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-'supporft of them to wiﬁ a trophy or come out tops.. These groups of individuals are called fans.
Tﬁey are frequently seen in the stadium, courts, etc., roaring and chanting the names of their
- supported éthletcs or teams to victory. Some go as far as. even booing the opposing athlete or team
- to demoralize them.duriﬁg the heated competition... Their suppoft and their chants go a long way in
7 spgrring the te_aiﬁ to \;ictory. The ability to understand what drives sports consumer is a pertinent
requirement fdr sport ﬁanégers (Brooks 1994). Comprehending different spectator motivations
Vcan be of sigﬁiﬁcant .advant'age to the sport marketer looking to boost team revenues and gate
reéeipts. Orf particular interest .aré both the marketing manager understanding the unique
: motivationsithat drives a spectator or fan_to consume sport (Bernthal & Graharﬁ 2003), More; :

- cogent to this study is the foofball SpOI':tl called soccer in rﬁost part of the world. Football is a general

- fterm'ﬁ.sed in the United States of America to describe sports played strictly with the foot such as
' A.meric_aﬁ football which has similar game style as rugby as well as soccer. Most people around
.the wo_rl'd are actually not intgrested in'understanding the difference and so soccer is football and
fc_)ofbgll is soccer. The gb?&ning body of this fa.l.mous sfaoris even made differences unclear by
naming itself thé Federation international de Fobtﬁall Associations -(FIFA). The game of football
is therefore so-p_opular‘ érouna the world that it has gained miiiions of passionate fans around the
world whd sdppOI“t artéam based on their country affiliation Nigerian would like.l‘y support the
~ Nigerian Nﬁtional Football team- or a team abroad whose players are loved around the world.
‘ Supporting-é; football naﬁdna] tearﬁ or popular club side is however associated with. Football fans
spend ,their time_e_md money both at cémmunitiesheare#f to théir favourite teams and away to an
B Ljopposi.tidh' §tadiUm. In ihe'process of awarding players, there are also provisions for awarding fans
' o.f the ye'ar' who are known to be non-violent supporters of a spori team. A true football fan is

described not only when his or her team is winning but also when the team is losing, meaning there



_ these research wou_lc_l-blene:ﬁt Schoo‘lls, in such a way that it would make the institutions realise tha.t
they. could makg Fheir comm.‘unity a bit more entértainiﬁg fdr their students by making available
:centr'e's fér' watching'footba[l matches during their'freé periods. It could also be used to help the
: mﬁéﬁ.tal héalth institutions, in cases where by the psychological well-being of the patient is low. It
| c_duld help- lift the psychologica] Wefl-beiné of thé patient. To the scientific world at large these
study__provides a framé Work to the comprehension of the patte-rn of human behaviour that can be

involved in team commitment as well as the levels of team commitment among human,



~ CHAPTER TWO
LITERATURE REVIEW

:2;'1 Theo_'retical framework

2.1.1 Theofies of Psychological Well-being

2.‘1.1-.'2-Eudaini0nic Model .of Psychological Well-Being
Ryff(ﬁl989) established a mbdel of psychological (eudaimonic) well-being that includes six similar
' yet uni’que cdmponents. This model of eudaimonic well-being rests on the assumption that
. iﬁdividuals strive to function fully and realize their unique talents. The six dimensions of
eudaimonic well-being encbmpaés a breadth of well-being that includes positive evaluation of
énesélf and one’s past (s,elf—ac;ccptance), a se.nse of continued g'rowth and development as a person
(environmental niéstery), the belief that one’s life is purposeful and 1ﬁeaningﬂh (purpose i life),
7 quali_tf relatibns Wlth others (positive relations.with others), the capacity to manége one’s life and
su‘rroundin_é, world effectivély (personal growth), and a sense of self-determination (autonomy).
The cofnbinaﬁon of these multiple frameworks of positive functioning served as the theoretical
foundation to generaté a multidimensional model of well-being (Ryff, 1989b, 1995). (Ryff and
| Keyeg 1995 Ryff and Sinéer 2008). Ryff&.Singer:(l998, 2000) explored the question of well-
' bc-a”i'-ng m the context éf deve]oping a developmental theory of humaﬁ ﬂoﬁrislqing. Also drawing
_ from Aristotle, they degcribe well-being not simply as the attaining of pleasure, but as “the striving
for perfectidn that represents ther- realization of one’s true potential” (Ryff 1995). Ryff & Keyes
N (1995) thus spoke ofpsy,choi.ogical‘ weli-Beihg as distinct_fromzsu.bjective wellbeing and presented
a multidimensional a_bproach to the mca'surér-n-en:‘t ofbsychological weil-being t]:at taps six distinct

