long line of wait shown in the video (SportsCenter, 2024). 

https://www.instagram.com/reel/C2S2swMJ0dA/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFl

ZA== 

Additionally, the thesis found that the criteria of Forcefulness apply to 

both the fan-to-fan videos themselves (ex., The use of all caps in the caption of 

Figure 4.5) AND the individuals who are featured in the videos because there was 

no suggestion found within Owenôs description of Forcefulness to exclude those 

featured in the videos. The fans featured in fan-to-fan videos wearing jerseys and 

hats is an example that the individuals who were recorded also enforced 

https://www.instagram.com/reel/C2S2swMJ0dA/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/C2S2swMJ0dA/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
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Forcefulness, which is further analyzed in ñJerseys, Hatsò in Chapter 5: Analysis 

(p. 59). 

Finding Forcefulness in fan-to-fan videos helps to answer RQ1: ñWhat 

repeated themes of visual and auditory characteristics do the sports fan-to-fan 

videos have on Instagram and TikTok?ò and RQ2: "How are the sports fan-to-fan 

videos similar and different from other sports media?". The use of emojis and all 

caps are few examples that fan-to-fan videos have in common and are different 

from other types of media such as TV broadcast. 

How the Samples Were Collected and by What Criteria 

The 115 fan-to-fan video samples (65 from Instagram, 50 from TikTok) were 

collected following four methods in no particular order:  

1. Among recommended videos based on an algorithm (magnifying glass tab on 

Instagram, ñFor Youò under ñHomeò on TikTok) 

2. Manually looking for fan-to-fan videos inside popular sports-related Instagram 

and TikTok accounts 

3. Typing descriptions of fan-to-fan videos inspired by whatôs been found using the 

above two methods, such as ñsports fan at a barò and ñfan smashing TVò. 

4. Searching for hashtags and keywords that were spotted whilst collecting samples 

using the above three methods. Examples of hashtags and keywords include 

#footballguy, #footballguys, #sportsfans, #viral, and fans. 

Fan-to-fan videos are not to be confused with TV broadcasting footage that uses high-

end cameras (in terms of costs) to film fans because these werenôt filmed by the fans. As 

mentioned in Chapter 4. Methods, one way to differentiate them on social media aside 
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from watching the live broadcast is by looking for a score bug. A score bug is an 

artificial, digital graphic that shows the gameôs scores, and the admin of corporate social 

media accounts such as ESPNôs typically donôt crop them when they post their live TV 

footage on social media. In other words, you shouldnôt see a score bug in a fan-to-fan 

video (See Figure 4.6). 

 

Figure 4.6. Example of a non-fan-to-fan video. An example of what is not a fan-to-fan video due to the 

inclusion of a score bug but still features a fan reaction (ABC7 Eyewitness News, 2023). 

https://www.instagram.com/p/Cyjsz43Nkgi/ 

In order for a video to be considered a fan-to-fan video, it couldnôt be filmed by a 

corporate TV channel such as ESPN. While whether a video was filmed by a corporate 

TV channel or by a fan wasnôt always clear, one way to distinguish them was to find a 

score bug. A score bug is an artificial display within a sports telecast that indicates the 

https://www.instagram.com/p/Cyjsz43Nkgi/
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game score. Seeing a score bug in a video means that it was filmed by a corporate TV 

channel because itôs not a common practice that a fan would put it on their video. Thus, 

videos with a score bug are not considered fan-to-fan videos. 

In addition, the selected fan-to-fan videos all featured venues where you could 

watch sports either in-person or through a live telecast, such as stadiums, arenas, bars, 

and households (someoneôs home). The videos included images and sounds from sports 

events. As mentioned in Chapter 1: Introduction, the collected videos were posted online 

within three years from the time of writing this thesis to make a case that fan-to-fan 

videos are currently contributing to the growth of sports media. 

Justifying Representativeness of the Collected Samples 

When collecting samples, the number of likes, comments, and shares were 

disregarded. The following describes why they werenôt considered. 

Justifying Not Considering the Number of Likes, Comments, and Shares 

On Instagram, 34 out of 65 samples were collected from SportsCenter (n.d.). 

However, many of the samples were also posted on other accounts simultaneously. This 

is different from manually posting the same video on two or more different accounts, as 

this Instagram feature allows the audience to like, comment, and share on the same post 

regardless of which account they interacted with. Thus, the number of likes, comments, 

and shares are irrelevant. There is no known name for this feature on Instagram (TikTok 

doesnôt have this feature). Thus, this thesis will self-title such posts as óco-postedô fan-to-

fan videos (See Figure 4.7).  
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Figure 4.7. Co-posted fan-to-fan video. A screenshotted example of co-posted fan-to-fan videos, 

highlighted with a red circle. This particular video was posted on @sportscenter and @secnetwork 

simultaneously, and the number of likes, comments, and share counts made through accessing one account 

will also be visible to another (SportsCenter & SEC Network, 2023). 

https://www.instagram.com/reel/Czd_lahOiUr/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZ

A== 

Justifying Not Considering the Number of Followers 

There were too many examples that didnôt follow the typical assumption that 

posts from accounts with a higher number of followers would earn more interactions 

compared to the accounts with a lower number of followers. For example, a post from 

@foonetworkk (Foo Network, n.d.) that has 506K followers got 58,179 likes (Foo 

https://www.instagram.com/reel/Czd_lahOiUr/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/Czd_lahOiUr/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
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Network, 2024) as of February 20th, 2024, while a post that @espn with 26.8 million 

followers (ESPN, n.d.) and @sportscenter with 38.6 million followers (SportsCenter, 

n.d.) co-posted got only 33,504 likes as of 2/20/24 (ESPN & SportsCenter, 2023). 

Additionally, what was co-posted by ESPN and SportsCenter is also a year older, and it 

shouldôve contained more cumulative likes that were built over time. However, the 

number of like counts says otherwise, and it hints to us that there might be other variants 

that were involved, such as the context of the video and its algorithmic exposure. A 

similar case was found on TikTok, where a fan-to-fan video earned 75.1K views (TikTok 

also counts number of views while Instagram doesnôt) (ultimate.sportsclips, 2023) while 

the uploader has 256 followers as of February 20th, 2024 (ultimate.sportsclips, n.d.). Due 

to TikTok counting views unlike Instagram, they can be considered just as important as 

likes and comments to determine a postôs exposure. 

Itôs also not necessary for someone to follow any account to be exposed to posts 

that were chosen by the algorithm on Instagram and TikTok, as long as the posts are 

made public and not private. Fan-to-fan videos that were posted by private accounts were 

excluded from the collecting process due to discovering them using the four methods 

described above was impossible.  

