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Background
In his important book on the nature of modern football fandom, King (2002:141) noted that
«(...) the football fan does not simply purchase what the club presents to the fans. The
commodity which fans buy is not confined to the players whom they watch; the fans also
purchase the atmosphere which they themselves create (...) Paradoxically, at the football
match, the fans are asked to purchase what they themselves actively and imaginatively create:
the spectacle of support».
In research on football fans, some scholars claim that fans basically conduct a form of
consumer behavior, meaning that it can be grasped by concepts and perspectives that are used
to interpret consumption of popular culture in general (see, for example, Sandvoss, 2003;
Dixon, 2013). Others (for example, Giulianotti 2002; King 2002) have tried to develop
conceptualisations that make distinctions between different attitudes and practices among
fans, for example that some fans are more consumer-oriented than others.
Theoretical Perspectives
The paper draws on various theoretical concepts. A common denominator is that it is inspred
by insights from the Cultural Studies-tradition (see, for example, Hall 1980). A basic idea is
the Encoding/Decoding model, which implies that a message from an organizer (for example,
a sport event) may be supported, negotiated or opposed by the audience/spectators.
Research Questions
The schism between these approaches forms the point of departure for this paper. However,
while most research on these issues, at least in Europe, has been done on football, my
intention has been to investigate how they come into play in other sports, in this case: biathlon
and handball. They are both commercially attractive sports (although not comparable to
football), but they have a shorter history as major spectator events, The main research
question is potential conflicts between fans and commercial sport organisations, and how they
can be resolved.
Methodology
The paper is based on extensive fieldwork on spectator behaviour in biathlon and handball,
supplemented by previous research on football fans. A mixture of participant and nonparticipant observation, combined with informal and often spontaneous interviews, is the
main source of data.
Findings
Data suggest that both biathlon and handball fans are vital to the creation of the sport-specific
atmosphere. The organizers of these events are much keener on «putting on a show» than is
the case in most of football. The use of music is extensive, the PA service is utilised to a high
degree and in some cases, these services aim to direct spectators into a specific form of
behaviour. But a lot of it is ignored – although seldom explicitly opposed, as is often the case
in football – by most spectators, who instead create their own rituals, practices and cultures.
Participating in the rituals in these sports involves a form of «deep play» (Geertz 1973) on the
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part of spectators: in order to be able to fully appreciate the ritual, they must familiarize with
established practices, which are more often than not the product of fan practices, not of the
direction of an organizer.
Conclusions and Implications
A large proportion of sport fandom research in Europe has been conducted on football fans.
While it seems to be the case that football fans are more keen to oppose and protest against
how the sport is run, fans in other sports are also active in creating the atmosphere they
consume. Putting too much effort into atmosphere-enhancing ideas on the part of the
organizer (for example PA services, the use of music etc.) may be counter-productive to the
atmosphere that spectators are attracted by in the first place. It may not be false to label sport
fans are consumers, but it blurs the distinction between the consumption and the production of
sport-specific atmospheres.
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The future of sports is digital. Offline sports leagues like the NFL and NBA provide an intriguing analogy. Both were founded in the first
half of the 20th century, but they only became revenue powerhouses in the late 1990s. Effectively, it took over 50 years to make
something like the NFL the juggernaut it is today. By comparison, in just 46 years since Stanfordâ€™s Spacewar! competition, esports
viewership is already comparable with the NFL and NBA. Headline esports tournaments fill major stadiums and draw traveling
audiences and media like any marquee offline sporting event. In 2014, Seoulâ€™s A spectator sport is a sport that is characterized by
the presence of spectators, or watchers, at its competitions. Spectator sports may be professional sports or amateur sports. They often
are distinguished from participant sports, which are more recreational. Most popular sports are both spectator and participant, for
example association football, basketball, cricket, volleyball, golf, rugby and tennis. Less popular sports are mainly participant sports, for
example hunting. Sports-related events are considered as sporadic recreational occasions that attract global audiences and have the
power to change people's lives in a number of different ways. Overall, cities and countries expect benefits for the community when
hosting a major sports event (Gratton et al., 2005). Influence of Event and Place Image on Residentsâ€™ Attitudes Toward and Support
for Events. Article.Â This study supplements the literature (a) by testing the fit between event image and place image and its influence
on residentsâ€™ attitude and support, (b) by analyzing the image fit of a summer sports event held in a well-known designated winter
sports region, and (c) by providing recommendations for policy makers to achieve higher support from residents when bidding for and
hosting.