- aspects of human actualization: autonomy, personal growth, self-acceptance, life purpose, mastery,



and positive relatedness. Thése six cdhstructs define psychological well-being boﬂq theoretically
" and dperationafly and they specify. what promotes emotional and physical health (Ryff & Singer
- 1998). They' have presented factual evidence, for example, that eudaimonic Iiving, as represented
by p_syc_hologica‘l well-being, can influence specific physiological systems relating to
'im_mﬁnologica! functioning and héalth promotion.rln an engaging and instructive debate, Ryff &
“ anger (1998)" challenged subjective well-being models of well-being as being of limited scope
~where 'prositive functioning is concerncd, and specifically that sﬁbjcétive wellﬂ-being is often a
~ fallible indicator ofhealthy"living. In turn, Diener‘(_l 998) retorted that Ryff & Singer’s eudaimonic
criteria let prqfessiohals to deﬁne well-being, whereas subjective well-being research allows
_ _people to tell rescarchers what nﬁakes their life good. What is most clear from_this clash of
paradigms is ‘.cha.tl,these differing definitions ofwellnéss have led té quite different types of inquiry
concerning the causes, cpnéequenccs, and dynamics of well-being. Self-.determination theory
"(Ryan & Deci 2000) is e;nother perspective that has both embraced the concept of eudaimonia, or
self-realization, as a central deﬂnitioﬁa] aspect ofwel[—b?eing and attempted to specify both what
- it means to.actualizer these If and how that can be accomplished .Speciﬁcally', self-determination
" tHieory posits- three basic psychological needs which includes autonomy, competence, and

‘ relatedn;ass. This postu_lation theorizes £hat fulfilment of these needs is essential for psychological

- growth (e.g. intrinsic rﬁoﬁvation), integrity (c.-g. internalization and assimilation of cultural
practices), and .well-being .(e‘g.. life satisfaction and psychological health), as well as the
_ gxperieﬁceg of vitality (Ryan & Frederick 1997) and self-congruence (Sheldon & Elliot 1999),
Need fu[ﬁlme-nt fs thus viewéd as a natural aim of human life tﬁat delincates many of the meanings
. . and purposes underlying human ac__:ti-ons (Deci&Ryan2000). Specification of basic needs defines

not only the minimum requirements of psychological health but also delineates prescriptively the



“nutriments that the social environment must supply for people to thrive and grow psychologically.
Thus,_ self-detcrmina‘[ioﬁ théory describes tﬁe conditions that facilitate versus undermine well-
b.eing.‘ Vwithi-n varied developmental ‘periods and specific social cont_ex:ts such as schools,
| workpléces, and friendships.'Self-determin?:ttion theory does not, howevér, suggest that the basic
needs are 'eqUalIy valuéd in all families, social groups, or cultures, but it does maintain that
t_hWarting of these ﬁeeds will result in neg_atiye psychological consequences in all _socia[ or cultural
-~ contexts. As such, contextual and éultural, as wgll as developﬁental, factors continually inﬂuencé
the modes of expression, the means of sati;faction, and the ambient supports for these needs, and
it is bécause oftfléir effects on need satisfaction that they, in turn, influence growth, integrity, and
..w:éll-being :at both between,—personrand within-person levels of analysis. Self-determination theory
has both important similarities and differénées witﬁ Ryff&Singer’s (1998) eudaimonic approach.
We \J\_{holly conéur th.at-- w'g—:ll-being consists in what Rogers (1963) referred to as being fully
f;inctié_ning, rafher than simply attaining desires. We also are largely in agreement concerning the
content of being eudaimonic e.g. being autonomous, competent, and related. However, our
| approach tthrizes that these.contents are the principal factors that foster well-bein g,:.whereas Ryff
gnd Singer’s approach uses them to define well-being. Self-determination theory posits that
satisfaction of the basic psyéhological ﬁeeds fypicgl!y foster:s subjective wel‘_l—being as well as
eudaimonic wél[—beiﬁg. This resuits from oﬁf beiiefthat being satrisﬁed with one’s life and feeling
| .both relatively more ﬁdsitive affect and less negative affect (the typical measures of subjective
'_‘.“.f_:élll-being); do frequently point fo psychological wellness, for, as Rogers (1963) suggested,
emotior‘l.al'staies are indicative of organismic valuation processes. That is, the assessment of
positivlé-and negétive affect ié useful insofar as emotions are, in part, appraisals of the relevance