This chapter examined Owenôs (1984) research using thematic analysis. It 

also described the methods of the sample collection, and the criteria it followed, 

and justified the representativeness of the sample collection. It brought his criteria 

of Recurrence, Repetition, and Forcefulness to determine which aspects of fan-to-

fan videos deserve analysis. This thesis didnôt put the number of likes and views 

into the consideration. The above describes how the collected samples represent 
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fan-to-fan videos without potential bias based on the number of followers and 

interactions. 
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CHAPTER 5 

ANALYSIS  

This chapter attempts to answer the three research questions individually using 

previously discussed Owenôs (1984) criteria of Recurrence, Repetition, and Forcefulness.  

Attempting to Categorize Elements of Fan-to-Fan Videos Using Recurrence, 

Repetition, and Forcefulness  

 

Owen said that a theme is created when Recurrence, Repetition, and Forcefulness 

are combined. In our case, a theme can be similarly worded as each fan-to-fan videoôs 

ñcharacteristicsò, where the recurring appearance of certain visual or spoken elements 

from one fan-to-fan video to another develops what is constantly featured. After carefully 

analyzing 115 collected fan-to-fan videos (some of the screenshots are in Appendix C 

and D), a chart was created that categorized each repeated element that was either 

spoken, typed, or visually symbolized in the videos. Some of the elements, such as 

jerseys, fit more than one category because different sets of jerseys may represent one 

team (Recurrence), and the same set of jerseys can be seen over and over (Repetition). 

(See Table 5.1).  

Categories Spoken/Typed Visual Symbolism 

Recurrence Emojis, hashtags, fan 

reaction 

Jerseys, hats, stadiums, 

arenas, bars, households, 

fan reaction 

Repetition Emojis, hashtags, Typed in 

All Caps, fan reaction 

Jerseys, hats, stadiums, 

arenas, bars, household, fan 

reaction 

Forcefulness Emojis, hashtags, Typed in 

All Caps, fan reaction 

Jerseys, hats, fan reaction 

Table 5.1. Recurrence, Repetition, and Forcefulness of 115 fan-to-fan videos on Instagram and TikTok. 
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The above table was created to visualize how many of the Spoken/Typed and 

Visual Symbolism elements overlap in all three categories. Some elements, such as 

ñTyped in All Capsò are not present in all categories. Those that appear in all three 

categories satisfied Owenôs (1984) requirement to call it a theme, thus itôs more likely 

that the same theme will be repeated in future fan-to-fan videos.  

The below paragraphs break down each element in Table 5.1 to justify why each 

of them was put into all of the categories or why it was not included in some. The three 

categories, Recurrence, Repetition, and Forcefulness, were included in parentheses after 

each justification. 

Emojis 

Emojis (especially those that convey emotions) are present in different 

appearances but often imply similar meanings according to their descriptions on 

Emojipedia (Recurrence). ñò, what Emojipedia defines as a ñFace with Tears of Joyò, 

is ñWidely used to show something is funny or pleasingò (Emojipedia, n.d.-a). ñò 

known as ñRolling on the Floor Laughingò on the other hand, ñOften conveys hysterical 

laughter more intense than  Face With Tears of Joyò (Emojipedia, n.d.-e). Despite the 

fact that each emojiôs description differs, they both represent joy and laughter (see Figure 

5.1 and 5.2).  
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Figure 5.1. Fan-to-fan video with ñò emoji. Fan-to-fan video that spotted a fan wearing an Apple Vision 

VR Headset while spectating an NBA game (SportsCenter, 2024). 

https://www.instagram.com/reel/C28hBNbP2HD/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWF

lZA== 

 

https://www.instagram.com/reel/C28hBNbP2HD/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/C28hBNbP2HD/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/C28hBNbP2HD/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
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Figure 5.2. Fan-to-fan video with ñò emoji. Fan-to-fan video that filmed a fan lighting a couch on fire to 

celebrate the University of Michigan Football Teamôs National Championship victory (Dearborn & Detroit 

News Scope, 2024). 

https://www.instagram.com/reel/C15_sOruY7C/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFl

ZA== 

Below is a chart that notes the amount of each recurring theme found among 

similar emojis in fan-to-fan videos on Instagram and TikTok. Note that the numbers donôt 

add up to 115 because some fan-to-fan videos had more than one emoji or didnôt have 

any. If the same emoji was used in the overlay and the description, it was counted as one. 

https://www.instagram.com/reel/C15_sOruY7C/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/C15_sOruY7C/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/C15_sOruY7C/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
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If the same emoji was used multiple times in the same post to provide emphasis, it was 

also counted as one.  (See Table 5.2) 

Themes Instagram TikTok  

Funny (ex. , ) 15 20 

Greetings (ex. , ṏṐṑṒ ) 1 1 

Touched (ex. , ) 12 - 

Awkward (ex. КЛМНОП , ) 8 8 

Surprised (ex. , ) 7 - 

Praise (ex. , ὛὝὟὠ ) 4 1 

Sad (ex. , ) 1 2 

*Thinking (ex. ) 1 - 

Angry (ex. ЌЍЎ , ) - 1 

Objects** (ex. ◄◊○◌●◐◑ ) 8 (Camera), 1(beer), 

1(popcorn), 4 (fire), 1 

(check mark), 1 

(sandglass), 1 (*** GOAT), 

1 (lightning), 1 (football), 1 

(lion), 1 (person talking)  

- 

Table 5.2. Recurrence of emojis in the description of fan-to-fan videos on Instagram and TikTok. 

*Only emoji with no substitute emoji with a facial expression that conveys a similar meaning, 

according to Emojipedia. 

**Is not an emotion itself but it often implies an emotion. For example, Fire () is ñCommonly 

used for various metaphorical expressions related to fire, including the slang hot (ñattractiveò) 

and lit (ñexcellentò)ò (Emojipedia, n.d.-b). 
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***Acronym of Greatest of All Time. Used as ñò because it pronounces the same as the 

animal. ñFrequently used as a visual shorthand for the slang expression GOAT, or the Great of 

All Time, often said of athletes and in particular the late Kobe Bryant.ò (Emojipedia, n.d.-c) 

The considerable finding in Table 5.2 is not which social media platform 

contained more/less emojis, especially because the number of fan-to-fan videos found is 

uneven (65 on Instagram, 50 on TikTok). Instead, it suggests that different types of 

emojis depict similar meanings with only one exception of the ñthinkingò emoji 

(Recurrence), they are used throughout the fan-to-fan video examples in Appendix C and 

D, and they are often used in similar contexts (Repetition), and they are used to stress and 

emphasize the emotions (Forcefulness). Perhaps the biggest controversy could be on 

whether emojis imply Forcefulness. In other words, there's room for further research on 

whether some or all emojis have the same Forcefulness effect as a sentence written in all 

caps that Owen mentioned. However, the author suggests that emojis should be included 

in Forcefulness at the moment. 

