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ABSTRACT
This thesis explorwbanhei degadbfasaaceewf fd
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 ttofantypdeosovi @dbbsfifhasis at
Eartmhar dt et al . '"s (2012) research, and upd:
and Maclntosh et al.o6s (2017) findings. Th
Turner, 1986) to discuss intergrouwagg rel ati
analysis to extract the themes ffodan t he vi
videosod on I nstagram and Ti kTok. The resul
6insultdéd, and 06i ncl usgofomamd vfirdeenn stohswhed Icehmearr te
hashtags, fan reaction, and jerseys/hats. The findings of the thesis contribute to the sports
media research by introducing the term *taffan video" to describe videos where one
fan films other fans; a phenomenon previously unnamed, and by suggestangework

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 thaorss" (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 miated communication. This thesis intends to explore the
significance of farto-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 (Tamd2022). From radio to flat
screens, to handheld devices, and now through VR (virtual reality) headsets, sports
broadcasts have brought sports fans closer than ever-nnealithout requiring them
to be physically present at an arena or stadium. Addinal | y, al t hough 1ito
reattimeit heref ore itdéds slightly dbotidlmedant fror
accounts of sports channels and fan accounts rapidly post what just happened. Major
social media platforms, including InstagraFacebook, 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 broadcastéh 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.



The Growth of Fan Contributions in Sports Media Through Social Media
The fansdé contribution to sports media

just receivers, has introduced a new paradigm for viewers in the ways to consume sports
media createdybthe fans, particularly on visubbsed social media like Instagram and
TikTok where users cannot post text alone; they must include photos or videos, unlike
Facebook where textnly posts are allowed. The new paradigm that vibaakd social
media has gined 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, )l but only 6 million on Facebook
(Barstool Sportsp.d-a). The videos taken by the fans feature other fans set in various
sportsr el at ed pl aces, including, but not | i mi't
house), stadiums, or arenas. These videos are submitted and shared through social media
accouns with a considerable amount of followers such as Barstool Sports (Barstool
Sports, n.db), SportsCenter (38.5M followers on Instagram) (SportsCenter, n.d.), its
branch account Barstool Philly (483K followers on Instagram) (Barstool Philly, n.d.), and
Padon 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



c. They are presumably not staged because the fans that were being filmed often
dondt recogceofthecamhenae pr esen
Currently, there is no official terminology to refer to these videos. Because they feature
fans by the will of the other fang,f -to-h a n  vsithe eertadive term to call them for

the purpose of this thesisee Figure 1.1)

- wpardonmytake ©

i% ﬂonmytakeuorogina_la.._. e
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Figurel.1l Fanto-fan video 1A screenshotted example of a farfan video on Instagram with the

caption APatriots Fans Dheughbj ¢ébes bage wearing

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

https://www.instagram.com/reel/COHuY54JBIli/?utm_source=ig_web copy link&igsh=MzRIODBiINWFIZ

The spreadfdan-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 dondét carry expensive and heavy
around the stdium, and therefore, we can assume thatdean videos are filmed using

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

e} ]


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==

and professionally trains camera operators, their social media accounts chose to post the
footage taken by the fans, who are presumably less skilled.

Fanto-fan videos posted on corporate social media accounts (also known as
accounts with a considerable number of f ol

arenodot their or i gcreatark of eachrvides,rthe admih of thbabove r t h
accounts often writes fAvi d&o0or#ér foliowmedbyude s c a

the username of the filmer starting with @. To encourage similar submissions, Barstool
Philly, on I nstmatgematim,t owrbhe¢ eseatidMedd® i n t h
(Barstool Philly, n.d.).

Not only to convey objects such as a camera, emojis, used in many videos, are
Asmall digital picture[s] or pictorial sym
etcie@tibBbnary.com, nodwas UsedigorexArdss fa
According to Emojipedia, i May convey inconsol able grief

feelings, such as uncontroll able | aughter,
d. Theusef emoji s isnbét t htefansvioldog asenangotteect er i st i
sportsrelated and nosgportsr el at ed soci al media posts wid
essential to focus on how they areused irttehan vi deos. Namel vy, [
the emoji used in Figure 1.1 was written by the fan who submitted the video or by the
admin of the soci al media account -tmanually
fan videos were created in a combined effort of the fan and the admin, which is an
unprecedented form of media production whe

of being mere receivers.



The video labeled as Figure 1.1 gained 24,877 likes and 288 comments as of
March 3rd, 2024. Not only has this fémfan video gotten attentioh 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 th{ffam videos are currently contributing
to the growth of sports media (The samples, inclyitiow they were collected and how
they was analyzed wil/ be further explaine
creation and spread of fao-fan videos is crucial to analyze, compare, and contrast with
other types of sports media, such as T¥eahing channels, radio, online newspapers,
and fan community websites, because thetdeian videos direct heavy traffic and
interactions. The previous ways (although many of them areaslle today) in which
the fans became the content creators \aasdyzed by Earnheardt et al. (2012), where the
fans became the "sharers and sports conten
roles of consumers/receivers of sportso (p
newspapers and creating an onlioenmunity website. Nevertheless, the large number of
115 collected fatto-fan videos emphasizes thatfamf an vi deos are i nfl u
sports media, especially because the total number @bffam videos posted on social
media is uncountable, mailg it far more than 115.
Why Fan-to-Fan Videos Grew in the U.S.

As this thesis concerns fdo-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 falmo-f an vi deos might not be a popu

surroundings at sports stadiums/arenas in other countries. Noting this will help in limiting



the found characteristics of fda-fan videos within the U.S. sports culture, helping to set
the boundayr 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
Minchen AG, known as the FCB in the German professional soccer league,dstven
Bundesliga stated in AFCB data protection
conditionso (FC Bayern M¢nchen AG, n.d. ),
pictured visitors is requiredédobamth# CB wi |
consent in advanceo (AData, o6 n.d., p. 3).
from FCB for a fan who enters the property of FCB to film another fan(s). Meanwhile,
the U.S. version of Ticket ma202l)dagdlsalloiv® ur c h a
the making of fartof an vi deos without raising concern
lawsuits.

While there are a variety of online platforms to purchase resale tickets (legal
online ticket buy/sell platform between fans) in th&lJTicketmaster 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 sportktet sé t er ms and conditi on
According to Ticketmasterds A19. Recording
APurchase Policyo, each fan may be exposed
that they HfAagr ee t h ahasettitkets issapeblicteverit,ahat yourh i ¢ h
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

6



conduct at the ewvwegnt Al ({ hioaulgeht mda Htseru,nc2 @aAar
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, FCBdSs omGen ¢ &l Btaiy
Minchen 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 asthe pressséas u b mi t publ i c
to independently take picture and sound recordings which can show the ticket holder as a
spectator of the event in questiono (FC Ba
didnét specify whet her veruewhiledickeimastprpl|l i es i n
explicitly stated that the events occurrin
(Ticketmaster, 2021). FCB6s decision to no
property is consi der e duabgrardingsithatéare nomfpmane s t h
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 meéiie;féam
videos deserve to be analyzed.op media, as one of the most popular genres of
mediated communication as the average viewership of H2d 28-L regular season
games reached 17.9 million (Reedy et al. 2024), sports media deserves an equal amount
of attention on the scholarly field dsetother 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 fAmedi

because thegt theougthde iittdsi sandét worth studyi

7



example that the scholars studied the audi
content and entertainment valueo. Earnhear
mediated sports ithe 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 deservin
As such, the ciegtion and the sharing of fao-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 cal/l nnew
Studying such emergence ledits 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 medi@t s ports would help to unde
involvement with mediated sports is shaping not only their own experiences but also the
experiences of those within their social n
(p. 4), in other words,wha t hey call ed a fAdi sseminationo.
discover the themes extracted from thetiasfan videos, from the perspective of the
fansd soci al identity who creat-tofn who app
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 Bow! paradetddan videos are also visible
formili ons to see in the virtual, online sett

sports fans. Studying the dissemination of mediated sports on the newly emerged media

8



like fanto-fan videos and the following responses such as the number ofriteshat
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 exained the current state of sports media, the growth and fan
contribution in sports media through social media, whytéafan videos grew in the
U.S., and why fatto-fan videos are relevant and important. fadufan videos deserve
analysis becausetheféns cont ri buti on to medi ated sport
experiences but also those of others withi
based, impact everyone one way or another, whether they like to watch sports or not.
Summary of Each Chaper
Finally, below is a summary of whatoés i
Literature Review summarizes scholarly literature that inspired the author to
write the thesis about sports fandom. One of them includes the Social Identity Theory
t h at @feundoirengany literature to analyze sports media and sports fandom. The
chapter also describes what the author is hoping to succeed and improve on the found
researchResearch Questiongxamines what was lacking/outdated in the sources
analyzedinLiteraur e Revi ew, expl ai ntef @ wvitdheodaeifs n
work in progress, and explains research questMethodse x p| ai n Owends (19
thematic analysis: Recurrence, Repetition, and Forcefulness. The chapter also presents
how the farto-fan video samples were collectéhalysis analyzes fatio-fan videos
using Owends themati c analoyReseaschQuestianfnl, att em

2, and 3. FinallyConclusionexplains how to make sense of the overall findings, how it

9



contributed to the field of sports media, addresses the strengths and limitations of the

study, and future research suggestions.

10



CHAPTER 2
LITERATURE REVIEW
Because faito-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 previousirelsethis
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 raediaber of
scholars have considered identity formation driven by social media activity through the
concepts of Avirtual identityo (Gunduz, 20
2017, p. 159), apdeSegotmg i pz2Ropld).dlsesene hi , 2
approaches are less relevant to this study and will therefore be excluded. Those who film
and sharefato-f an vi deos arendét | ooking to build :
reflecting the same identity that they have as farsssgorts team in real life.
In addition to reviewing theoreticalgriented and thematicaHlgriented
|l iterature, itbés also important to review
characteristicsof fato-f an vi deos. Owends (sthesemt9 t hemat i
extract the themes based on the characteristics. This chapter explains the foundational
concept of Owendés (1984) thematic anal ysi s
Analysis.

Sports Fansd I ntergroup Relations

11



When choosing a favoriteam, sports fans in the U.S. have a great amount of
options. The four fAmajor professional 6 Nor
mostly, or all of the teams that are located in the U.S., are the National Football League
(NFL), the Major League Baball (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 choosetorootf a t eam based on numerous r e
homet own being the teambés | ocation, their
simply like the logo of the team. Or, they say that they like the logo of the team but there
may be areasonbemd why they | i ke the teambés | ogo.
the reasons that people have when choosing
memberships in various social groups: family circles of friends and peers, and the
geographiccommuhiy 6 (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 rootdds &ms
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 component-gr dwnpdaanRancdtfeauwtr
groupo. Tajfel and Turner (1986) defined i
perceive themselves to be members of the s

who ae involved in faro-fan videos perceive themselves as sports fans. However, they

12



are also separated into several different social categories even within sports, such as
being a fan of a sports team. The distinction betweegrGop' and ‘'ougroup’ depeds
on an individual's identification with a group. Thegroup and ougroup 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 sameesporis
considered irgroup, while the rest of the sports fandom who root for different teams is
considered ougjroup. However, when the game begins, thegoatip becomes solely the
opponent team.