and valence of events and- conditions of life with respect to the self. Thus, in self-determination



theory research, we have typically used subjéctivc well-being as one of several indicators of well-
bé’iﬁg. However, we have at the same time maintained that there are different types of positive
- experience and that sofne conditions that foster subjective well-being do not promote eudaimonic
weil—being.:For example, research by Nix et al (1999) showed that succeeding at an activity while
fee]irig pressured to do 50 resulted in hapf)iness (a positive affect closely linked to Subjbctive well-
being), but 1;t did nOt"fesult in vitality (a positi{fe affect more Ciosely aligned wit]%= eudaimonic well-
being)‘j. On the other hand, as predicted by self—determilnation theory, succeeding at an activity
:.jwhi.ls feeling a_urtonomo‘us‘ resulted in both happiness and vitality. Thus, because conditions that
pfomoté ;?ubjéctive well;being may not necessarily yield eudaimonic well-being, self-
detf_:rmination theéry rescarch has typiéa]lysupp_lcmented subjective well—bciﬁg measures with
assessments. of self-actualization, vitality, and mental health in an effort to assess well-being

conceived of as healthy, congruent, and vital functioning.

. 212 Theories of Football Team Fan-ship
2.1.2.1 Uﬁderstanding the Etiology, Motives, and Implications of Fan-ship

Reysén and Branscombe (2010) describe two constructs unde"rlying an investment in a favourite
team or club: fan-éﬁip and fandom. Fan-ship [s dcﬁned as having a connecti.on to a sporf team

'__Whereas fandom'iinvql'ves a connection to other fans of a particular sport team. F.andom is similar
to social idéntity where a p‘(r)rtion of one’s self-concept may be derived from being a meﬁber ofa
sbcial gifoup. Such membership offers emotional support and interpersonél connectedness (Reysen
& BraﬁScombe, 2010). The term ‘fan’ has been .,used in various disciplines from psychology to
| socioil‘ogy and across varioﬁs disciplines. It is an abbreviation from fanatic. Fanatic derives from
‘ thr'elrLat.in “fanaticus” which literally means “a temple servant, a devotee”.ilt is often used to refer

E ~to people “rinspir_ed by orgiastic rites and enthusiastic frenzy” (Jenkins 1992). Being-a fan has also



been described as sacred or beneficial (Rudin 1969). Over the years across various human
endeavours, the word has been used in a reference to any extreme enthusiasm which is considered

with relligious zealotry, delusion, and orgiastic excess.
" ‘Highlighting the feature of football fans as direct consumers of sports includes

~a.  Fans possess a vivid and intense emotional affiliation with the consumption objects.
Sports consumers form psychological connections to specific teams that are persistent and
resistant to change (Kolbe and James 2000; Trail and James 2001). Kolbe and James found

consumers themselves as part of the team, demonstrating a strong psychological commitment.

b.  Fans exhibit themselves as loyal consumers who perform several loyalty behaviours,
such .as repeating their purchase or patronage, or insisting on staying in the relationship

between brands or products.