Hashtags 

A variety of hashtags were used throughout the found fan-to-fan videos in the 

overlay and/or postôs description, although some of them didnôt have any. Interestingly, 

for those that did, not a single post added one hashtag but multiple to convey similar 

meanings (Recurrence) (See Figure 5.3). 
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Figure 5.3. Fan-to-fan video with hashtags. A fan-to-fan video on TikTok with multiple hashtags in the 

description, marked in a red circle (mamasitaQUEEÑonez, 2023). 

https://www.tiktok.com/@mamasitaquinonez/video/7287736759318760746 

All of  the hashtags circled in Figure 5.3 provide the context of the video with a bit 

of the adminôs opinion on the fight (ñ#justagameò and ñloosersò). Hashtags, as they are 

intended to group multiple posts that use the same hashtag, are naturally repeated 

(Repetition), and those that were included in fan-to-fan videos were also repeated. It was 

possible to calculate how many collected fan-to-fan videos included hashtags and how 

many of them were repeated (see Table 5.3). 

 

https://www.tiktok.com/@mamasitaquinonez/video/7287736759318760746
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 Instagram (65 videos) TikTok (50 videos) 

Number of Hashtags 4 63 

 

Table 5.3. Hashtag data in collected fan-to-fan videos. 

-ñNumber of Hashtagsò describes the total number of hashtags found in fan-to-fan videos 

on each platform. The hashtags that were repeated were counted as one. Some videos 

have more than one hashtag, which makes the number of videos not equal to the number 

of hashtags 

-Hashtags that spelled the same but in a different capitalization (ex. #nfl and #NFL) were 

considered the same 

There were no repeated hashtags found on Instagram, but many of them were 

found on TikTok. Thus, a separate table was created to illustrate the repeated hashtags on 

TikTok (see Table 5.4) 

Repeated Hashtags on TikTok #nfl (25) 

#football (13) 

*#fyp (8) 

#angryfan (7) 

#superbowl (6) 

#eagles (6) 

#49ers (5) 

#fight (5) 

#fans (5) 

#nflplayoffs (4) 

#nflfootball (4) 

#angryfans (4) 

#steelers (4) 

#angry (4) 

**#fyp  (4)  

#mad (4) 

#dallascowboys (3) 

#flyeaglesfly (3) 

#fan (3) 
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#pittsburghsteelers (2) 

#philadelphiaeagles (2) 

#nfcchampionship (2) 

#detroittigers (2) 

#miamidolphins (2) 

#philadelphia (2) 

#eaglesfans (2) 

#ramsnation (2) 

#ramshouse (2) 

#patriots (2) 

#trending (2) 

#fanfight (2)  

#packers (2) 

#foryou (2) 

***#xyzbca (2) 

#nyjets (2) 

#viral (2) 

#funny (2) 

#clips (2) 

#jets (2) 

#tv (2) 

 
Table 5.4. Repeated hashtags in collected TikTok fan-to-fan videos. 

-ñRepeated Hashtags on TikTokò notes the hashtags that were repeated within the 

collected TikTok fan-to-fan videos, followed by how many times it was repeated in 

parenthesis 

-Hashtags that spelled the same but in a different capitalization (ex. #nfl and #NFL) were 

considered the same 

-Each fan-to-fan video often contains more than one hashtag thus the number of hashtags 

doesnôt add up to 50 

* Stands for ñFor You Pageò. It ñ refers to the page on TikTok that is filled with 

recommended content and videos the app thinks you'll enjoy the most. Creators hashtag 

their videos #fyp to try and get their video on other users' For You Page to help increase 

views and brand visibilityò (Bayanihan, 2023) 
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**Also stands for ñFor You Pageò, and , the Japanese character thatôs pronounced 

ñshiò refers to a ñsmiley faceò (hey, 2023) 

*** Used on TikTok posts ñin the hope that they will go viralò and the letters have no 

actual meaning (Dictionary.com, 2023) 

On a side note, the finding that was not intended but might be useful on a research 

that compares social media platforms is that fan-to-fan videos on TikTok had a 

significantly more amount of hashtags than Instagramôs.  

On Repetition, however, what can be up to the interpretation is whether the same 

hashtag implies similar meaning although this thesis concluded that it is. On Figure 5.3, 

#ramshouse was used, however itôs often used to express oneôs loyalty to the NFL team 

named Los Angeles Rams and not to feature a fan fight (see Figure 5.4).   
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Figure 5.4. Usage of hashtags. Search result of #ramshouse on Instagram on May 13th, 2024 that features 

recent college player draft picks that the Rams made (Instagram, 2024). 

https://www.instagram.com/explore/tags/ramshouse/ (Search results constantly update and vary) 

Despite that the context in which #ramshouse was used in Figures 5.3 and 5.4 

differs in a smaller context, hashtags were still included in Repetition because they both 

represent something related to the Los Angeles Rams. Given that the fight featured in 

Figure 5.3 was held in SoFi Stadium (home of the Los Angeles Rams) and an LA Rams 

fan was involved in the fight, #ramshouse was still used to express a representation of the 

LA Rams organization, although itôs not as proud and joyful as in Figure 5.4. Thus, 

whether the intention of using the same hashtag needs to match 100% from post to post to 

be included in Repetition is debatable, and it will require further research.  

Finally, hashtags also arguably provide a point of emphasis to the audience 

because one wouldnôt add a hashtag in every sentence they write, similar to how someone 

doesn't always write in all caps (Forcefulness).  

Fan Reaction 

Fan reaction is present in all of the Spoken/Typed and Visual Symbolism 

categories because they were said (such as chanting and screaming), typed (on Instagram 

and TikTok postsô overlay and/or description, often in all caps), and the spoken/typed 

elements that were visually symbolized within the fan-to-fan videos with some videos 

featuring fans with handmade signs. Examining fan reactions to the sports match they 

watch is the foundation of the fan-to-fan videoôs definition established in this thesis. 

Therefore, itôs not a surprise that fan reaction is present in all categories while matching 

with Recurrence, Repetition, and Forcefulness.  

https://www.instagram.com/explore/tags/ramshouse/
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Firstly, on Spoken/Typed, Not all fan chants sound exactly the same, but they 

convey similar meanings that either praise someone/something or express displeasure 

(Recurrence). No ñchantò is said only once, so itôs naturally repeated, and one chant is 

followed by another (Repetition). Finally, chants in a stadium or an arena are often loud 

that gather everyoneôs attention, including those who weren't involved (Forcefulness) 

(see Figure 4.1 ñJared Goff!ò chant. Fan reaction was also included in Visual Symbolism 

because all of the chants in fan-to-fan videos are included in the video itself, and it was 

not post-edited, unlike emojis and hashtags that were typed.  

Below is the table that counts the visual and audio elements of 115 fan-to-fan 

videos according to the categories presented in McPhailôs (1991) ñSome Elementary 

Forms of Collective Behavior-in-Commonò, which was mentioned earlier. McPhail 

(1991) noted that a ñcollective behaviorò (p. 159) occurs when ñtwo or more personsò (p. 