Those who film farto-fan videos often film fans of otheports 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 fafo-fan videos could be to make comgans between the
fandoms.
Social Identity Theory

Phua (2010, p. 192) claimed that fdAsport
the study of intergroup relationshipso. O
intergroup relations is to utilizBocial 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. Soci
sides of social behavioone being two or more individual
relationshipo6 and fAindividual characteri st

belong, and the other being the opposite; the two or more individuals, or groups of
individuahsehgviongp fielationso (Tajfel & Tu

13



Turner (1986) said Ait is probable that pu
infrequently in real social situationso. (
While it may seem like an individual act, the filming andratg of fanto-fan
videos can be considered intergroup relations because each fan is involved in their
respective sports t eamécsfaniideosdlsoseemohose who
understand the fans featured in the videos as a representation dfrthé&aabase in
which they are involved (how the fans reacted to some of thtoffam videos using the
comment section will be discussed further in Chapter 5: Analysis).
Hirshon (2020) examined the connection between sports fandom research related

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

the terms ABI RGing, o0 or fAbasking in reflec
favorite teambs victory as if itbés their o
reflected failure, 0 where the fans feel, e

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

Social Identity Theory argues that individuals shape their social identity basbdir

group membership, and the fans fAicommunicat
view others as ingroups or outgroupso (Hir
towards the fans found within fan-fan videos (Appendix C and D) suggest tiatse

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

When studying sports fandom, itdés i mpor
CORFing in the |Iight of Soci al |l dentity Th
appanféelmrsdhon, 2020). They are Adriven by t
identityo (Wann & Branscombe, 1990, p. 111
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team such as jerseys and hats to 6hopefull

theteam. However, there were many comments found octoffan videos (Appendix A

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

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

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

strengthen the argument that fimAfan videos likely increase positive salentity (of the

makers, the people in the videos, asd the

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

The differentiation of fandoms and rooting

superiorityo over the fans of the other sp

competitiveo (Tajfel & Turner, 1986, p . 28

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

the fansd soci al identitieso (p. 176) .
Additionally, social media takes a role@art of sports media to unify fan

behavior, particularly in gathering theg@gnoup members together and separating the out

group members. One of the examples Hirshon

York Mets fans and the New York Yankees fans forming tiespective fandom on

soci al media to fAcriticizeo each other (p.

Aproduceodo content on soci al media At hat <co

Defining another fandom through limited resources on soadliaris an excellent

example of the principles of Soroduded | dent i

medi a has further muddied the distinction
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2020, p. 181), and Atur n aweargsentsmashiftinpur por t
what highly identified fans wanto. (Hirsho
Sports Fandom and the Fan Behavior

According to Jenkins (2017, p.65), toda
clicks a |Iike button on s &poitsscandomeamdithe 6. Th e
Fan Behavioro and fASports Fans on Soci al M
of their unified behavior and their behavior on social media.

Fantof an vi deos are one of the many tool s
spdts i s a Anear universal and nont hreathen
1989, p . 242), and sports spectatorship is
2010, p. 190) that nearly anyone could converse about, sports fan behavior is often
corducted in a unified fashion to express gratitude or disgrace toward a team, an athlete,
or fellow fans. Lewis (2007) analyzed the
expressing disappointment and anger. Lewis defined a sports riot as a unified fan
beha i or that involves fAvandalism, throwing |
committing arson, and/or fightiigommitted by five or more individuals in a crowd of at
|l east one hundred people associated with a
Foamsing on Lewisd definition, itbés clear th
substantial amount of people gathered in one place at the same time. Sporting events are,
in fact, designed for mass gatherings. Lew
prime reasons for groups to gather in the United States (from professional football down
to local community softball games)o (p. 7)

those events in the United St atcouddbdEldance 19
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theory that sports fans |i ke to, and at
sporting events in person, as there are no sports arenas that only accommodate one
person.

As many existing fatio-fan videos were filmed inside masssorts 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, refieige McPhail's (1991) study on

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

and proposed thirtjour categories of behavior that can describe any cr®sd Figure

2.1).
Collective Collective Collective
Orientation Viocalization Verbalization
1. Clustering 1. Ooh-aah-oohing 1 Chanting
2. Arcingfringing 2. Yeaing 2. Singing
3. Gazingffacing 3. Booing 3. Praying
4. Vigiling 4. Whistling 4. Reciting
5. Hissing 5. Pledging
6. Wailing
7. Laughing

Collective Gesticulation
(nonverbal symbals)

1. Roman salute (arm extended forward, palm down, fingers together)

2. Solidarity salute (closed fist raised above the shoulder level)

3. Digitus Obscenus (fist raised, middle finger extended)

4. #1 (fist raised, index finger and middle fingers separated and extended)

5. Peace (fist raised, index finger and middle fingers separated and extended)
6. Praise or victory (both arms fully extended overhead)

Collective Vertical Collective Horizontal Collective
Locomotion Locomaotion Manipulation

1. Sitting 1. Pedestrian clustering 1. Applauding

2. Standing 2. Queuing 2. Synchro-clapping
3. Jumping 3. Surging 3. Finger-snapping
4. Bowing 4. Marching 4. Grasping, lifting,
5. Kneeling 5. Jogging waving object

6. Kowtowing 6. Running 5. Grasping, lifting,

throwing object
6. Grasping, lifting,
pushing object

Figure21Mc Phai | 6s (1 9 @aty)FormsbQulkectie Behavim-Co mmo n 0
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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 | i ke fAichanti ngo danto-faavideos (AppendixA B, €d i n n
and D).

Al t hough Achantingo was evidestlythelcenteeoh e x am
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 atfafan video that matches the studied
characteristics of crowd gatherings, such
one could also find the Repetition of the match throughout the remaining examples of
fan-to-fan videos introduced inthiseghs i s f or not only Achanting
categories.

Continuously matching Figure 2.1 and the-faffan videos would solidify fan
to-fan videos as an extended, newly introduced format of expressing unified fan behavior
and might give McPhail ds 1991 version of A
Behaviorin-Co mmono an updato-ffabyviadeoingg®ftam one
categories. Furthermore, as Figure 2.1 only considers what can be perfoipeesbim,
what can only be performed in an online en
and 06 s ha alsobeadded Which dne 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, flming and sharing faito-fan videos and what was filmed in these videos could

be, in fact, collective. The theory would not assume anything about what individual

18



thought process a filmer went through before filming atéafan video, as different
methodssuch 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
itdéds not a one person behavior.

More on fanto-fan videos, the creation and the spredtantof an vi deos di
miraculously occur. Studying fao-fan videos is significant because sports impact many
people who are engaged i n sports, known as
As fAithe multitude of duggests tha thisactivityisadrivigp or t i
force in the lives of many -p-fmoviéosare ( Wann,
filmed at the site of a sporting event or other places where you could watch televised
sports such as b aortanttoundemrsiand ieviamiwidysportsi t 6 s i m
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 (2)2vho 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 inclusivettee 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 incluside 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 decreasragdomness. 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

Fanto-fan videos also share similarities witeth f ans & acti vity sur
teamsd oofficiald social media accounts. F
form of engagement. According to Maclntosh
the National Hockey League (NHL) franchis Ot t awa Senators i1 nter a:
of ficial Twitter (now X) account n@Senator
Afactual informationo (p. 321) such as whi
Macintosh et al. also said some fans engag#ueach other (ex. Read what other fans
are discussing) by using the hashtags generated by @Senators (Twitter collectively
di splays posts using the same hashtag(s)),
communityo (p. 321) . @Senatasrgensrate hasipthgg forthet Gasspi t e
to use, Maclntosh et al . found t hat @Senat
of the @Senators handleo (p. 321) because
not a discussion. Similar to how then@éors fans generated their own discussion from
the official Senators Twitter account, femfan videos were generated on Instagram and
TikTok by the fans, based on a sports event.

Maclintosh et al. (2017) utilized Social Identity Theory (Tajfel, 1982feT &
Turner, 1986) where each individual 6s acti
by the rest of the community. This theory also applies to the Twitter discussions that used

@Senators handle because what the Senators fans have tweetedeusanmgll 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)

|l t6s also i mportant to examine the spor
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 aeew sports online, assessing whether this "enhances
or mitigates enjoyment” (p. 67). Finally, they examined how a sports team's performance

impacts fans' "follomup 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 sperttated message board websites, and 120 people answered
the survey. 77% of the participants answered that it was more furvteve@ports han
to watch alone. 53% of them said they called other people, 67% said they texted the
others, and 47% said they used fisoci al net
share their thoughts about the game that they were watching.

The discoveries regding how fans use "modern technology” (p. 67) tevieav
sports online, whether this technology "enhances or mitigates enjoyment” (p. 67) while
watching sports, and how a sports team's performance impacts fans'-lipllo@haviors

using social communicain technology” (p. 67) are particularly related to-fatian

videos, as they consider remoteviewing and social communication technology. +an
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to-fan videos share similarities in that they provide remote viewings, as well as virtual
space for the fant® communicate using likes, comments, and shares. The major
difference between fato-fan videos and live telecasts (what Gantz et al. described as
ATV sports Vviewing ex-odanvideasdoa'sbooadtapta 7 1) ) i
sporting event in reagime while live telecasts do, thus one could doubt ifttafan
videos offer a remote eaewing experience. This is significant becausettafan
videos arenodét |live but encores, thus unlik
vi ewi n gnightehamge ftom 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 wupdating Gantz et ahofansidebsiatalfi ngs t
even in the means of social communication. Regarding social media, Gantz et al. only
menti oned Facebook and Twitter as platform
taf i co (p. 67) and that they are used as to
about wins and | osses with those who areno
Instagram or TikTok, which are both strictly visdmsed (you have to include a phor
a video to post), unlike Facebook and X (formerly Twitter), due to the research being
published in 2012.

Gantzo6és findings show that a considerahb
their opinions about the game with others remotely. One coilldidbhypothesis that the
numbers could change if fao-fan videos were involved, for two reasons. The first

reason is that fato-fan videos have the capability of targeting millions of social media

22



users worldwide, not only because these are sharasythpopular social media

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

those who dondét foll ow the accounts throug
exampl e, has an fAexpl or eo ntthatintrddacésehe eser a s a
to an endless I|ist of videos postafand by acc
videos are no exception, and I nstagramds ¢

significantly greater amount of traffic and a ralaty quicker way to spark a
conversation about a sports match compared to calling someone, texting someone, or
even in comparison to public or private Fa
groups,; Gantz et al. d ieltl bydhe resppnelents dny i f t he
Facebook were on a public page or a private group). {fddan videos existed at the
time of the Gantz et al. research, i1tds po
chose other media to converse about the game wouldibd tsing Instagram instead.

The second reason for building a hypoth
could change if fatto-fan videos were involved is that although-tarfan videos are not
reattime broadcasts, they are often shared quiakly timely, shortly after the event in
which the video featured took place.
Owendés (1984) Thematic Anal ysi s

In addition to reviewing theoreticalgriented and thematicaHlgriented
|l iterature, itdés also importafnd to review
characteristics of fato-fan videos. To analyze fan-fan videos, the author uses the
met hod inspired by Owends (1984) thematic

the interpersonal/relational issues when he analyzed the combination aftéb amd
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audiorecordedsef eports from the individuals conce
situationo (p.276) on a variety of relatio
Over a year, the participantsydnfilthe@eport ed]

[ descri bed] their [relationship] based on

0t heme6, Owen introduced the criteria of d
He created a theme when all three of the Recurrence, Repetittbforcefulness were
present on a participantdés report.