| R_.egular and re'peated consumption is the clearest indicator of a particular emotional investment of
the fan in the literature. Brooker and Jermyn (2002) and Harrington and Bielby (1.9:.95) identified
thé c_ereIates bétweén repeated consumption and the emotional commiiment- of these fans.
Sandvoss (2005) discovered that rﬁost of those who labelled t}hemselvcs as fans, pointed to their |
repeated consuqution pat_terr:ls. For eX‘ampie sport fans are Seén patronizing the merchandize of
their favourite sﬁbrt clﬁbs such as jerseys and even affiliate boot wear from a distinct producer. He
' deﬂnes fandorln' on the basis ofx'epeéted consumption and emotional bond with the fanatic objects
aﬁd his description of the fan equafes with cbnsunier loyalty behaviour. Such loyal behaviour is a
composfte blend -of braﬁ&i, an éttitude and behaviour with indexes that measure the degree to which

th‘e cohsumér favours and purchases a brand repeatedly (Day 1969, Pritchard and Howard 1997,
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¢ Fans present informal membership behaviours, such as co-production and investment.
‘The relationship between fans and the object te.nds to always be active an.d proactive. Active
lrparticipatio'r'i on productfon processes distinct fans from general consumers. Among television
| fans, (Jenkins 1992) fqund-’some media fans as consumers who also produced, such as readers
who also wrote, and spectators who also participated, a reason one can see sport fans arguing
'ébouit the status of their_club as the best in the world. lrn' a similar vein, Grossberg (1995)
‘addresses that being-a fan creates something more than consumption of cultural objects and
actively produces views on the objgcfs. Cavicchi (1.998) notes, that fans are spccia.list consumers,
~inone sense, they are ;othmers whose consumption habits are highly predictable and are likely

to.remain stable.

.Sport fans aré typically thought to hold a stronger affective commitment and response
_,_thaﬁ non-fans when viewing sport (Gantz and Wenner 1995). Hunt, Bristol and Bashaw (1999)
'distinctiveljlz describes a sport' fan " as “an enthusiastic devotee of some .particular sports
consmﬁptive object’ .the ﬁdﬂon of being a fan in popular culture has in some. cases been seen as
:a negatlve (Jenkms 1992; Jenson 1992), but therapeutic act (FISk 1992; Wenner 1990) suggests
Vthat casual sport Spectators are. ba51c observers and soon forget about a sporting event at its
~ conclusion, whilst mOre committed fan is said to “continue his interest until the intensity of
_ feeling toward the team bécomés so great that parts of every day are devoted to cither his team
or in some instances, to be broaa realrﬁ of_sports in g‘enera:l”. The distinction is best made by
Guttmaﬁn (1986) wheré the term fan ret:;ers to the em;otionarlly committed consumer of sports
everits. The tefms o;f'érlap but are obviously not identical. In practice most fans are spectators
and most:.spectators are fans, but it is logically possible to be one and not the other. Spectators

are a key constituent of a sport organisation’s success greater fan numbers attract sponsors. A
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I_‘fornri_of deuble jeopardy exists sports that attract small ciowds are unlikely to attract large
sponeorship deals or negotiate lucrative television rights, further reinforcing the sport’s low
profile and its unattractiveness for sponsors. Fans are the demand nodes; differences in demand
. eiecording to spectator characteristics are recognised. A number of sport fan studies, reviewed
by Quick (2000), have suggested that not all_fai__is are motivated by the same factors. Various
typologies_of fan attendance abound in tiie sport fan academic literature with many relying on
produc.t usage rates (Ievels of spectatorship) for their classifications. The terms “theatre-goers™,
;‘.;fair-weaiher fans” and “hard-core- fans” connote attendance status as well as commitment to the
eport/team. Typically, “theatre-goers” and “fair-.weather fans” display temporal and situationel
inve]i.iement vifith tlieir iéam/sport whereas “hard-core fans” display end-uring involvement
(Mad_rigai 1995). Implicit in most sport marketing activity is the desire to move spectators up
| the atiendaiiee/partieipatiori escalator (akin to Christopher, Payne and Bellantyne’s 1991 “ladder
of loyalty”) thereby turning light users (“theatre- goers” and “fair-weather fans";.) into heavier
users. Quick (2'000) summarises the diversities of sport fan spectatorship. “The tribal, hard-core
fan is but a minor figure in the professnona[ “sportscape” In recent decades anumber 0!" other
fan segments have been identified, each havmg a different expectation of the sport experience.
Moreover, each group, whether consuming the sport product at the event, on the street, or over
‘:the Intemet, has unique value to the sport organisation; because ofﬂ]is, if possible, the needs and

experiences of each group must be accommodated” (Quick 2000).

12



Types of fans .