159) are involved. The table below updated his definition to ñone or more personsò, as it 

was suggested that a collective behavior can still occur even when one person is 

involved. This thesis argues that one fanôs social identity isnôt constructed individually, 

therefore their behavior can be considered collective (see Table 5.5).  

Categories Instagram TikTok  

Collective Orientation 8 4 

Collective Vocalization 7 3 

Collective Verbalization 8 20 

Collective Gesticulation 

(nonverbal symbols) 

6 3 

Collective Vertical 

Locomotion 

17 2 
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Collective Horizontal 

Locomotion 

9 8 

Collective Manipulation 12 12 

Total 67 52 

 
Table 5.5. Seven categories of 115 Instagram and TikTok videos. 

-The sound elements include the music and sound effects that the creator of the fan-to-fan 

video added when they edited the footage 

-The voice of the person who filmed the video was also counted as an audio element 

-Some videos were counted in more than one category 

Also below is an example of a fan reaction that illustrates collective vocalization, 

collective verbalization, and collective vertical locomotion (See Figure 5.5). 

 

Figure 5.5. Fan-reaction with collective vocalization, collective verbalization, and collective vertical 

locomotion. ñDOWNTOWN DETROIT IS GOING NUTS RIGHT NOWò. (Woodward Sports, 2024) 
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https://www.instagram.com/reel/C2Ya1X8PqOp/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFl

ZA== 

Typed in All Caps 

As the name implies, a sentence typed in all caps is considered part of  ñTyped in 

All Capsò (See Figure 5.6). 

 

Figure 5.6. Overlaid sentence typed in all caps (TikTok). ñOHIO STATE FAN PUNCHES TV AFTER 

LOSE TO MICHIGANò. (Nfl Bet Wall, 2022) 

https://www.tiktok.com/@nflwall2023/video/7170522771380849962 

https://www.instagram.com/reel/C2Ya1X8PqOp/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/C2Ya1X8PqOp/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.tiktok.com/@nflwall2023/video/7170522771380849962


 

 

 

60 

ñTyped in all Capsò was not included in Recurrence because different sentences 

typed in all caps donôt necessarily imply similar meanings or emotions, as it can express 

anger but can also express excitement/laughter at times. Figure 5.5 above introduced the 

shared excitement among Detroit Lions fans for their teamôs success, while Figure 5.6 

expressed an Ohio State University fanôs anger towards the teamôs loss to the University 

of Michigan.  

While ñTyped in all Capsò was included in Repetition because it was found to be 

a common practice in Appendix C and D, the thesis failed to find a rule that occurred 

when a sentence typed in all caps was used or when it was followed by certain elements 

such as an emoji or exclamation mark. Thus, unlike other elements listed in Table 5.1, 

ñTyped in All Capsò was included in Repetition only because it was repeatedly seen 

throughout fan-to-fan videos. Finally, it naturally meets Forcefulness because it directly 

matches with one of Owenôs examples of Forcefulness mentioned in Chapter 4: Methods: 

ñthe underlining of words and phrases, the increased size of print or use of colored marks 

circling or otherwise focusing on passages in the written reportsò (Owen, 1984, p. 275-

276). 

Jerseys, Hats 

Owen didnôt use his concepts of Recurrence, Repetition, and Forcefulness to 

analyze visual elements. However, we could also use the concepts to analyze the 

characteristics of the visual elements, such as jerseys (and any other clothing such as t-

shirts and jackets that the author considered part of ójerseysô) and hats (and helmets that 

the author considered part of óhatsô). No professional team in the U.S. in any sport wears 

one jersey or a hat, and naturally, the merchandise sold for the fans features numerous 
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different-looking jerseys and hats even when they all represent the same team 

(Recurrence) (See Figure 5.7). 

 

Figure 5.7. Philadelphia Philliesô 2024 jerseys. Different sets of jerseys and hats that MLB (Major League 

Baseball)ôs Philadelphia Phillies wear in the 2024 season (Clockwise starting top-left: Home, Away, 

Throwback, Cream, City Connect. All worn at home games except for Away). (Coffey, 2023), (Postins, 

2023), (Skiver, 2022), (Associated Press, 2024), (Zolecki, 2024) 

Additionally, the same set of jerseys and hats are featured over and over in 

different fan-to-fan videos that feature the same team (Repetition), and for the fans, 
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wearing them stresses that he/she is a loyal and passionate fan (Forcefulness) (Examples 

of the fans wearing jerseys and/or hats can be found throughout Appendix A, B, C, and 

D). Understanding jerseys and hats as what implies Forcefulness also requires a context: 

their price. An officially licensed replica MLB jersey sold on fanatics.com and its family 

websites, such as mlbshop.com costs $134.99 (including taxes) as of May 13th, 2024, and 

itôs the lowest price point among different jerseys that use different sets of materials 

(ñBryce,ò 2024). Hats are relatively cheaper as an ñOn-Fieldò hat (claims to have the 

exact specification as the players wear) costs $41.99 (including taxes) as of May 13th, 

2024 (ñPhiladelphia,ò 2024), however it would cost about $177 with the jersey and the 

hat combined. The expensive price point of jerseys and hats, despite their materials being 

far from luxurious, is well-known among sports fans. Therefore, we can assume that 

those who wish to purchase them regardless are often passionate and have increased 

loyalty towards the team. Thus, it can be recognized by other fans around the stadium or 

the arena. 

Stadiums, Arenas, Bars, Households 

 

Figure 5.8. Example of a Sports Bar in the U.S. Xfinity Live! in Philadelphia (ñXFINITY,ò n.d.). 
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These were grouped together because they are all places featured in fan-to-fan 

videos where someone could watch sports. Despite that each place is featured in a 

different shape and form, such as a stadium housing 80,000 people at once as opposed to 

a couple of people in a household, they all serve the same purpose for someone to watch 

live sports (Recurrence). Additionally, a combination of stadiums, arenas, bars, and 

households was repeatedly shown throughout fan-to-fan videos while also showing the 

fans repeating similar acts (ex., Chanting, screaming, expressing anger and frustration) 

from one video to another (Repetition). These were not included in Forcefulness because 

there was not enough evidence that suggested an emphasis caused by showing these 

venues to the audience. Perhaps one might think that they wish to go visit a stadium after 

watching it, however, the purpose of this thesis is not to speculate on peopleôs 

psychological behavior or to cover anything psychological. Thus, whether the Stadiums, 

Arenas, Bars, and Households meet the criteria of Forcefulness remained unclear.  