Despite the context of Owenodstofaresear ch
video research, Owenbés t hemadtoifaovidwosal ysi s f
because Owen divided the particiait r esponses i nto 6t hemes?d
the relationshipo, (p. 277) and AdAinvol veme

participantsd word choices and their tone
interpersonal/relational issuesn d t he partici pantsdé response
sports media. However, the found elements withiatéefan videos could also be
divided into themes based on what kind of typed and visual elements each video contains.
The fans appearing in fao-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-td-fan
videos to theoretically oriented sources such as literature on Social Identity Theory, and
sports f anmedonhm bresecialonediai ltralso explained how the visual and
auditory characteristics of fan-fan videos would be analyzed usingOwés ( 198 4)

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 onfarto-f an vi deos, there have been studi ¢

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

medi a, McPhail 6s (1991) example of -iSome E
innrCommono is in need of an wupdate. Furtherm
Elementary Forms of Collective BehatWin-Co mmon o gave an idea tha

behaviors can be categorized and studied as some of them are repeated over and over.
This brings the idea that fan-fan videos could also contain repeating behaviors within,
and we could note them to develop aimigbn of fanto-fan videos.

We also noted Gantz et al.od6s (2012) res
sports. Similar to McPhai |-to-&anviddoSdhdthe r esear
lack of social media involvement in the research other Baaebook 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 involvemertbeffan
videos and social media.

Literature Reviewalsonotdda c | nt osh et al . 6s (2017) r «
Ottawa Senators fans who utilized Twitter (now X) to discuss the team. This research
only concerned Twitter, which is a telxdsed social platform that a user can post without
the use of a photo/video.aMc | nt osh et al . déds study also fo
such as mentioning that the fans have used

official Twitter account @ Senators. Maclntosh et al. (2017) utilized Social Identity

25



Theory (Tajfel, 1982; Tagfl & 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 sharémhfan
videosoruseiguatb ased pl atforms such as I nstagram
without including a photo/video.

Al l of these researches hav-+ofaavideas!| ar i t i
into consideration at al | fantd-faruveleosarettdd s 1 mp o
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-farfan videods 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

Inordertof i rmly establ i sthf dthevimédamd ntgo ol e O0d a
shared, itbébs crucial to analyze what visua
the nambtadfaendeod suggests, the underlying

taken from dan and featured another fan(s) as the subject. However, it requires a more
detailed explanation. Finding out about the characteristics @bffan videos could help

explain the changing dynamics of the sports fan culture, where the fans are the content
creators in additi on-tafoa nb eviindge otbh ei sr eac etievnetra
terminology, the found characteristics could also help in finding a description of the

terminology. Hence, the first research questioR®@1: i What r epeat ed t he me
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and auditory characteristics do the sportsttafan videos have on Instagram and
Ti kTok?0

This thesis only covers Instagram and TikTok posts as social media examples
because the accounts with multiple social media presence across platforms likel Barsto
Sports have considerably lower number of followers on X (5.6M) (Barstool Sports, n.d.
e), Facebook (6M) (Barstool Sports, rajl, and Snapchat (393K, followers known as
Osubscriber sd) -d mBspectvelycampares podnstagsam (1:m4Md .
followers) (Barstool Sports, n:h) and TikTok (35.3M followers) (Barstool Sports, A.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 vidual@io
elements of the posts.

I n order to succeed Earnheardt et al . 0s
establish that faito-fan videos are different from the existing sports media such as TV,
radio, online newspapers, and even social media gadtare not famo-fan videos but
were posted on the same account. If the audience perceives all of these media as the same
medi ated communicati on, i ttofanovidedsonjpe necess
Therefore, based on edessaryftdacampareapdcorntrasthe RQ 1
characteristicsoffato-f an vi deos to the other media. Ol
to note the similarities between fémfan videos and other media to establish thatdan
fan videos are an extended forméfan contribution to sports media. Previously,
Earnheardt et al. (2012) established the f
and sports content creators" through creating and commenting on the online community

websites. Taking the websitas an example medium that fans have the ability to directly
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contribute, finding the similarities between fafan videos and what was posted on
online sports community websites would not only aid in succeeding Earnheardt et al. 's
research but help toxpand the number of scholarly research about sports media in which
Earnheardt et al. said that i1tdéds surprisin
research question iIRQ2: "How are the sports fato-fan videos similar and different
from othe sports media?"

ltds al so essenti al t o o0 b gofanvideostfon e r eac
analyzing its perception to the public and how the fans in the comment section also
contribute to the content that was featured within the particulaioféan video. As fan
to-fan videos are famade content, one could speculate that the fan contribution to sports
media doesndt end adfanwiéep ® beyuplaaded, butthet i ng a f
contribution grows as the rest of the fans react to the gpogteo, 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 tte fan
fan video trend is heading. Thus, the third and final rebeguestion isRQ3: i How d o
t he fans® ¢ o mme-toffas videmposts explairs ow thely gercéive-fan
fan videos?"

Each research question will be discussed throughout the thesis as wealepthin
in Chapter 5: Analysis. The overall desirgoal of the research questions is to find a
fitting descriptiotoffhor videodenTaei pei mar m
thesis is less related to how the-tarfan videos were found (ex. Who filmed it first) or

how the farto-fan videos arshaping the U.S. sports culture. How and whyttafan
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videos were created should be discussed in future research. How the questions are

answered wil/| be further explained in Chap
This chapter summarized the key findings from Cé@apt Literature Review,

which stated that McPhailés (1991), Gant z

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

descriptiodrasn ofi defosd i n awexaatlytheyacpasat o ex pl

platform for the fans to share their spentatching experiences.
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CHAPTER 4
METHODS

This chapter attempts to answer the three research questions of the thesis by using
the thematic anal (1984) sriteriamfRpcurrerce, RdpstitioQanel n 6 s
Forcefulness. Then, it shares how the samples were collected and justifies
representativeness among collected samples to provide reasoning on how the samples
were chosen.

Themati c Anal ysi s riaoOReeurrehce, RepetRidhdand Cr i t e
Forcefulness

This section wild/l explain Owends establ
Repetition, and Forcefulness and its individual functionality in answering some or all of
the three research questions.

Owendés thematic analysis is deemed adeq
guestions 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
me d i aimportamt o sote that the used thematic analysis was inspired but not identical
to Owends, because Owends version didnoét a
recorded audio.

Thematic analysis in this thesis attempts to find the common thenoegdhe
combination of 115 faio-fan video samples found on Instagram and TikTok combined,
according to Owené6és criteria of Recurrence

Recurrence
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According to Owen (19
the same thread of meani
(p. 275) Unlike Owends d
have no written transcri

top of the video. The transcript based on thetéah a n

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 ckamtliin J ar €de Go f f !

Figure 4.1)

Figure4.liJar ed

League) 0s

Detroit

sces Cbssports @

Followin we |
1 cbssports.. Original au.. 9 -

A

i B

“YARED:GOFF!™
ml “Jared Goff” chants §
break out at the
Red Wings game

¥ Lt =3 ’_,"
_: ’ ! “l‘) [~ s g

Red Wings

G oStréehsbot af dfamfan video that filmed the NHL (National Hockey

84) , Recurrance i s
ng, even though di
efinition of Recur
pts, excraapdtonf or wh
videosd audio is
fans chanting AJared

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

2024)

https://www.instagram.com/reel/C2jJ9GoMVcvirtutsource=ig_web copy link&igsh=MzRIODBIiNWFI

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

Therefore, in this research, instead of analyzing transcripts, the visual elements
within thecollected samples are to be analyzed, such as jerseys and hats that have
embroidered symbols of the fansdé favorite

Figure 4.1 was posted on Instagram on January 25th, 2024, the same day that the
Detroit Red Wings hosted the home game featured mr&ig.1. It was also three days
before the NFC Championship game between the Detroit Lions and San Francisco 49ers
took place on January 28t h, mar ki ng the sh
Instagram timely and relevant.

Analyzing the Recurrence die visuals is crucial for two reasons: 1. In
answering RQ 1: AWhat repeated themes of
sportsfarto-f an vi deos have on I nstagram and Ti kT
guestion include the repeated themes ofalisilements throughout the samples on
Instagram and TikTok, which are both visiaavy platforms, as reiterated multiple
times throughout the thesis. 2. Finding the characteristics would help to answer RQ 2:
AHow ar e t-to-fanvideos sinilmad achi f ferent from ot her
AOt her sports mediaodo includes TV-basedd str ea
and we can compare and contrast the recurring themes betweentihaianideos and
TV broadcast footage. Namely, as the naoggssts, the fato-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-to-fan videos

means that there are written elenseto analyze. Some of the famfan videos have
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written descriptions and hashtags alongside the video and/or havewtedeid on top of
them, known as aoverlay(See Figure 4.2)

P pardonmytake @
z pardonmytake - Original audio

Eagles:fans going

>

through it @

Figure 4.2 Example of an overlayA screenshotted example ofext overlay on an Instagram post, marked

in a red circle (Pardon My Take, 2023)

https://www.instagram.com/reel/COuSbgNp6_4/?utm_source=ig cogly link&igsh=MzRIODBINWFI

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).
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Follow

P B/ROpenlice ' @
el @BR Openlce

This guy in Edmonton won a fridge at the Oilers
game and carried it off surrounded by fans like
he just won the Stanley Cup &7 &

(via @kennedystrash)

Figure 4.3Example of an overlay. 2 screenshotted example of a social media post overlay on an

Instagram post. This particular pasterlaid 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:/ivww.instagram.com/p/C2gAndgvzYJ/?igsh=Mté215c2xzaGM5cg==

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

amount of data to find recurgrthemes withir{See Figure 4.4).
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pardonmytake

Original audio

pardonmytake # Football gal

Two!Screens? &

: @bullyscann22

nickascherl Tv better view. | person is all vibes/energy. Any
game | go to | rewatch the telecast otherwise | feel like | missed
too much.

bikemutta for replays & reviews, she gets it

Reply

lifewithpaji Real football fans probs think watching games on
TV > in person

8w 70likes Reply

View replies (11)

d_matt15 Which one is ahead?

w205 likes

guse52 Delay on the TV

w 5likes Reply

jbiffoni She gets to see whats going to happen on her phone
»  before everyone else

8w 20 likes Reply

View replies (1)

©QvY

11,081 likes

!

Figure 4.4 Comments on a fato-fan video Screenshotted example of comments on ad&an video.