7 De Gruyter (2014) highlighted and gave a more‘comprehensivc analysis to thc#typology of sports
fan-éhip baséd on théir loyalty to sports bréﬁds and product. The types of fans includes:
Temporary Fan: :The .rﬁore an individual associates himself or herself as a “fan” the more the

. iridi'vidua[ ;ses this specific identification with regard to external others and internally, to discern
himself or herself. However, being a fan is not used by the temporary fan for self-identification
(1.8 be}ng a fan i-s not cential .lto the temporary fan’s self-concept). The tcmporéry fan’s interest in
t}{e ph'é_noménonris time.constraine.d. After the phenc;menon of interest is over, the fan is no longer
métivaﬁed to éxhibit behaviour related to the sports object, butI' rather rctﬁr_n_ to normal behaviour.
fhis time boundary is the primary factor that differentiates the temporary fan from other sports
fans. What might explain a temporary fan’s motives and behaviour? Cialdini et al (1976) suggested
basking in reflected glory theory (BIRG) as a_Way to understand fans. It involves the Léndency for

an individual to attempt to internalize the success of others.

'_DevOtedfa{z: The deVoféd fan tend to remain loyal to their team or player even if either the specific,
: sﬁéft terrh event that captivated thei.r temporary attention has ended or if they are removed from
‘ th.e con_téxf of the original geographical lc;cation. According to Ball and Tasaki (1992), a person is
_ attaéhpa to a particular ol-bjé_d to the degree that the object is used to maintain his or herself concept.
Tf}_c rﬁore a-n object constitutes part of a consurﬁer identity, the more .tﬁe consumer exhibits
protecti-ve behaviour toward the object, the greater the effort the consumer-spends on maintaining
' the object, Vthf-:- greater the consumer’s emotional difficulty in dccepting deterioratidﬁ or loss of the
objec_t. Thu:s, neifher BIRG‘nor éuttings of reflected failure (CORFing) explain the motives and

~ behaviours of devoted fan. The devoted fan possesses an attitude of my “team right or wrong”.

13



The devoted fan uses being a fan as an important part of self-identification, yet not the most critical

or central seIf-déﬁnition in one’s life.

Fanatical Fan: Early gxp]orations of éocia[ psychology theories currently adopted in sport
“sociology résearch of fan loyalty provide preliminary insights that help devel()p{our understanding
- of the develdpment of fanaticism and this unique form ofintenser loyalty. For exah’lplc, the éoncept
| of. socialisation providéd explanations that can éxplain the process by which individuals are
iﬁ:‘trodut:ed. fo’the brand that later becomes the object of fanaticism, e.g. socialising agents such as
' family,ipeers, schéo[ and community attract or draw individuals to learn to accept.the values, goals,

~ General sport consumer motivations.

People coﬁsume sports for different reasons and various motives_ éff‘ect people’s choice
% -to attend a game; buy team merchandise, or watch a game on television. Motiyation has been
defined as the driving force within individuals that impels them to actions McClelland (1951).
An observation which inéludes a fact that sport fan-ship is driven when there is a strong affective
as'sociatioh, éharééteriséd by an ‘ant_icipaté')'r.y géal féacti.on and _based.on consumption of SﬁOl’tiﬂg
eveﬁts and acti\:}itieS;'This explains fans past association of certain cues wirth pleasure or pain.
‘Murray (1 964) extends the above description stating that, “a motive is an internal faétor that
r-arouscs,-dif:t‘ects, and integrates a person’s behaviour...[a motive] is not obsgf,rvcd directly but
predicied from his behaviour or simply assumed to exist in order to explain his behaviour”
(Mﬁ-rray 1964). Hunt et ai (1999) classification scl;cma focuses on the source of motivation and
rfm thé behaviour éxhibited by differ’eni types of fans. Similar to the con'éept of involvement, the
.linkage between motivation and actual behaviour can be temporary o.r enduring (Richins aﬁd
Bloch 1986). For example if s-ocial pressures or temporary circumstances are the source_of a

consumer’s motivation to engage in sports related behaviour, then such motivation is termed