One might suggest that the scenery of a large number of crowds presented in fan-

to-fan videos is itself Forcefulness. However there is no evidence that the crowd went to 

the game to óforceô something to the others. In other words, they might be there only for 

their own enjoyment. Every other category mentioned above that fell under Forcefulness 

was something that was "intentionally" designed to draw attention. ñJerseys, hatsò for 

example, mentioned that the fans "intentionally" stress that they are loyal and passionate 

to a certain team for everyone else to see by wearing jerseys and hats. Another example 

was ñfan reactionsò, or more specifically, the chants, where a chant in a stadium is 

something that people artificially make and intentionally shout to send a certain message 

to everyone around them. The large number of fans in a stadium might be an intention of 
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the architect who designed the stadium to a certain capacity, however whether we should 

take the architect's point of view into account is debatable because it would assume a 

psychological feeling without proof that the fans who went to the game felt an emotion 

such as a magnificent feeling from a loud atmosphere.  

One could also argue that Stadiums/Arenas and Bars/Households should be 

separate categories because the fans spectating a game at a stadium or an arena are 

óforcefullyô expressing their support and enthusiasm for their team, which arguably 

involves more time, energy, and money compared to watching the televised game at a bar 

or at a house. However, once again, there's no proof that they force the idea of such 

Forcefulness on the others. In conclusion, Forcefulness is not forcing something on 

oneself but on others. 

Results on Extracting Themes of Fan-to-Fan Videos 

The themes will be extracted from emojis, hashtags, fan reaction, and jerseys/hats. 

These elements were found according to Owenôs (1984) concepts of Recurrence, 

Repetition, and Forcefulness.  

A theme is ñthe subject of a talk, a piece of writing, a person's thoughts, or an 

exhibition; a topicò (Oxford Languages, n.d.). As mentioned earlier, Owen (1984) used 

thematic analysis to extract the themes from his interpersonal relationship research such 

as ñcommitment to the relationshipò and ñinvolvement to the relationshipò. Likewise, this 

thesis attempts to extract the themes from the visual and auditory characteristics found in 

the above tables to determine the repeated characteristics of fan-to-fan videos on 

Instagram and TikTok (See Table 5.6 and Table 5.7).  
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 Elements of fan-to-fan videos 

Themes *Emojis Hashtags 

Commitment 5 8 

Insult 2 **20 

Inclusion 7 31 

 

Table 5.6. Themes of emojis and hashtags on fan-to-fan videos. 

*Some examples of emojis that express ócommitmentô include ógreetingsô (ex. , ṏṐṑṒ ), 

óinsultô include óangryô (ex. ЌЍЎ , ), and óinclusionô include ófunnyô (ex. , ) and 

ógreetingsô (ex. , ṏṐṑṒ ) 

**Hashtags that indicate team names such as #eagles was considered an óinsultô when the 

fan of that team was portrayed as a violent fan 

-The number of emojis and hashtags doesnôt add up to the total number of emojis and 

hashtags noted in the previous tables. Some emojis and hashtags were counted in two or 

more themes. 

Themes Elements of fan-to-fan videos on fan reaction 

Commitment Vocalization, verbalization, *vertical locomotion, 

manipulation 

Insult Orientation, vocalization, verbalization, gesticulation 

(nonverbal symbols), horizontal locomotion 

Inclusion Orientation, verbalization, manipulation 

 

Table 5.7. Themes of fan reactions on fan-to-fan videos. 
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*For example, vertical locomotion includes Figure 5.5, in which the fans jump in 

happiness that their favorite team won. This is an example of commitment 

-Jerseys/hats was not included because these are present in virtually every fan-to-fan 

videos 

Interpretation of the Themes 

The themes extracted from fan-to-fan videos might be the expression of sports 

fansô social identity on social media. Analyzing the elements of fan-to-fan videos guided 

by the previous description of Social Identity Theory (Tajfel, 1982; Tajfel & Turner, 

1986), the thesis extracted three themes: commitment, insult, and inclusion. 

óCommitmentô refers to when the fans are emotionally attached to the teamôs 

performance, óinsultô refers to when the fans disapprove and taunt the other teams and 

their fandoms, and óinclusionô refers to when the fans include those who are considered 

the in-group members into their fandom. In this case, those that were previously 

considered out-groups become in-group members. An example is when the American 

fans of different NBA teams root for the Team USA Basketball Team in the Olympics. 

When considering themes as the expression of social identity, itôs important to 

consider the concept of óidentityô. According to Georgiou (2017, p. 94), identity is 

ñassociated with questions such as ñWho am I?ò all the way to ñWould I sacrifice for my 

community?òò. Filming and sharing in the modern days is a reflection of social identity. 

Identity may not be a self-built structure but itôs built upon how others view the 

individual. Georgiou asked a similar question in regardings to ñmedia powerò, on ñIs 

identity reflected or shaped in the media?ò (p. 94). As itôs been implied multiple times, 

fan-to-fan video is one of the media examples we could find. Based on the findings 
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within fan-to-fan videos, the identity of those who are featured in the fan-to-fan videos 

could be shaped, emphasized, or altered by the comment section of fan-to-fan videos, 

although further research on identity is required. A fan-to-fan video could be oneôs self-

representation that they are included in the world of sports fandom. 

A collection of fan-to-fan videos doesnôt feature one individual or a group of 

individuals from one team. Rather, it features numerous individuals wearing countless 

different items of clothing, such as jerseys, jackets, hats, and T-shirts, to óappealô that 

they are fans of their respective favorite team. An intriguing question might be who they 

are trying to appeal to. How sports fans perceive one another through fan-to-fan videos is 

often transitioned into a stereotype. 

Answering the Research Questions 

The following sections attempt to answer the three research questions. 

Answering RQ 1: ñWhat Repeated Themes of Visual and Auditory Characteristics Do 

the Sports Fan-to-Fan Videos Have on Instagram and TikTok?ò 

 

According to ñResults on Extracting Themes of Fan-to-Fan Videosò, the thesis 

found the following: 

RQ 1-A1: There were repeated themes of commitment, insult, and inclusion throughout 

the fan-to-fan videos on Instagram and TikTok. 

The elements of fan-to-fan videos are just as important as the themes because the 

themes were extracted based on the elements. The following answers describe these 

elements. 

 



 

 

 

68 

The analysis of emojis is significantly longer than the other elements to the point 

where it might be necessary to research emojis on its own, not just in the fan-to-fan 

videosô context but on the entire social media (and in fact, there are a number of 

researches done on emojis already that concerned its usage in social media such as Kiaer 

(2023), Seargeant (2019), and Danesi (2017)). The frequency of different emojis 

appearing in Appendix C and D is high enough to conclude emojis as part of fan-to-fan 

videos. These emojis expressed commitment, insult, and inclusion. 

RQ 1-A2: A lot of emojis are present in the overlay and/or the description 

(commitment, insult, inclusion) 

Different hashtags expressing commitment, insult, and inclusion were also present 

in the fan-to-fan videos. The overall intention of using hashtags on fan-to-fan videos 

wasnôt different from the use of hashtags on other genres of videos on social media. They 

all served the purpose of describing the videos. 