The filmer, a fan in the stands at an NFL game, found another fan watching the live stream of the same
game in whichlse is attending ironic and took a video of her phone screen (Pardon My Take, 2023)

https://www.instagram.com/reel/COMmwzkp/?igsh=MW\HZTYxcmEwZ2du

Finding the recurring themes within the written elements found inside the-fan
videos and added comments helps to answer
sports farto-fan video sts explain how they perceive famfan videos?". Due to the

vast amount of comments on each-faffian video sample, this thesis will limit the
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analysis of comments on each video to 10 by counting the first ten visible comments that
were alignedaccordig t o I nstagram and Ti kTokds own a
comments can be found in Appendix A and B). On a side note, the statistical elements
such as 1|ikes, comment s, shares, and view
anal ysi s b e traiabk within dr bejweean plafars. 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 coments, shares, and view counts.
Repetition

According to Owen (1984), Repetition 1is
where it is fAan explicit repeated use of t
ORecurr enc e éofaabno vvei,d etohse hfaavne no wr i tten tra
posgble to generate one. There are several cases in which the visuals oftibvaian
videos have shown Repetition in the fansbé
Similar to Figure 4.106s nAnJared GoficRlyd chan
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: AWhat r epe ateristidsddthee mes of
sports fato-f an vi deos have on I nstagram and Ti kT
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 oftfafan videos to

answer RQ 3: AHow do t he -tb-famveldo paste mment s on
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explain how they perceive fan-f an vi deos ?" . For example, if
|l iked or similar words are grouped in a se
if such an instance is repeatedly seen throughout the comment section, then we
can conclude that they donét | ike the Patr
di fferentiate t hose wibfanvileosfiomthésewkhe t he par
dondt tleakne, tthhee Patri ot s. Il n theory, those
not like anything related to them, including the-faffan video that features the
Patriots. This should be taken into account when determining answers to the RQ
3, that ond fardo-fan eideosenmht 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)l 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 ftueffamvideos in
guestion 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 fatto-fan videos without featuring a team or if the featured tesam i
switched to another team.
Thus, we must acknowledge that the fans
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 aboutdafan videos.
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Forcefulness

According to Owen (1984), Forceful ness
volume, or dramatic pauses which serve to stress and subordinate some utterances
from otherlocutios i n t he or al reportsao, (p. 275) a:
words and phrases, the increased size of print or use of colored marks circling or
ot herwise focusing on pas&p,ss i n the writ
Forcefulness considers noerbal act such as pointing fingers alongside a verbal
expression, ités useful i n -tofentvideosni ni ng t he
As previously explained multiple times, the fmafan videos are largely visual
based, along with the explanation ofthevissa usi ng t he postbés desc
description embedded using an overlay. One of the scenarios thabadan
video contains Forcefulness is when the ca
in the video and/or when the caption contains emotionphasis such as writing

in all caps or using an emdfsee Figure 4.5).
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snow out of the stadium &

-~

. —
/

>

S sportscenter @ | Follow

Bills Mafia showing up big time S §

1 enter - Original audio - 2 2 people

Figure 4.5Emphasis on the caption of a famfan video A screenshotted fato-fan video captioned,

AiBills fans have LI NED UP to shov enittersimal @apsdout of t h
emphasize the long line of wait shown in the video (SportsCenter,.2024)

https://www.instagram.com/reel/C2S52swMJ0dA/?usource=ig_web_ copy_link&igsh=MzRIODBINWFI

ZAj
Additionally, the thesis found that the criteria of Forcefulness apply to
both the farto-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 foundi t hi n Owends description of Force
featured in the videos. The fans featured inttafan videos wearing jerseys and

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

39


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==

Forcefulness, which is further analyzedi i J er sey s, Hat so in Chapt
(p. 59).
Finding Forcefulnessinfalo-f an vi deos hel ps to answer
repeated themes of visual and auditory characteristics do the spetdsdan
videos have on I nstagram ResmphrisTaitokaho k 2?0 and
videos similar and different from other sports media?". The use of emojis and all
caps are few examples that ftmafan videos have in common and are different
from other types of media such as TV broadcast.
How the Samples Were Colleed and by What Criteria
The 115 farto-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
|l nstagramund€Eor iMoméo on Ti kTok)
2. Manually looking for farto-fan videos inside popular sporslated Instagram
and TikTok accounts
3. Typing descriptions offato-f an vi deos i nspired by what
above two methods, sudh aans sfisapschritnsg fTavio .
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.
Fanto-fan videos areat to be confused with TV broadcasting footage that uses high
end cameras (in terms of costs) to film fa

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

artificial, digital graphic that shows the
media accounts such as ESPN6s typically do
footageonsocla medi a. Il n other words, yodam shoul dn

video(See Figure 4.6).

VIRAL CHARGERS FAN
ADDRESSES PLANT RUMORS

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

inclusion of a score bug but still features a fan reagfRBC7 Eyewitness News, 2023)

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

In order for a video to be considered afasfi an vi deo, it coul dnd
corporate TV channel such as ESPN.i/Wwhether a video was filmed by a corporate
TV channel or by a fan wasndét al ways <cl ear

score bug. A score bug is an artificial display within a sports telecast that indicates the
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game score. Seeing a score bug video means that it was filmed by a corporate TV
channel because ités not a common practice
videos with a score bug are not consideredtdafan videos.
In addition, the selected faon-fan videos all featred venues where you could
watch sports either tperson or through a live telecast, such as stadiums, arenas, bars,
and households (someoneds home). The video
events. As mentioned in Chapter 1: Introduction, tHiected videos were posted online
within three years from the time of writing this thesis to make a case thi-fan
videos are currently contributing to the growth of sports media.
Justifying Representativeness of the Collected Samples
When collectingsamples, the number of likes, comments, and shares were
di sregarded. The following describes why t
Justifying Not Considering the Number of Likes, Comments, and Shares
On Instagram, 34 out of 65 samples were collected from SpotsGard.).
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, andsshtre 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
doesndét have this fea-ttlasweh .pofshfpussa tdcsd & e

fan videoqSee Figure 4.7).
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sportscenter
and

secnetwork

Original audio

sportscenter € Blacked out on his TD celly and said “what
happened!?” &

(via @carolineraville)

jason_pace Kid is a genius. Now he “has to” get a fresh one
from the merch store

18w 50,798 likes Reply

View replies (21)

geordieryle No one asking the question as to why an adult is
filming a child?

13w 545 likes Reply

——  View replies (56)

noe.paquette Is he acoustic ?

15w 84 likes Reply

Qv

@ Add a comment...

Figure 4.7 Co-posted farto-fan video A screenshotted example of-posted farto-fan videos,

Q

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_lahQiUr/?utm_source=ig_web copy link&wsRIODBINWFIZ

Justifying Not Considering the Number of Followers

There were too many examples that

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

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

@foonetworkk (Foo Network, n.d.) that has 506K followers got 58,179 likes (Foo
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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 @sportater with 38.6 million followers (SportsCenter,
n.d.) ceposted got only 33,504 likes as of 2/20/24 (ESPN & SportsCenter, 2023).
Additionally, what was cgosted by ESPN and SportsCenter is also a year older, and it
Sshoul débve cont ai ne®tdatware budt overdimes Howeverhe | i k e
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, wieea fanto-fan video earned 75.1K views (TikTok
also counts number of views while Instagra
the uploader has 256 followers as of February 20th, 2024 (ultimate.sportsclips, n.d.). Due
to TikTok counting views uite Instagram, they can be considered just as important as
|l i kes and comments to determine a postodos e
|l t6s also not necessary for someone to
that were chosen by the algorithm on Instagram and TikTok, gsakthe posts are
made public and not private. Femfan 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 e984 mdearch dsingtheenatié analysid. 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 Forcefulnesdetermine which aspects of &
fan videos deserve analysis. This thesis d

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 lmemof followers and

interactions.
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CHAPTER 5
ANALYSIS
This chapter attempts to answer the three research questions individually using
previously discussed Owendés (1984) criteri

Attempting to Categorize Elements of Farto-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 edoHfann vi deod s
Acharacteristicso, where the pakenelememts ng app
from one fanto-fan video to another develops what is constantly featured. After carefully
analyzing 115 collected fato-fan videos (some of the screenshots are in Appendix C
and D), a chart was created that categorized each repeatedtdlaheras 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 aargiiRkpetition).

(See Table 5.1)

Categories Spoken/Typed Visual Symbolism
Recurrence Emojis, hashtags, fan Jerseys, hats, stadiums,
reaction arenas, bars, households,

fan reaction

Repetition Emaojis, hashtags, Typed i| Jerseys, hats, stadiums,
All Caps, fan reaction arenas, bars, household, f
reaction
Forcefulness Emojis, hashtags, Typed i| Jerseys, hats, fan reaction

All Caps, fan reaction

Table 5.1 Recurrence, Repetition, and Forcefulness of 118ddan videos on Instagram aidékTok.
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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
ATyped i n Al Capso are not present in all
categp i es satisfied Owends (1984) requirement
that the same theme will be repeated in futuretdefian videos.

The below paragraphs break down each element in Table 5.1 to justify why each
of them was put into all dhe categories or why it was not included in some. The three
categories, Recurrence, Repetition, and Forcefulness, were included in parentheses after
each justification.
Emojis

Emoijis (especially those that convey emotions) are present in different
appearaces but often imply similar meanings according to their descriptions on
Emojipedia ( Regcuwwhragnceemo.j ilPedi a defines as
is AWidely used to show somet htagg 0iis f unny
known assgiRmwml It he Fl oor Laughingo on the ot

laughter more intensethan Face Wit h Tear s o fe). Despjtedthe( Emoj i

fact that each emoji 6s descripti(seaFigde f f er s

5.1and 5.2)
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Apple visiofr —
eourtside Oy

-

S sportscenter ® | Follow
Too much ™ (via @jonah_rothman)

11 ortscenter »Original auc 2 2 people

[

Figure 5.1Fanto-f an v i de® evikartofai 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=MzRIODBINWF

1ZA==
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Michigan fans really out here
lighting couches on fire @

REO,
- Q«' -s ?1'

——————————ES .
- y 7,% 0 : chgt
: B ! ¥y i »

dearbornsscope = Follow
Fans celebrated after the Michigan ...

£l arbornsscope - Original #h Send gift

Q ® O

Figure 5.2Fantof an vi d e ® evifranofai video that filmed a fan lighting a couch on fire to

celebrate the University of Michi ga(Deabano&tDeteit | Te a md
News Scope, 2024)

https://lwww.instagram.com/reel/C15 sOruY7C/?utm_source=ig_web copy link&igsh=MzRIODBiNWFI

Below is a chart that notes the amount of each recurring theme found among
similar emojis in farto-fan videos on Instagram and TikTok. Note that thembue r s don ot
add up to 115 because somefaii an vi deos had more than one

any. If the same emoji was used in the overlay and the description, it was counted as one.
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If the same emoji was used multiple times in the same post to pemidleasis, it was

also counted as onéSee Table 5.2)

Themes Instagram TikTok
Funny (ex. , ) 15 20
Greetings (ex. , D ) 1 1
Touched (ex. , ) 12 -
Awkward (ex.®l , ) 8 8
Surprised (ex. , ) 7 -
Praise (ex. , @) 4 1

Sad (ex. , ) 1 2
*Thinking (ex.4 ) 1 -
Angry (ex.¥X , ) - 1

Objects* (ex.ot )

8 (Camera), 1(beer),
1(popcorn), 4 (fire), 1
(check mark), 1
(sandglass), 1*t* GOAT),
1 (lightning), 1 (football), 1
(lion), 1 (person talking)

Table 5.2 Recurrege of emoijis in the description of fao-fan videos on Instagram and TikTok

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

according to Emojipedia.

**|s not an emotion itself but it often implies an emotion. For example, Fire (i s A Common |

used for various metaphorical expressions | at ed t
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*** Acronym of Greatesd ldcadde Tiitmepr dscuwn caes f
ani mal . AFrequentl|l y used a sssiamGWATsouthelGreathbfor t han
Al'l Time, often said of athletes and-c)in parti
The considerable finding in Table 5.2 is not which social media platform
contained more/less emojis, especially because the numfagrtoffan videos found is
uneven (65 on Instagram, 50 on TikTok). Instead, it suggests that different types of
emojis depict similar meanings with only o
(Recurrence), they are used throughout thetdefian video exarples 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, teemm 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 founetdeian videos in the
overlay and/ or postodés description, althoug
for those that did, not a single post added one hashtag but multiple to convey similar

meanings (RBcurrenceSee Figure 5.3)
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4:41

Q Find related content Search

© Sofi Stadivm« Ingleiwood

)
7» '

mamasitaQUEENonez. .. 2023-1¢

#ramshouse #fight #eaglesfan
#laramsfan #justagame #loosers
#sofistadium #ramseagles

Add comment.