14



situational. Situational nﬁotivation is bound by time or space and thus is more temporary in
nature. Com;e;sely, ifthe source motivation is not context béund, then motivation is identified
as endurirqg. Enduring motivation is likely, given that the fan perceives the spﬂorts object as
ifnportanf to his or herself—poncept. Unlike situational motivation, enduring motivation has no
such time or lpcatioﬁ éonstraints. The.r source of temporary and local fans motivation is
situationél, whi_rle the sourbe of n‘iétivation for devofed, fanatiéal, and dysfunctional fans is
endﬁriﬁg._ For those '1.°ans whose motivation with sports is more enduring, differences occur
-:be.caursé ofgheir level of attachment to the sports object (i.e. the degree of centrality of sport to
; lself)._ Ball and ‘Taski (1992) suggest that attachment ié conceptually distinct because the object
of qttachment acquirt‘:s mreanings and signiﬂc:ange beyond-that of a simple involvement or
_1mp0rtance Fans reveal their level of attachment through their sports related behaviours.

Devoted fanatlcal fans differ in terms of their attachment to the sports consumptive objective,

as exhibited by their behaviour towards that object. One of the motivating factor for being a sport
fan,inc[uéles neea for gro-up affiliation, In most instances, sport spectating is a social activity
(Danielsotj 1997). _Wh’éther it occ-:urs at home, a restaurant, a bar, or the arené, sport tends to bé
cdﬁsumed ina group envirénment. For séme individuﬁls it is precisely the social nature of sport
spectatmg that attracts them to it. They are motivated by the group affiliation motive, that is, a
Ldrive to spend time with others (Gant7 and Wenner 1995; Guttman 1986; Melnick 1993; Pan et
, al 19.97; Sloan 1995; Smith et al 1981.). Group afﬁliation is motivated by a desire for positive
dist'i__n.ctiveness from béllet social groups (Madri éa] 2002). Sport fandom and sport spectating can
._help-l to ful'ﬁl the h_umén need for social interaction by providing a sense of belongingness. The
V_fact that most spectators consume sport és a member of a social grogp suggests that fans do

indeed use sport to satisty social interaction needs (Mann 1969; Aveni 1977). For some fans, the
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;(;pportunity__to spend some time With friends is a driving motivational force behind their decision
to consume sport (Melnick .199-3; Pan ét al 1997, Melnick and Wann 2011). This motive is
part.icularly commoﬁ émqng sports fans that have children and or are married (Wann et al 1998).
.In éfﬁiiation,.on@ important part of the identification process with the group is rituals like
collec;ting, pilgrimages and viewing the club as a part of one’s self idéntity. Consuming some
brands begomes parf of the integration. Self-identity Social identity theory, rooted in the
_ s'ymbolic:intera'ct.ion tradition, focuses on the éonnection between self, role and society (Stryker
1980). In this conceptualiza;(ion, ihe selfis corﬁpo_sed of“muitiple selves”, sorﬁe which are more
important than others. This nofion '-can Ee trarced back to James (1890).This view of the self
recognizes the. éocia‘l‘-units that people live in are relatively small network of relationships that
:i'lﬁpact'in}dividuals identities. Kleine et al (1993) find that social iderntity perspective is useful
way fo s'tudy the many different types bfconsumption people routinely partake in. The role of
idenfity theory. isto ﬁn‘dei’s'té‘md how and why individuals select certain identity related activities,
V'give:r.: all olfth_e possible élternatives (Serp 1987). Shamir (1992) finds identity salience is related
‘Eo coinmitnfent to participation in a leisure activity and to the time invested in the activity.
% rAdditional support, in the context of leisure is offered by Laverie (1998) who deﬁonstrates that
identity salience is an effgctive predictor of motivation for participation in a specific leisure
activity. Social identity the;)ry is app]icabie because fan beﬁaviour is éocialiy visibie, involves
rel'ationshirpsr w1th othe.rs, ‘can .lead-- to the formation: of a 'fah t'ohlc and one can cxprcrience
satisfaction ass..c)ciated with that role. Therefore, those with high level of identity salience for
lbei'ng a'fa_:n of a sporting team will attend more games than those low in identity salience. Another

motivating factor for football fan-ship is economic reasons. For some individuals, it is the

potential economic gain from sport gambliﬁg that attracts them to the role of a fan. These persons
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| are driven by the economic motive (Chorbajian 1978; Eastman and Land 1997; Frey 1992: Gantz
and Wenner1995; Guttmann 1986). Little Wonder most football fans are driven to support teams
that:are idéntiﬁed as top teams.so as to gain grouna in gambling activities than others. Sport can
provide fans'with stress and stimulation. Fun and enjoyable stress often referred to as “custress”
is a major motivational factor for fan attraction (Madrigal 1995; Mahony and Moorman 1999).
It mvolves a desire to gam excitement and stimulation through sport (Gantz 1981; Sloan 1986).
Fans with high level of custress (i.e. eulsllorlc stress) motivation become lnvolved with the
pastime because they enjoy the excitement and arousal they experiesce watching sport, w.hether

it’s the drama of close game or escape from their everyday routines.