RQ 1-A3: A lot of hashtags are present in the overlay and/or the description 

(commitment, insult, inclusion) 

Furthermore, every fan-to-fan video contains a fan reaction to something related 

to the sporting event that the fan was watching, whether it was expressed verbally or 

physically. As it was included in all categories of Table 5.1, it implies that showing fan 

reaction is the core purpose of creating and sharing fan-to-fan videos. 

RQ 1-A4: Fan reaction to a sporting event is present throughout each fan-to-fan video 

(commitment, insult, inclusion) 
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Finally, as the fan-to-fan videos film fans, a lot of team representations such as 

jerseys and hats were present. They were also in the environment where sports are 

associated, such as stadiums, arenas, bars, and households. This can be explained as the 

ócommitmentô, and óinclusionô theme. 

RQ 1-A5: Fan-to-fan videos feature a lot of fans with jerseys and hats in sports-related 

places (commitment, inclusion) 

Answering RQ 2: "How are Sports Fan-to-Fan Videos Similar and Different from 

Other Sports Media?"  

 

Based largely on the findings of RQ 1, the characteristics identified in fan-to-fan 

videos are that the fans are the center of the videoôs attention and that they express 

reactions. Other notable types of sports media that remain prominent today include, but 

are not limited to, TV, streaming platforms, internet articles, and radio. While all of the 

listed media feature the fan reactions to the game one way or another, only fan-to-fan 

videos are fan-generated content that mass media like ESPN credits the fans to post on 

their behalf. Furthermore, fan-to-fan videos primarily focus on the fans, while the other 

sports mediaôs focus is split among the fans, the athletes, the teams, the stadiums, etc. 

While all of the notable sports media feature fan reactions to an extent, only fan-

to-fan videos are crafted by the fans and focus primarily on the fans. Out of TV, 

streaming platforms, social media, internet articles, and radio, fan-to-fan videos on social 

media use hashtags and emojis to express themes. This is naturally the case as emojis and 

hashtags are internet-based tools, and their creation and spread are largely based on social 

media (this is evident in the number of emojis and hashtags appearing in Appendix C and 

D). A screenshot of a social media post that uses emojis and hashtags may be featured on 
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TV and other media platforms from time to time, however, the frequency is relatively low 

compared to fan-to-fan videos. The frequency can be easily compared if we consider the 

amount of time that sports media on TV spends to feature something other than a 

screenshot of a social media post, such as live TV broadcasts, TV shows, sports 

documentaries, and so on. The same agenda can be implemented on streaming platforms, 

internet articles, and radio.  

RQ 2-A1: Social media-based sports media, including fan-to-fan videos, use hashtags 

and emojis to express the themes compared to other sports media such as TV, streaming 

platforms, internet articles, and radio 

Additionally, fan-to-fan videos emphasize the fan reactions and the fans wearing 

jerseys/hats to express the themes. While the other platforms such as TV telecasts feature 

fan reactions to the game and the fans wearing jerseys and hats, their focus tends to focus 

more on the players and not the fans the majority of the time. 

RQ 2-A2: Fan-to-fan videos use fan reactions and jerseys/hats to express the themes 

compared to other sports media such as TV, streaming platforms, internet articles, and 

radio 

Answering RQ 3: ñHow Do the Fansô Comments on the Sports Fan-to-Fan Video 

Posts Explain How They Perceive Fan-to-Fan Videos?ò 

 

As mentioned before, answering this question required collecting and analyzing 

the comments of each fan-to-fan video post. Due to the vast amount of comments, only 

the first ten comments of each post were selected. The order of the first ten comments 

was determined by Instagram and TikTokôs algorithm. In other words, with no ability to 

describe or manipulate the ordering of how Instagram and TikTok feature comments, the 
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thesis followed how Instagram and TikTok organized those comments in the particular 

order that Instagram and TikTok determined. Some of the ten comments on 

corresponding posts can be seen in Appendix A (on Instagram) and B (on TikTok).  

The majority of the comments discussed the fansô behavior that was featured in 

the video, whether positively, such as praising what they have done, or negatively, such 

as criticizing them. When praising or criticizing, they often do so toward not only those 

featured in the video but the entire fanbase in which the particular fan is seemingly 

involved, based on the jersey/hat that they are wearing. They may even bring up the other 

fanbase when it is seemingly unrelated (See Figure 5.9 and Figure 5.10).  
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Figure 5.9. Fan-to-fan video 2 with a comment regarding a fanbase. (On Instagram) A fan-to-fan video that 

focused on an Iowa Hawkeyes fan holding a baby as a touchdown celebration, followed by a comment 

(Pardon My Take, 2023). https://www.instagram.com/p/CzkRvXZMMdS/ 

 

https://www.instagram.com/p/CzkRvXZMMdS/
https://www.instagram.com/p/CzkRvXZMMdS/
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Figure 5.10. Fan-to-fan video 3 with comments regarding different fanbases. (On Instagram) A fan-to-fan 

video praising ñsportsmanshipò between the San Francisco 49ers fans and the Detroit Lions fans, followed 

by two comments mentioning that the Philadelphia Eagles and the Dallas Cowboys fans would act 

otherwise (SportsCenter, 2024). https://www.instagram.com/p/C22cNfErGFF/ 

Thus, we can speculate that: 

RQ 3-A1: Some comments regard the fan-to-fan videos as the representation of each 

teamôs fanbase 

Additionally, some comments mentioned stereotypes related to race and/or gender 

that the fans were identified with, often reinforcing social prejudice and injustice. Such 

an act downgrades the out-group membersô identity and praises the in-group membership, 

therefore it ñmaintain[s] or achieve[s] superiority over an out-groupò. (Tajfel & Turner, 

1986, p. 284) The comparison is made with the ñrelevant out-groupsò, where ñthe in-

group must be perceived as positively differentiated or distinct from the relevant out-

groupsò. (Tajfel & Turner, 1986, p. 284) Details on determining issues regarding race and 

gender stereotypes, as well as social injustice require further research (See Figure 5.11 

and Figure 5.12). 

https://www.instagram.com/p/C22cNfErGFF/
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Figure 5.11. Fan-to-fan video 4 with a comment enforcing racial stereotypes. A fan-to-fan video on 

Instagram that featured a mad San Francisco 49ers fan smashing his TV, followed by a screenshotted 

comment calling him ñMexicanò (Foo Network, 2024). (The same video was also cited earlier in the thesis 

in a different context, in 2. Higher number of followers is not equal to higher number of interactions in 

Chapter 4: Methods. More comments on this post can be found in Appendix B) 

https://www.instagram.com/reel/C3PMTVusy74/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFl

ZA== 

 

https://www.instagram.com/reel/C3PMTVusy74/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/C3PMTVusy74/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
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Figure 5.12. Fan-to-fan video 5 with a comment enforcing gender stereotypes. (On TikTok) A fan-to-fan 

video featuring a fight between a Philadelphia Eagles fan and a Washington Redskins (Now called 

Washington Commanders), followed by a screenshotted comment of a fan calling the person wearing the 