Figure 5.3 Fanto-fan video with hashtag# fan-to-fan video on TikTok with multiple hashtags in the

description, marked in a red circle (mamasitaQUEERNonez, 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 adminds opinion on the fight (A#] us
intended to group multiple posts that use the same hashtag, are naturally repeated
(Repdition), and those that were included inf@Afan videos were also repeated. It was
possible to calculate how many collected-faffian videos included hashtags and how

many of them were repeated (Jexble 5.3.
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Instagram (65 videos) TikTok (50 videos)

Number of Hashtags 4 63

Table 5.3Hashtag data in collected famfan videos

-ANumber of Hashtagso descr i bes-totfamededsot al
on each platform. The hashtags that were repeated were counted as onad8osne
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 founthstagram, but many of them were
found on TikTok. Thus, a separate table was created to illustrate the repeated hashtags on

TikTok (see Table 54

Repeated Hashtags on TikTok #nfl (25)
#football (13)
“#typ (8)
#angryfan (7)
#superbowl (6)
#eagles (6)
#49ers (5)
#fight (5)

#fans (5)
#nflplayoffs (4)
#nflfootball (4)
#angryfans (4)
#steelers (4)
#angry (4)
“#yp  (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)
***fxyzbcea (2)
#nyjets (2)

#viral (2)

#funny (2)

#clips (2)

#ets (2)

#tv (2)

Table 5.4 Repeated hashtags in collected TikTokfefian videos

-iRepeated Hashtags on Ti kToko notes the
collected TikTok farto-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 fanto-fan video often contains more than one hashtag thus the number of hashtags
doesndét add up to 50
* Stands f or i Heosrto thé page oR &ikgrekdhat islfilked with r e
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 br aanhany20X3) bi |l ityo (Bay
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** Al so stands f or ,tAihFeo rJ a¥ppaun ePsagy ecoh a raancdt er t

Ashi o refers to a fismiley faceo (
*** Used on TikTok posts fAin the hope thai
actual meaning (Dictionary.on 2023)
On a side note, the finding that was not intended but might be useful on a research
that compares social media platforms is thattéafan videos on TikTok had a
significantly more amount of hashtags than
On Repetition, however, whaan 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 wused, however itds often wus

named Los Angeles Rams amak to feature a fan figlfsee Figure 5.4).

#ramshouse

206,151
posts

2Zillow

Qrams 22U 5 Amams
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Figure 5.4 Usage of hashtagSearch 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/ramsho(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 weiéistluded 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, #ramshousasnstill used to express a representation of the
LA Rams organization, although itdés not as
whether the intention of using the same hashtag needs to match 100% from post to post to
be included in Repetition is delate, and it will require further research.

Finally, hashtags also arguably provide a point of emphasis to the audience
because one woul dndét add a hashtag in ever
doesn't always write in all caps (Forcefulness)

Fan Reaction

Fan reaction is present in all thie Spoken/Typed and Visual Symbolism
categories because they were said (such as chanting and screaming), typed (on Instagram
and Ti kTok postsodé overlay and/ or descripti
elements that were visually symbolizedhiit the fanto-fan videos with some videos
featuring fans with handmade signs. Examining fan reactions to the sports match they
watch is the foundation of the faof an vi deods definition est al
Therefore, 1t 0sreactonis@esentunralaategeres whike anatchihga n

with Recurrence, Repetition, and Forcefulness.
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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 exprésssdisp
(Recurrence). No Achanto is said only once
followed by another (Repetition). Finally, chants in a stadium or an arena are often loud
t hat gather everyoneb6s att end(Foxefulnessyncl udi n
(see Figure 4.1 AJared Goff! o chant. Fan r
because all of the chants in famfan videos are included in the video itself, and it was
not postedited, unlike emojis and hashtags that were typed

Below is the table that counts the visual and audio elements of 1-1&-fiam
videos according to the categories present
Forms of Collective Behavien-Co mmon o, whi ch was menti oned
(1991) notediat a ficol |l ective behavioro (p. 159)
159) are involved. The table below updated
was suggested that a collective behavior can still occur even when one person is
involved.Thi s thesis argues that one fandés soci

therefore their behavior can be considered collectige [able 5.5)

Categories Instagram TikTok
Collective Orientation 8 4
Collective Vocalization 7 3
Collective Verbalization 8 20
Collective Gesticulation 6 3
(nonverbal symbols)

Collective Vertical 17 2
Locomotion
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Collective Horizontal 9 8
Locomotion

Collective Manipulation | 12 12
Total 67 52

Table 5.5Seven categories of 115 Instagram &ikd ok videos

-The sound elements include the music and sound effects that the creator oftthiafan
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 wereounted in more than one category
Also below is an example of a fan reaction that illustrates collective vocalization,

collective verbalization, and collective vertical locomoti&e¢ Figure 5.6

G
DOWNTOWN DETROIT IS GOING NUTS 128

RIGHT NOWSS N
Y

@ woodwardsports = Follow
Downtown Detroit is going NUTSlsight ...

1 woodwardsports - Original audio %

(A Q ® o

Figure 5.5Fanreaction with collective vocalizationpliective verbalization, and collective vertical

locomotioni DOWNTOWN DETROI T | S GOI NQWdedwars SpRris,@¢24) N OWo
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https://www.irstagram.com/reel/C2YalX8PgOp/?utm_source=ig_web copy link&igsh=MzRIODBiINWFI

ZA==

Typed in All Caps

As the name Iimplies, a sentence typed i

Al | CSeeRgare 5.6).

4

(9
=
«©

OHIO STATE FAN
PUNCHES TV AFTER
LOSS TO MICHIGAN

YD BEY :

@
=

Nfl Bet Wall - 2022-11-27

Angry Ohio state fan punches tv
#ohiostatefootball #michigan ... more

vi)

omment

®
®

Figure 5.6 OQverlaid sentence typed in athps (TikTok)i OHI O STATE FAN PUNCHES TV

LOSE TO MI GMIBG WAIp2022)

https://www.tiktok.com/@nflwall2023/video/7170522771380849962
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https://www.instagram.com/reel/C2Ya1X8PqOp/?utm_source=ig_web_copy_link&igsh=MzRlODBiNWFlZA==
https://www.tiktok.com/@nflwall2023/video/7170522771380849962

ATyped in all Capso was not included in
typed in all caps donét necessarily imply
anger but can also expsesxcitement/laughter at times. Figure 5.5 above introduced the
shared excitement among Detroit Lions fans
expressed an Ohio State University fanbés a
of Michigan.

Whil e ATyped in al/l Capso was included ir
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 @ an emoji or exclamation mark. Thus, unlike other elements listed in Table 5.1,
ATyped i n Al Capso was included in Repeti
throughout farto-fan videos. Finally, it naturally meets Forcefulness because it directly

mat ches with one of Owendés examples of For

At he underlining of words and phrases, the
circling or otherwise focusing on2fassages
276).

Jerseys, Hats

Owen didndét use his concepts of Recurre
analyze visual elements. However, we could also use the concepts to analyze the
characteristics of the visual elements, such as jerseys (and any dthiegcoch as-t
shirts and jackets that the author consi de
the author considered part of o&éhatsdo). N o

one jersey or a hat, and naturally, the merchandisda@ullde fans features numerous
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differentlooking jerseys and hats even when they all represent the same team

(RecurrencejSee Figure 5.7).

Figure5.7Phi | adel phi a P Différdnisetsobjerseys 2andl hajts ¢hat $1eBy(lddjeague

Baseball)éds Philadel phia Phill i e slefiéome, Away)y t he 202
Throwback, Cream, City Connect. All worn at home games except for Away). (Coffey, 2023), (Postins,

2023), (Skiver, 2022), (Associated Press, 202&)lgcki, 2024)

Additionally, the same set of jerseys and hats are featured over and over in
different fanto-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 (Forgefikeenples

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 facettom and its family

websites, such as mibshop.com costs $134.99 (including taxes) as of May 13th, 2024, and
itdéds the | owest price point among differen
(ABryce, 0 2024). Hats <#&ebkbdoehati el gi mbetp
exact specification as the players wear) costs $41.99 (including taxes) as of May 13th,
2024 (APhil adelphia, o 2024), however it wo
hat combined. The expensive price point of jerseyshets, despite their materials being

far from luxurious, is welknown 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 recognimedther fans around the stadium or

the arena.

Stadiums, Arenas, Bars, Households

Figure 5.8Example of a Sports Barinthe UXsf i ni ty Live! in Phi.l adelphia
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These were grouped together because they are all places featuretbifafan
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 sameato t
live sports (Recurrence). Additionally, a combination of stadiums, arenas, bars, and
households was repeatedly shown throughoutddan videos while also showing the
fans repeating similar acts (ex., Chanting, screaming, expressing angersaiadidn)
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 gostaslitem after
watching it however, the purpose of this
psychological behavior or to cover anything psychological. Thus, whether the Stadiums,
Arenas, Bars, and Households meet the criteria of Forcefulness remaciest.un

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 O6forced something t conlyfoe ot her

their own enjoyment. Every other category mentioned above that fell under Forcefulness

was somet hing that was intentionally des
example, mentioned that the fans "intentionally” stress that thégyaleand passionate

to a certain team for everyone else to see by wearing jerseys and hats. Another example
was fAfan reactionso, or more specifically,
something that people artificially make and intentionally sbhmsend 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 accountebatable 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
separat categories because the fans spectating a game at a stadium or an arena are
6forcefull yd expressing their support and
involves more time, energy, and money compared to watching the televised game at a bar
or at ahouse. 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 Fafio-Fan Videos

The themes will be désacted from emojis, hashtags, fan reaction, and jerseys/hats.
These el ements were found according to Owe
Repetition, and Forcefulness.

A theme is fAthe subject of a talk, a pi
exi bition; a topico (Oxford Languages, n. d.
thematic analysis to extract the themes from his interpersonal relationship research such
as Acommitment to the relationshipogthisand #fi
thesis attempts to extract the themes from the visual and auditory characteristics found in
the above tables to determine the repeated characteristicstoffeEanvideos on

Instagram and TikTokSee Table 5.6 and Table 5.7)
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Elements offan-to-fan videos

Themes *Emojis Hashtags
Commitment 5 8
Insult 2 **20
Inclusion 7 31

Table 5.6 Themes of emojis and hashtags ontiafan videos
*Some examples of emojis that
6insultoé ind,ude,

6greeti n,gs)o

exprbe)lss o6com

Gaanndg royibn c(leuxs.i on,0 )iamdc | ude

(ex.

**Hashtags that indicate team names such as #eagleswascod er ed an &6i nsul

-The number of emoji s

fan of that team was portrayed as a violent fan

and

hashtags doesnoét

hashtags noted in the previous tables. Some emojis and hashtags were counted in two or

more tlemes.

Themes

Elements of fanrto-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 f&mfan 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 exammgerimitment
-Jerseys/hats was not included because these are present in virtually eveffafan
videos
Interpretation of the Themes

The themes extracted from famfan videos might be the expression of sports
fansd soci al i d Anmalyzing the elenmentsob fao-fan videosegyuided .
by the previous description of Social Identity Theory (Tajfel, 1982; Tajfel & Turner,

1986), the thesis extracted three themes: commitment, insult, and inclusion.