Eagles jersey ñkarenò (armando, 2022). https://www.tiktok.com/@arm12do/video/7049158312792902959 

RQ 3-A2: Some comments give an insult to a person who is involved in the out-group 

Finally, some of the comments expressed empathy for a fan's situation, such as a 

fan casually standing beneath pouring rain. Itôs unclear whether the commenter roots for 

the same team as the fan beneath the rain, therefore the comment suggests that the 

viewersô perception of their in-group has expanded from being involved in a teamôs 

fandom to encompassing sports fans in general (see Figure 5.13). 

https://www.tiktok.com/@arm12do/video/7049158312792902959
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Figure 5.13. Fan-to-fan video 6 with a comment expressing empathy. Screenshotted fan-to-fan video 

featuring a fan standing underneath the rain, followed by a comment (SportsCenter, 2023). 

https://www.instagram.com/reel/CyWoroupb1K/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFl

ZA== 

RQ 3-A3: Some comments express empathy toward the fan who is in an unusual situation 

The results suggested that the analyzed fan-to-fan video samples have diverse 

characteristics and it often includes the themes. Fan-to-fan videos may also be 

significantly different from other existing sports media because emojis, hashtags, fan 

reactions, and jerseys/hats express themes. Finally, the comments made by the fans on 

https://www.instagram.com/reel/CyWoroupb1K/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/CyWoroupb1K/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.instagram.com/reel/CyWoroupb1K/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
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fan-to-fan videos suggested that people perceive fan-to-fan videos as a representation of 

an out-group teamôs fandom. However, those who are involved in the out-group may 

change depending on the circumstances.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

79 

CHAPTER 6 

CONCLUSION 

Key Results 

This thesis was able to find certain patterns within the fan-to-fan videos. When 

trying to find the patterns, the thesis was also able to make the first attempt to find the 

description of fan-to-fan videos by conducting Owenôs (1984) thematic analysis 

(Recurrence, Repetition, and Forcefulness) on the found samples.  

The fan-to-fan videos on Instagram and TikTok contained multiple themes of 

commitment, insult, and inclusion. The notable characteristics include the frequent use of 

emojis and hashtags in the overlay and/or the description. The analysis was able to 

extract the themes of commitment, insult, and inclusion from emojis and commitment 

insult, and inclusion from hashtags. Other characteristics include fan reactions, such as 

chanting during the game, and the presentation of fans with jerseys and hats in sports-

related places. The fan reactions had the themes of commitment, insult, and inclusion, 

and the fans with jerseys/hats had the themes of commitment and inclusion. 

The thesis found that themes of emojis and hashtags were more commonly found 

in fan-to-fan videos and other sports-related social media posts compared to sports media 

on different platforms, such as TV. Additionally, although the fan reactions and the fans 

wearing jerseys and hats could also be found in other types of sports media, such as TV, 

only fan-to-fan videos use them to express the themes. 

Finally, the comments on fan-to-fan videos also noted that people absorb and 

interpret the stereotypes and social identities of each teamôs fan base by watching fan-to-
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fan videos. Some comments insult a person who is involved in the out-group, and some 

people also express empathy towards some fans presented in the fan-to-fan videos. 

The Study of Fan-to-Fan Videosô Contribution to Sports Media 

As covered with a number of evidence, the rise of the fan-to-fan video 

phenomenon was evident on Instagram and TikTok. Many fan-to-fan videos received a 

significant amount of likes, comments, and shares. This could be a potential motivational 

factor for sports fans to keep recording and sharing fan-to-fan videos, as corporate social 

media accounts like ESPNôs tags the person who filmed it. With no formal name to call 

the videos, this thesis coined the term ófan-to-fan videosô to indicate a brand new genre 

within sports media, and with the hope that the name ófan-to-fan videoô is widely used for 

further research on the topic of sports fans filming each other. The thesis also attempted 

to succeed Earnheardt et al.'s (2012) research on sports media, particularly in increasing 

the quantity of scholarly research on sports media, which they found lacking.  

One of the biggest contributions of this study is finding the theme of óinclusionô, 

which was previously an unknown concept in Social Identity Theory that only considered 

the separation of the in-group from the out-groups. Like previous studies regarding sports 

fandom and sports media, this study used Social Identity Theory. However, by 

introducing the theme of óinclusionô where the formation of in-group changes among the 

sports fandom to include broader members of sports fans, the study found a possibility 

that the known concepts of in-group and out-group might not explain the sports fandom 

completely. 

This thesis also adapted Owenôs (1984) thematic analysis, which he used to 

extract themes of interpersonal relationships. This thesis considered the relationship 
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between those who film and share fan-to-fan videos and the people featured in the fan-to-

fan videos as an interpersonal relationship. Other interpersonal relationships include the 

relationship between those who film and share fan-to-fan videos and those who comment. 

Social media makes it possible for such virtual relationships to have similarities with the 

known structure of interpersonal relationships. 

Limitations on the Study 

However, there were also possible limitations on the study that could have 

possibly altered the outcome. Firstly, because Owen used thematic analysis to conduct 

research on texts and not visuals, unlike the analysis on fan-to-fan videos, there is room 

for error(s) and arguments towards the decision to implement Owenôs thematic analysis 

into fan-to-fan videos. The description of Recurrence, Repetition, and Forcefulness by 

Owen was based on the text examples. Thus, when categorizing the visual elements such 

as jerseys and hats found in fan-to-fan videos into Recurrence, Repetition, and 

Forcefulness, the decision was made based on the authorôs interpretation of what the 

visual elements signified. However, the decision to use Owenôs thematic analysis was 

still made after it was determined that the methods that traditionally study visuals, such as 

semiotics, were not the best tool to answer the three research questions. Semiotics (Innis, 

2022) studies a signifier (ex., A red traffic light) and its signified (ex., How a red traffic 

light is perceived by the public). The thesis and the research questions werenôt designed 

to find what wearing a paper bag in the stands implies for the fans. Rather, their purpose 

was solely to establish the existence of the phenomenon where individuals film fans 

wearing paper bags and request corporate social media accounts to share these videos 

online. 
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Other limitations were in the authorôs particular way of collecting the samples, the 

process of sample discovery, and the total number of samples obtained. When capturing 

comments to answer RQ 3: ñHow do the fansô comments on the sports fan-to-fan video 

posts explain how they perceive fan-to-fan videos?" and for Appendix A and B, the PC 

version of Instagram and TikTok, instead of the smartphone apps were used because it 

displayed more comments at once. However, how the comments were ordered on the PC 

was slightly different compared to the app, making some of the comments that counted as 

the ñfirst ten commentsò of each post that were screenshotted not count if the author used 

the app instead of the PC version. Although the author failed to find an absolute pattern, 

it was later found that while the first few comments that counted as the first ten 

comments appeared on both versions (not in chronological order but according to 

Instagram and TikTokôs algorithm), the 10th comment would sometimes be on the 9th or 

the 11th on the app.  