O0Commi t ment 6 r ef ernsottioo nmahlelny tahtet afcahnesd atroe teh
performance, 6éinsultd refers to when the f
their fandoms, and oO0inclusiond refers to w
the ingroup members into their fandom. In thse, those that were previously

considered ougiroups become tgroup 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 identityt 6 s | mpor t an
consider the concept of o6identityd. Accord
Afassociated with questions such as AWho am
¢ o mmu nei Filnming and sharing in the modern days is a ofif@ of social identity.
Identity may notbeasefui 't structure but 1 tbés built u
individual . Georgiou asked a similar quest
identity reflected or s heepimgliedimaltiple times, medi a ?

fan-to-fan video is one of the media examples we could find. Based on the findings

66



within fanto-fan videos, the identity of those who are featured in theddan videos

could be shaped, emphasized, or altered by the cons®etidn of farto-fan videos,

although further research on identity is required. Attash an vi deo co-ul d be
representation that they are included in the world of sports fandom.

A collectionoffantof an vi deos doesnodtagfogpaot ur e one
individuals from one team. Rather, it features numerous individuals wearing countless
different items of clothing, such as jerseys, jackets, hats,&ntdT r t s, t o O&éappea
they are fans of their respective favorite team. An intriguingtime might be who they
are trying to appeal to. How sports fans perceive one another throutgiféamnvideos is
often transitioned into a stereotype.

Answering the Research Questions
The following sections attempt to answer the three research questions.

Answering RQ 1: AWhat Repeated Themes of V
the Sports Farto-Fan Vi deos Have on I nstagram and Ti

According to fAiResul t s-todmanEXti deotsiong t hltee
found the following:
RQ 1A1: There were repeated themes of commitment, insult, and inclusion throughout
the fanto-fan videos on Instagram and TikTok.
The elements of fato-fan videos are just as important as the themes because the
themes were extracted based on the elements. The follawswgers describe these

elements.
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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 toeffan
videosd context but omfact, theee are a numbereof soci al m
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 conctidejis as part of fato-fan
videos. These emojis expressed commitment, insult, and inclusion.

RQ XA2: A lot of emojis are present in the overlay and/or the description
(commitment, insult, inclusion)

Different hashtags expressing commitment, insult,iacldsion were also present
in the fanto-fan videos. The overall intention of using hashtags ortddan videos
wasnoét different from the use of hashtags
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 fato-fan video contains a fan reaction to something related
to the sporting event that the fan was watching, whether it wasssqul 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 sharintpféan videos.

RQ LA4: Fan reaction to a sporting event is present throughout eactoftan video

(commitment, insult, inclusion)
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Finally, as the fatto-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, ardmas, and households. This can be explained as the
ocommit ment &, and O0inclusiond theme.

RQ XA5: Fanto-fan videos feature a lot of fans with jerseys and hats in speldted
places (commitment, inclusion)

Answering RQ 2: "How are Sports Fato-Fan Videos Similar and Differenfrom
Other Sports Media?"

Based largely on the findings of RQ 1, the characteristics identified -tofiam
videos are that the fans ar etthéeylexpressent er of
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 vampotter, only fafio-fan
videos are faigenerated content that mass media like ESPN credits the fans to post on
their behalf. Furthermore, fan-fan videos primarily focus on the fans, while the other
sports mediads f ocus letes, the ppams,tthe stadiamsgetct he f a
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 artickesl radio, farto-fan videos on social
media use hashtags and emojis to express themes. This is naturally the case as emojis and
hashtags are internbtised tools, and their creation and spread are largely based on social
media (this is evident in the nuebof 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 fato-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 saagenda can be implemented on streaming platforms,
internet articles, and radio.
RQ 2Al: Social medidased sports media, including fé&mfan videos, use hashtags
and emojis to express the themes compared to other sports media such as TV, streaming
platforms, internet articles, and radio
Additionally, fanto-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 wegeirsgys and hats, their focus tends to focus
more on the players and not the fans the majority of the time.
RQ 2A2: Fanto-fan videos use fan reactions and jerseys/hats to express the themes
compared to other sports media such as TV, streaming platfort@s)et articles, and
radio

Answering RQ 3: AHow Do t he fodansvileoComment s
Posts Explain How They Perceive Fao-Fan Vi deos?0

As mentioned before, answering this question required collecting and analyzing
the comments of eadhn-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 I nstagram and Ti kTokds a

describe or manipate 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 saeAppendix A (on Instagram) and B (on TikTok).

The majority of the comments discussed
the video, whether positively, such as praising what they have done, or negatively, such
as criticizing them. When praising aitizing, 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 seemingiprelated See Figure 5.9 and Figure 5.10)

@ pardonmgtake @ | Follow

Football:baby ...

51 - Original audio pardor #h Send gift

®
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sseth.cohenn lowa fans aren’t used to scoring touchdowns

26w Blikes Reply

Figure 5.9 Fanto-fan video 2 with a comment regarding a fanb&a Instagram) A fato-fan video that
focused on an lowa Hawkeyes fan holding a baby as a touchdown celebration, followaahyent

(Pardon My Take, 2023https://www.instagram.com/p/CzkRvXZMMdS/

» 8'2141‘ '_ 174
\\&eefs
The spor'tsmansh|p between
™ 49epsand Llonsfans \ ’{

.J" ¢~A‘ ;o

S sportscenter® | Follow
p A

The sincerity in these interactions ...

1 sportscenter - Original at 2 2 people

Q ® O
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https://www.instagram.com/p/CzkRvXZMMdS/
https://www.instagram.com/p/CzkRvXZMMdS/

thaymes77 Philly fans would've thrown snowballs at them

14w 26,684 likes Reply

——  View replies

davidbrow.n24 Cowboys fans could never. Not cus they're
rude but they never win in the playoffs

14w 18,395 likes Reply

——  View replies (149)

Figure 5.10Fanto-fan video 3 with comments regardingfdient fanbase¢On Instagram) A fao-fan

video praising fAisportsmanshipd between the San Fra
by two comments mentioning that the Philadelphia Eagles and the Dallas Cowboys fans would act

otherwise (PortsCenter, 2024https://www.instagram.com/p/C22cNfErGFF/

Thus, we can speculate that:
RQ 3A1: Some comments regard the-farfan videos as the representation of each
teambs fanbase

Additiondly, 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 downgradestheegtr oup member s 6 i degroupimengbershipd pr ai
therefo e It Amaintain[s] or -gcbupve|[ 6Tapluekr &
1986, p. 284) The compar i-gsromup so ,mavdlee rwa t it |
group must be perceived as positively differentiated or distinct from the relevant out
groupso. (Tajfel & Turner, 1986, p. 284) Det
gender stereotypes, as well as social injustice require further res®aechigure 5.11

and Figure 5.12)
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https://www.instagram.com/p/C22cNfErGFF/

©

ANGRY 49ERS FAN
BREAKS THE TV AFTER _g25
LOSING TO THE CHIEFS '

@‘ foonetworkk | Follow

This Foo Probably Lost Some Money ...

51 foonetworkk - Original at & jenna_durz
0 )

Q ® O

>

$= fat_dame__ 007 Something a drunk Mexican would do

121 likes Reply

View renhies (20
—  View replies (29)
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Figure 5.11 Fanto-fan video 4 with a commeseinforcing racial stereotype& fan-to-fan video on

Instagram that featured a mad San Francisco 49ers fan smashing his TV, followed by a screenshotted
comment calling him A MgDhé samenvideo (vds also cifecdeanieoin the thesdsO 2 4 )
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=MzRIODBINWFI

ZA==

"My first time at a redskins

armando - 2022-1-4game

Crying over spilled beer #nfl #eagles
#washingtonfootballteam #figh,. more

=

Add comment... @ @ %
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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==

Bud
Karen. Causing trouble

Figure 5.12Fanto-fan video 5 with a comment enforcing gender stereoty@s TikTok) A fanto-fan

videofeaturing 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 k. atps/aw.tikieck.comiaramnd2do/vRi&h/F@9158312792902959

RQ 3A2: Some comments give an insult to a person who is involved in tgeoapt
Finally, some of the comments expressed empathy for a fanssitiauch as a
fan casually standing beneath pouring rain
the same team as the fan beneath the rain, therefore the comment suggests that the
vi ewer sd per egoppthasexpandetl frombenginwld ni n a t eamods

fandom to encompassing sports fans in ger{eea Figure 5.13).
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https://www.tiktok.com/@arm12do/video/7049158312792902959

;_‘ takez_flight | hope they gave him free tickets to the next game
-
il a Ty ~ n

} likes Reply

Figure 5.13Fanto-fan video 6 with a comment expressing empafityeenshotted fato-fan video

featuring a fan standing underneath the rain, followeddgnament (SportsCenter, 2023)

https://www.instagram.com/reel/CyWoroupb1K/?utm_ source=ig web copy link&igsh=MzRIODBINWFI

E
RQ 3A3: Some comments express empathy toward the fan who is in an unusual situation
The results suggested that the analyzedddan video samples have diverse
characteristics and it often includes the themes-tédan 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
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fan-to-fan videos suggested that people perceiveaddan videos as a representation of
anoutgr oup teamdés fandom. HowevegrQupmagose who

change depending on the circumstances.
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CHAPTER 6
CONCLUSION
Key Results

This thesis was able to find certain patterns within thedean videos. When
trying to find the patterns, the thesis was also able to make the first attempt to find the
description of farto-f an vi deos by c¢ o nthdematitanalygis Owends (1
(Recurrence, Repetition, and Forcefulness) on the found samples.

The fanto-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
charting 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 thesigound that themes of emojis and hashtags were more commonly found
in fanto-fan videos and other spomslated social media posts compared to sports media
on different platforms, such as TV. Additionally, although the fan reactions and the fans
wearing jeseys and hats could also be found in other types of sports media, such as TV,
only fanto-fan videos use them to express the themes.

Finally, the comments on fan-fan videos also noted that people absorb and

interpret the stereotypes and social idemtgi of each teambs -td-an bas
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fan videos. Some comments insult a person who is involved in trgaup, and some
people also express empathy towards some fans presented inthéafianideos.
The Study of Fanto-Fan Vi de o s ontoGSpants Medid ut i o

As covered with a number of evidence, the rise of theddan video
phenomenon was evident on Instagram and TikTok. Manyokan videos received a
significant amount of likes, comments, and shares. This could be a potential roo#lvati
factor for sports fans to keep recording and sharingddan videos, as corporate social
media accounts | i ke ESPN6s tags the person
the videos, this {tofeaan svidadeiorsddnd tegentelda rcrat ef
within sports medi a, a n do-fwaint hv itdheeo 6h oi pse wti hdae
further research on the topic of sports fans filming each other. The thesis also attempted
to succeed Earnheardt et al.'s (2012) research on spedta, particularly in increasing
the quantity of scholarly research on sports media, which they found lacking.

One of the biggest contributions of thi
which was previously an unknown concept in Social Ideiititgory that only considered
the separation of the-group from the ougroups. Like previous studies regarding sports
fandom and sports media, this study used Social Identity Theory. However, by
introducing the theme of indroupchangesiarnongthewh er e
sports fandom to include broader members of sports fans, the study found a possibility
that the known concepts of-group and ougroup might not explain the sports fandom
completely.

This thesis al so a dtiagmalysisi wikivleenusedto ( 1 98 4)

extract themes of interpersonal relationships. This thesis considered the relationship
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between those who film and share-tarfan videos and the people featured in thettan
fan videos as an interpersonal relationship. Oititerpersonal relationships include the
relationship between those who film and sharetéafan videos and those who comment.
Social media makes it possible for such virtual relationships to have similarities with the
known structure of interpersonalagonships.
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 analydsreto-fan videos, there is room
for error(s) and arguments towards the dec
into fanto-fan videos. The description of Recurrence, Repetition, and Forcefulness by
Owen was based on the text examples. Thus, wéiegarizing the visual elements such
as jerseys and hats found inf&rfan videos into Recurrence, Repetition, and
Forcefulness, the decision was made based
visual elements signified. However, the decision®usOwe n6s t hemati c ans
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 radffic light) and its signified (ex., How a red traffic
|l ight is perceived by the public). The the
to find what wearing a paper bag in the stands implies for the fans. Rather, their purpose
was solely to estdish 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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Ot her | imitations were in the authoros
process of sample discovery, and the total number of samples obtained. When capturing
comments to answer RQ 3: AHow -bdanvtidee f anso
posts explain how they perceive famfan 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 sightly different compared to the app, making some of the comments that counted as
the Afirst ten commentso of each post that
the app instead of the PC version. Although the author failed to find an absdteta,p
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
|l nstagram and Ti kTokédés algorithm), the 10t
the 11th on the app.

Additionally, despite the fact that fao-fan videos were collected using a
combination of the PC version and the app, unlike capturing comments, it was unclear
whether the featured fan-fan videos relied on the same algorithm lo@ 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 describt{tam
videos. While the thesigever 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-faifian videos spread more and more, future
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fan-to-fan videos mg have different answers to the three research questions of this
thesis.
Guidance for Further Research

Meanwhile, the currently found fan-fan videos have the potential to be studied
in the inequality and social justice field, as some of the commepéaegl to reinforce
stereotypes towards an individual-to$ani dent i
videos have the potential (or it already is) to be a tool for someone to negatively impact a
race, gender, or age 0 sffacth-fanrvadeos receiveaat i on. A
significant amount of likes, comments, and shares on a daily basis, it would be difficult to
conclude that fattio-fan videos play little role in creating and altering public opinion.
One could speculate that famfanvide®a 6 contri buti on towards sc
most on sportselated 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 actstowardsiam di vi dual 6s or a groupods ident
examine how the fato-fan videos have the potential to impact how the crowd acts the
next time they visit a sports stadium.

Regarding fan behavior in sporslated places, another way of gt 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 corporatthecampmeunt s | ik
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 weheasole of farto-fan videos in
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expanding and growing sports fandom. It could also explain why corporate accounts like
ESPN6s decide to share the footage that th
themselves have cameras around the stadium.

We could also make comparisons on the usage of hashtags across sports media to
analyze I f they are used for similar or di
tof an video with hashtagso and Figure 5.4 i
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
differencesvould enrich our understanding of the unique characteristics @bfam
videos AND other types of sports media.

In addition, the difference in the number of hashtags observed-in-fan videos
on Instagram and TikTok in Table 5.3 suggested that-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 efoféan videos, making the
comparison could benefit entrepreneurs who askihg to examine how social media
users use each platform differently. As such, the research could expand beyond analyzing
fanto-fan videos.

Furthermore, stadiums, arenas, bars, and households (the venues that were
featured among the 115 famrfan video$ 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-tmfam

videos. For example, a researcher could ¢atethow many percent of each of the four
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categories appears in a collection of-farfan videos and determine which one appears
the most. One could also pick one category, like stadiums, and attempt to find a

difference among fato-fan videos that feated stadiums, such as the size of the

stadi ums and/ or the number of fans i n atte

(even when the most fans in attendance ar

unclear what the results might imply, howefiading any trend among fato-fan videos
would help to construct a more detailed description otdafan 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 alsadsearched 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 observaddan videos under the
context of time and consumer trends of how peapsorb media today, therefore a
researcher could speculate on why thettafan videos are shorter or longer than other
media to fit the audienceds needs.
Final Thoughts

In conclusion, this thesis suggests thattfafan videos have become a must
whenresearching a sports medilated phenomenon due to their significant amount of
implications for the evechanging dynamics of sports media. As suggested throughout

the thesis, fatto-fan videos have enough creators and audiences to consider them a part

of sports media. Il tés also different from

because the athletes arendét t hetofanrvideosar y

has c¢cl ear patterns, such as rihgabthespoitsng t he
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venue. Given these characteristics, the videos deserve to have their own term and be

tentativeltgf aml Viedead 6f an
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APPENDICES
Notes
1. 1 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 I nstagram and TikTok post and comm
section may not be \id at the time of your viewing.
2. The shape and the color of emoijis featured in this thesis may look different than
intended, depending on the program you used to open this thesis. Use individual
l inks provided in the O6Rethatcoataimses d sect
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 aftes¢heenshot of some of the fan

to-fan videos that appeared in Appendix A. Comments are not in chronological order but

di splayed according to Instagrambs algorit
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ajn.78 push was earmmed
Sw 5,505 likes

Reply

View replies (77)
meakibo_ She could've been hit a lot harder props to bro not

taking off on her

likes Reply

View replies (14)

gongshow05 Why do women think they can get away with
slapping someone?

w 278 likes Reply

View replies (11)
justlivingthatketolife She had that coming to her! §
w76 likes Reply

View replies (2)

andre210345 Idc if your a woman or man we throwing hands

the second you touch me Imao'® equal rights equal fights
w668 likes Reply

View replies (10)
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palmero_10 So if | identify as a female can | hit her back &

5w Reply

—  View replies (2)
joe.cloud_ | hate how grown ass men would sit back and watch
a woman assault another man, and not say a word... As soon as

he retaliates, then they want to play the mediator or white
knight

w178 likes Reply

——  View replies (2)

ibleedgreenandgold Can't believe Buster would push her like
that

w12 likes  Reply

—  View replies (7)

nballl6 Gotta be pretty strong to push 400 pounds with one
hand like that. Well deserved

5w 24 likes Reply

—  View replies (2)

brendan_bamess ofc all the men get involved when he returns
fire

View replies (13)
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Indiana fans booed their own
team at halfime and students
started leaving the game last
night after going down 51-31in

w= the first half to Nebraska @™, '
o

a
\!

=0 | LLIN

SR ] ne

). herbie_media ' Follow
Nebraska Football " Indiana ...

Il herbie_media - Original ¢ #h Send gift

A Q ®
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i : clemb749 Indiana is to basketball what Mebraska is to football.
Once greats powers that probably won't ever be again.

10w 827 likes Reply

——  View replies (8)

i %f ngoss2006 But the banners!

10w 202 likes Reply

—  View replies (4)

cael_richardson1 Mebraska just better i

10w 26 likes Reply

——  View replies (7)

m_vogen2] We never shouldve fired tom

—

al
w
R 10w 29 likes Reply

—  View replies (1)

@ 88judoka As a student at IU back in 76 | really can't believe
how far the program has fallen. The kids they're recruiting just

don't get the legacy they've been made a part of. | was at IU
from 73-77 and I'll bet IU lost fewer home games in four years
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88judoka As a student at IU back in 76 | really can’t believe
how far the program has fallen. The kids they're recruiting just
don't get the legacy they've been made a part of. | was at IU
from 73-77 and I'll bet IU lost fewer home games in four years
than they've lost this season. It's really sad to see an IU crowd
booing the team.

10w 8likes Reply

geronimo_114 They needed it.
10w 54 likes Reply

—  View replies (1)

htrubacz Great fans.

10w 2likes Reply

——  View replies (2)

danfox24 Boiler Up!! The Best Players in the State are in West
Lafayette! Woodson is not a very good coach. Indiana deserves
better. It doesn't matter how much natural talent a player has.
They can always play hard. The U players have quit on
Woodson.

10w 14 likes Reply

—  View replies (2)

general_marcusaurelius You want NIL money, you better
perform

10w 17 likes Reply

‘iﬁ mark.myers.1441 Bandwagon
. 10w  Reply
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?What'the-’escalafor sounds
e W . e
like whenyourgteam Iose,s

5-1at home totheinbiggest]

‘ ]

rivals

.
.

@ hockeytrend = Follow

"First Round Exit ...

1 hockeytrend - Original audio
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ranger_report | spy a lost Leafs fan

10w 1220 likes Reply

——  View replies (5)

jack._lynch Devils fans talking like they're even gonna make
the playoffs @

Ow 757 likes Reply

——  View replies (25)

rush_mcc3 They beat an AHL goalie absolutely amazing team
best to ever exist

10w 126 likes Reply

——  View replies (61)

lilridlcappy.mike Dont be mad at nyr fans having a good time
right now, be mad at your gm for not getting a goalie.

10w 157 likes Reply

—  View replies (1)

bsushowjim 3000 LGR chants, and two dillweeds from Passaic
living on last year. Sounds about right.

10w 137 likes Reply

——  View replies (8)
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jayden_murray2175 Who's saying let's go Yankees @& & & &
@ . A true Yankee amongst them

10w 116 likes Reply

——  View replies (8)

godzillatimmy Love when we get into the cups argument
when neither team has won a cup in multiple decades

10w 63 likes Reply

——  View replies (7)

icemandave34 1 cup in 85 years. Rags are biggest joke
franchise in sports.

10w 51likes Reply

——  View replies (18)

sammyboyboy3 LETS GO RANGERS

10w 53 likes Reply

—  View replies (2)

randomhero1031 Rangers suck Flyers swallow

10w Blikes Reply

——  View replies (3)
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Tialwe found

—~gjoasketdal

barstoolsports @ Eollow
Little dude was locked in @patbevpod

1 Harstoolsports - Original & _paigeconk '

A Q ® O
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jaredstearns131 Bro saw the play develop before everyone else

S0

535,556 likes Reply

View replies (200)

spiceandsports His reaction time was faster than everyone
else’s @ §
13w 387,198 likes Reply

——  View replies (46)

alexcastillo85 He left his parents at home

ri p L
£

7w 25,290 likes Reply

—  View replies (24)

md_beauty_crown The fact that he understood the game
1w 137,822 likes Reply

—  View replies (12)

trapgangnino1050 He came by himself & i

12w 62,688 likes Reply

— View replies
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june.sixer Is that a toddler or a proud dad?

12w 41,701 likes Reply

——  View replies (35)

dleo13 Wait but how is everyone else’s reactions that much
slower wif &

12w 5,678 likes Reply
—  View replies (22)

sflynn1984 And his reaction was before everyone else's
reaction. Dude knows what he is watching *

2w 57,179 likes Reply

——  View replies (5)

c.mcinerneydtx Buddy looks like he's wagered his last bottle of
milk on this game &

13w 20,240 likes Reply

—— View replies (40)

darlingblings Must have been an all star basketball player in
his past life @

32 likes Reply

View replies

mikeycurls13 Bro put his snacks on the over

. 30

3w 13,810 likes Reply

—  View replies (21)
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ANGRY 49ERS FAN
BREAKS THE TV AFTER
LOSING TO THE CHIEFS

G\' foonetworkk | Follow

This Foo Probably Lost Some Money ...

§1 ‘oonetworkk - Original at & jenna_dure

Q ®
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virgys.hokage Anyone who gets mad over a game and gets
violent needs therapy.