Additionally, despite the fact that fan-to-fan videos were collected using a 

combination of the PC version and the app, unlike capturing comments, it was unclear 

whether the featured fan-to-fan videos relied on the same algorithm on the PC and the 

app. It could be possible that the videos that were recommended on PC were never 

recommended on the smartphone app, or vice versa.  

Finally, the sample size (115) may be too small to definitively describe fan-to-fan 

videos.  While the thesis never intended to solidify the definition to remain unchanged 

forever, a larger number of samples would always provide more sources in finding more 

patterns and finding rare exceptions. As fan-to-fan videos spread more and more, future 
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fan-to-fan videos may have different answers to the three research questions of this 

thesis.  

Guidance for Further Research 

Meanwhile, the currently found fan-to-fan videos have the potential to be studied 

in the inequality and social justice field, as some of the comments appeared to reinforce 

stereotypes towards an individualôs identity, such as race, gender, and/or age. Fan-to-fan 

videos have the potential (or it already is) to be a tool for someone to negatively impact a 

race, gender, or ageôs characterization. As a number of fan-to-fan videos receive a 

significant amount of likes, comments, and shares on a daily basis, it would be difficult to 

conclude that fan-to-fan videos play little role in creating and altering public opinion. 

One could speculate that fan-to-fan videosô contribution towards society would reflect the 

most on sports-related places such as stadiums, one of the largest gathering places. As 

many, if not all, of the professional stadiums/arenas in the U.S., strictly condemn hateful 

speech and acts towards an individualôs or a groupôs identity, it would be intriguing to 

examine how the fan-to-fan videos have the potential to impact how the crowd acts the 

next time they visit a sports stadium. 

Regarding fan behavior in sports-related places, another way of further analyzing 

fan-to-fan videos is to conduct surveys and/or interviews with the fans. This may include 

those who were featured in the video, those who filmed the video, those who shared 

(sent) the video to corporate accounts like ESPNôs, and the admin of the corporate 

accounts. Through the surveys and/or the interviews, a researcher could get an idea of the 

psychological reasoning for the fans to film each other, and the outcome could suggest a 

further interpretation of the U.S. sports culture, as well as the role of fan-to-fan videos in 
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expanding and growing sports fandom. It could also explain why corporate accounts like 

ESPNôs decide to share the footage that the fans took despite the fact that the companies 

themselves have cameras around the stadium. 

We could also make comparisons on the usage of hashtags across sports media to 

analyze if they are used for similar or different purposes and intentions. Figure 5.3 ñFan-

to-fan video with hashtagsò and Figure 5.4 ñUsage of hashtagsò suggested that the 

implied intention of the same hashtag might differ depending on the context of the post. 

Likewise, one could speculate that the meaning could also change if the platform 

switches, such as from social media to a TV show. Examining the similarities and 

differences would enrich our understanding of the unique characteristics of fan-to-fan 

videos AND other types of sports media.  

In addition, the difference in the number of hashtags observed in fan-to-fan videos 

on Instagram and TikTok in Table 5.3 suggested that an in-depth analysis that compares 

the characteristics between Instagram and TikTok videos can be conducted. Although the 

research would not be directly related to the analysis of fan-to-fan videos, making the 

comparison could benefit entrepreneurs who are looking to examine how social media 

users use each platform differently. As such, the research could expand beyond analyzing 

fan-to-fan videos. 

Furthermore, stadiums, arenas, bars, and households (the venues that were 

featured among the 115 fan-to-fan videos) that were grouped together in Chapter 5: 

Analysis under the context of Recurrence, Repetition, and Forcefulness can also be 

analyzed separately in a variety of ways to build more characteristics on fan-to-fan 

videos. For example, a researcher could calculate how many percent of each of the four 
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categories appears in a collection of fan-to-fan videos and determine which one appears 

the most. One could also pick one category, like stadiums, and attempt to find a 

difference among fan-to-fan videos that featured stadiums, such as the size of the 

stadiums and/or the number of fans in attendance in relation to the stadiumôs capacity 

(even when the most fans in attendance are not the primary subject of the video). Itôs 

unclear what the results might imply, however finding any trend among fan-to-fan videos 

would help to construct a more detailed description of fan-to-fan videos.  

Finally, although it was not researched as part of the thesis, the average length of 

fan-to-fan videos on Instagram and TikTok can also be researched in relation to the 

length of the rest of the videos on social media and on other media platforms such as TV. 

Finding out the similarities and differences could observe fan-to-fan videos under the 

context of time and consumer trends of how people absorb media today, therefore a 

researcher could speculate on why the fan-to-fan videos are shorter or longer than other 

media to fit the audienceôs needs. 

Final Thoughts 

In conclusion, this thesis suggests that fan-to-fan videos have become a must 

when researching a sports media-related phenomenon due to their significant amount of 

implications for the ever-changing dynamics of sports media. As suggested throughout 

the thesis, fan-to-fan videos have enough creators and audiences to consider them a part 

of sports media. Itôs also different from the existing sports media, such as TV broadcasts, 

because the athletes arenôt the primary focus. In addition, the content of fan-to-fan videos 

has clear patterns, such as featuring the fans reacting to whatôs occurring at the sports 
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venue. Given these characteristics, the videos deserve to have their own term and be 

tentatively called a ófan-to-fan videoô. 
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APPENDICES 

Notes 

1. I do not own the right to manage the visibility of the posts and comments posted 

on Instagram and TikTok that are featured in this thesis. Therefore, the links to 

each Instagram and TikTok post and comment provided in the óReferencesô 

section may not be valid at the time of your viewing. 

2. The shape and the color of emojis featured in this thesis may look different than 

intended, depending on the program you used to open this thesis. Use individual 

links provided in the óReferencesô section next to each source that contains 

emoji(s) to see the accurate version of the emoji(s) that the author intended to 

include. 
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APPENDIX A  

TOP 10 VISIBLE COMMENTS ON SELECTED FAN -TO-FAN VIDEOS ON 

INSTAGRAM  

 

Two screenshots of comments are shown after the screenshot of some of the fan-

to-fan videos that appeared in Appendix A. Comments are not in chronological order but 

displayed according to Instagramôs algorithm. 
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APPENDIX B 

TOP 10 VISIBLE COMMENTS ON SELECTED FAN -TO-FAN VIDEOS ON 

TIKTOK  

 

Two screenshots of comments are shown after the screenshot of some of the fan-

to-fan videos that appeared in Appendix B. Comments are not in chronological order but 

displayed according to TikTokôs algorithm. 
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APPENDIX C  

FROM INSTAGRAM: SCREENSHOTS OF FAN -TO-FAN VIDEOS THAT CAN 

BE INTERPRETED WITH ONLY A SCREENSHOT (DOES NOT INCLUDE ALL 

115 VIDEOS) 
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