12w 5,507 likes Reply

View replies (216)

one.and.only.donnie.adams As a Kansas City Chiefs fan | can
tell you that all my TVs are are in fine working order @ lol

Reply
View replies (27)
tylerjr7610 That's some legit small D energy
12w 522 likes Reply

View replies (17)

fat dame__ 007 Something a drunk Mexican would do
12w 121likes Reply

—  View replies (29)

jbellan87 Must be nice to be able to do that to a TV and then

go out and get a brand new one right over. Wish | had that
kind of money

12w 86 likes Reply

—  View replies (21)
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psullivan03 Cowboy fan in a niner jacket

12w 60 likes Reply

—  View replies (10)

b3t015000 lts all rigged

12w 389 likes Reply

——  View replies (69)

allcolor_g At least $500 with that tv
12w 467 likes Reply

—  View replies (37)

sergioarteche Imagine how he treats his wife

12w 159 likes Reply

——  View replies (13)

noodleknockertv Imagine there was a flag on that play @

12w 100 likes Reply

——  View replies (5)
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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

di splayed according to TikTokés algorithm.
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< Search
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! |siah Pacheco's fumble >

—_—

CHABS. #foryou #fyp
#sportsbettingtiktok #nfl #Sup... more

Add comment...
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Dez
Why was the guy in the party mahomes jersey
hype lol

212 Reply

View 12 replies ~

Lawrence Sylvester

Watching a game at the Sportsbook is the worst
because half the people are chirping you.. and
hearing them cheer and your team struggle is the
worst

212 Reply

View 7 replies

Marlo
Sheeesh | love that room at circal! Good vibes and
nothin but gamblers lol

212 Reply

View 2 replies w

JC
Why 9 small screens and not 1 big screeen

212 Reply

View 10 replies «

Andrew Dopp
if he didn't fumble i would be up 560% rn

2-12 Reply

View 6 replies
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g Tyler Flaherty
; All | needed was a Pacheco touchdown 3
2-13 Reply

View 1 reply ~

Jfreezy55
Bro in the mahomes jersey had a pacheco fumble
as a bet??

212 Reply

(%

PJ
i wanna see the after math @

&

215 Reply

tyler
“parlay hug"

212 Reply

BobFitz
That was the mccafrey fumble

212 Reply

View 1 reply
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1:27 9

& .| ~Q, Find related conte

House of Highlights @

Bro was NOT happy. @ (via @b.hard)
#nfl #football #packers #jordanlove
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Dtp71
Going anywhere public in your Jersey and your
team loses is one of the worst feelings @

1-22 Reply

View 16 replies

memé&nbaedits
| think he won all his bets and his team won &)

1-22 Reply

View 3 replies «

Dadtok2607
The pants @

1-22 Reply

View 1 reply

Reecefi

Woah relax dude
1-22 Reply

Juicethekidd
The fit highkey nice tho

1-22 Reply

View 11 replies
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Joeydesanno2ényg
That fit is tuff tho fr

1-22 Reply

Patrick
That's why I'd rather watch at home, but fr nobody
expected the Packers to get as far as they did J\

¢]

1-22 Reply

| just turned the tv off and went to bed &)
1-22 Reply

View 1 reply ~

user757264375304

They let go the QB they needed on that last drive.
End result: Mr Irrelevant beats Packers #1 draft
pick.

1-22 Reply

View 13 replies w

dienejdhrfuuddjeosj:: &:8:!;&; &
that wild

1-22 Reply
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11:2749

< Q. 49ers fans reaction Search |

Chiefs got whiners fans- o
braking TVS now® "llg-ﬁ
Al

Ly

CDL *

U love too see it @

Add comment...
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Blake
That jacket bro got is fire o
2-12 Reply 1051

View 10 replies ~

HimothyJR
Ah man | love it @ & @& Q
2-12 Reply 396

View 48 replies +

chillout®
Yea my tv got a remote sized hole now ),
2-12 Reply 270

View 9 replies ~

John Cyan Torrunn

thousand dollar TV, must be nice. | still have a1983
15" Black & White | have to watch the games with, 77
aluminum foil wrapped around the antenna &

2-12 Reply

View 23 replies ~

Craigers2
This is great & )
2-13 Reply 16

View 5 replies ~
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€ 9290 0

m
me fr

2-13

Reply

Lachie Thomas
Real

2-12 Reply

Rolando 7).
Hahaaaaaa

2-12 Reply

View 3 replies

Raidenz
@soiréevision me fr

2-13

Darnly
i F__ \

View 1 reply ~

mare
well he showed that tv

2-13

Reply
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Q Find related content Search

Gohna need TTEWTY w via apxjr/X

(@ Participating in'this activity cauld result in
you or others getting hurt.

Add comment...
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&

John Clayton
the way she just walks out and joins

213 Reply

View 69 replies

MONEY MAN BG

as a cowboys fan...we always got a brand new tv
every year tho @ @

2413 Reply

View 61 replies ~

HAM-01
bang bang broken TV gang
2413 Reply

View 28 replies

jcachugd
Girl is like "Yo, let me get some of that ish!!"" @

2413 Reply

View 5 replies «

Manny
Im cowboy fan and | support chiefs @

2-13 Reply

View 46 replies ~
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Costarica069
Just a 40inch tv with no surroundsound. That man )

did everybody a favor. 545
213 Reply

View 12 replies v

Dr. Pepper Cream Soda

Cowboys and niners are the same team ),
2-13 Reply 176
View 14 replies ~

stirsqto8

not the CHAIR to the TV@® @& @ Q
2-14 Reply 7
Jakey8787

| remember my first modelo V)
2-13 Reply 556
View 2 replies ~

SlickRickG

“"We'll be back next year” starting to sound a lot &
like "it's our year” 733
2-13 Reply

View 30 replies ~
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Eaiig]es% fans are friend Iy@ |
Q - ‘T.)*ﬂ
'S } ,;‘ =

NFLonFOX @ - 2023

Did bro say “this ain't the zesty west
coast”? - #eagles #flyeaglesf... more
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Minchen regiert@ <
come to germany Frankfurt, Betztenberg, and K ),
Block dresden M

2023-2-.. Reply

View 5 replies

mrBjorn
as a European Football fan... whoo scary @ @@ O
2023-1-.. Reply 2519

View 98 replies

joshuavillanam_02
this is probably the most friendliest eagles fans I've
seen and that says alot 53372

2023-1-.. Reply

View 44 replies

a
Millwall vs West Ham looks friendly compared to Q
this@ 195

2023-2-.. Reply

View 4 replies ~

Michael
*laughs in european®* QO
2023-1-.. Reply 1323

View 4 replies ~

128



@ ©® 0 e

385rob
Wouldn't last 2 mins at any game in Europe O

2023-1-.. Reply 792

View 41 replies ~

Alessandro
It wasn't like that between Napoli and Roma )
2023-1-.. Reply 1578

View 3 replies «

Cheesynang
Worse than Millwall v west ham that.

2023-1-.. Reply 310

View 12 replies w

YdArmy

Come and watch a football game between 2rivals
in the UK, this is friendly @ 460
2023-1-... Reply

View 20 replies ~

The Master
nothing. Try Rangers vs. Celtic. A real sport too. (&) Q

2023-1-.. Reply 212

View 14 replies «
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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 VIDEOQOS)
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Indiana fans booed their own
team at halfime and students
started leaving the game last

night after going down 51-31in
the first half to Nebraska@ ™,

£33, Baseball Fight Club

"‘a
——

sports and playm'a"kerdingers

8692 = & o
herbie_media ' Follow

Nebraska Football ¥ Indiana ...

Baseball is back baby!!

1 sports - Original audio & playmakerdinc (?n

Il herbie_media - Original ¢ #h Send gift

® A Q ®
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\What'the/escalategsounds
A e WP .
like when yourgteam loses

P o }QM
lTjhinK§WeE) the youngest

gbasketballlfaneyer
<\ . :

——

10.8K

v

hockeytrend = Follow | barstoolsports @ | Follow ™

"First Round Exit ... Little dude was locked in @patbevpod

51 hockeytrend - Original audio @ﬂ §1 Harstoolsports - Original & _paigeconk

A Q ® A Q ® O
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- Stony, _time :‘

‘Duringfithe first game
of fthel season I b
noticed this fatl.1er ,/ A . fanwasPREpARED
andf#sonfduo dancing This Kane
Q withthe NYRKa

' an;i, fh‘e wholeee game o tor @2
and it was so cute. 464 sweate /
- {

S Isportscenter @ | Follow §.393 étf&\spn and sportscenter

This story from a stranger @ W ... R —

51 searpop - slipping throuc 2 espn Oﬂ A espn - Original audio & 2 people

A Q ® A Q ®
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Sacramento after

. O
a7k '...' 161K
‘' | =His reaction 2 .
T AW

776

L'
e/

@9 sportscenter and espn S sportscenter @ | Follow

’

Scenes in Sacramento after their Game .. All bad @

N sportscenter - Original at 2 espn 1 sportscenter - Original audio @1

A Q ® A Q ® O
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< LACCREIMICRKEND 3 other§ 48 49.7K

2-0 /

@miamijhurricanes fan showed upiin'... There's nothing like college football ...
b, ;-

' £ iginal audio accnetwo 2 5 people @1 1 ‘scenter - Original audio 2 2 people

@ 6 A Qa @ B
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B sportscenter & | Follow
His dad's face 2 @ (via @MLB)

51 bgn_hoops - Original audio

AN Q ©

Bro’s the main character 1,364

> v

2.89 B sportscenter & | Follow

W @ (via quinnboyle9)

1 sportscenter - Original audio @1

A Q ® O
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8:214

g “ T !
o Cowboys fans rushing the stad|um

é ; - "“3 P\ "' fortheW|Id Cardplayoffgame@

"y

¢ espncfb and 3 others 32.9K | e sportscenténd 2 others

Tough @ The person y/olost their phone -

1 espncfb - Original audio & 3 people 1 ortscenter - Original aud 2 2 people

A Q @ B QA @ ®
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a3 a2
- Reels
" Bills’ shoveling volunteers
having fun on the job S

O - -~ BILLS FANS & ¢
2091~ THROWING SNOW
AN

s Sportscenter and 2 others 105K éb espn and 2 others

g

That's one way clear out the snow 2 ... Bills fans celebrating a tolichdown in ...

N alaudio sportscenter - 2 2 people 51 espn - Original audio ~ & 2 people

A Q ® a Q ®
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- -
% Fans throwing
— balls at Mahomes > ka

= = %
6 espn and 2 others Qa oilersnationdotcom | Follow

Mahomes was dodging snowballs on ... THANKS FOR THAT 13TH DUB CALGARY

f1 espn - Original audio & 2 people 1 otcom - Original audio oilersnat

Q ® A Q ®
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Reels

Cowboys fans arguing in

he stands' 1 o

&

273K
Fans arriving to their seats A5

B inBuffalo 2 3%

6,827

(lﬁ’ foocommuinityofficial and V
thefoocommunityofficial @ nfloncbs @ | Follow

Cowboys fans crack it off in the stands.... This is dedication @&

11 lallastexas_tv - Original : 2 thefoocon

11 jrackztrxp - Original aud Template b @1

A Q ® 6 @

Q ® O
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Detroit was letting
Matthew Stafford hear it as
he took the field >

. Didljustfind a timél o> 2 &% /g
\ traveler !}‘- 1.7M |
’ Q =

6,143

" . . ‘ ]
nnt v
@3 sportscenter and 2 others

@ ‘overtime @ | Follow ' oK

People bout to put big money on the ... Lions fans started chanting Jared Goff ...

£ overtime - Original audio @ 1 rtscenter - Original audic & 2 people

A Q ® 6 a Q ®
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;’ 5 o
Bro shoulda stayed home &
o -— e 4

@rﬁ overtime and overtimeszn

Gotta feeling the Dolphins/Chiefs game ...

51 overtime - Original audio & overtimeszr @

Q ®

BT 323
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