_ 'Ofi.l_)terest is the fact that not much attention has been given to how psychological well-
being can be increased, let alone maintained following increases. There are several reasons for
this including the fact -théf[ research reveals that fhcrc seems to be a psychological well-being set
p_oint for | erach individual détsrmined by heréditary causes (Lykke__n: & Tellegen 1996).
‘Furthermore, should there be some gains in well-being, these are expcsted to be momentary as
-- people apparentiy a'dspt to change (e.g., the hedsnic treadmill; Brickman & Caﬁmpbe[l 1971).
_ Although it is undoubtedly true that there is probably a hcned:taty set point with respect to
psycho[oglcal well- bemg and that people may habituate to events and circumstances, this does
not mean that i m_preases in psychologlcal well-being are not possible or that such increases cannot
be s‘usfained over time. Indeed, some authors (e.g., Lyubomirsky et al. 2005; Seligman 2011)
‘i}-la\}e sugges_‘_[ed that engaging in ceﬁain activities may lead people to experience positive benefits
_ as pertains to their well-being. .Lyubofnifski et. al., in particular, posit that a certain class of
abtiyit.ies they label.“ha-;?pi.ness—relcvant activities” may actually lead to sustainable positive

gains in well-being.” What characterizes these activities is that they are intentional in nature and
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are .“.deployed with effort.l Examples are activities such as expressing gratitude (Algoe 2008),
éounﬁng your bleséings (Froh et al. 2008), and writing about life goalé (King 2001) that have
indeed been fo_und to have positive effects on one’s well-being. I_n addition, activities that reflect
a person-activity fit, that allow people to reach goal-attainment, and thét leave room for variety

would appear important (Sheldon 2002),
2.2 Related Empirical Studies
2.2.1 Association with Sports Team Identification and Social Wcll-Bein.g

Sport Téam Identiﬁcation. According to_Wénn and Pierce (2005), sport -team Identification refers
to “the:‘extent tolwhicl-l a fan feels a psychological connection to a team or player”. Sports team
id'entif-'l‘caliorn offers Qpportunities.to connect with .othcrs through group memberships or team
based c.'ommuﬁities (Wann & Pierce, 2005). Since team identification has been shown to have
- positive social benefits, it was used as a control variable for this study. Brian (2013) tried to
invesf[igate ‘whether paﬂicipating in or volunteering for sports related activities may increase
overall well=being. Additionélly, iaentifyihg with, or being a .far-l of a pdrticuley‘ sports team may
contribute té bos-it.i\-fe psychologicalr6utco:mes.tThree hundred énd four members of an online
-_.sports-: message _l;oard'co_mp!eted self-report-surveysrexamining message board usage, team
..ic?‘l__entiﬁcatién, and positiv_e-psychological traits. It was therefore hypothesized that positive
relationéhi‘ps ;vou,ld exist between team-based meésage'board usage and the positive psychology
Avariabl“és (belonéin’gness, pro:social behaviour, and satisfaction with social life), message board
usage{:would predict a sigﬁiﬁcant amount of-va-rian-ce in team identification and message board
- usége would p.redict a significant amount of variance in our selected positive psychology variables

over and above that ofteam identification. Thus positive association indicates that highly identified
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satisfaction. General satisféction with life cyclcs; such as overall satisfaction, satisfaction with
family life, job satisfarction and sruch circumstances may lead to the happiness (Heller et al., 2004;
Pearson, 20075. Thus, the sense of greater happiness is subjective and a result of more positive
emotions and pléasuré that are created by more involvement and meanings to life (Seligman et al.,
20b5). Of én assumption, the sports fans are more involved with their sport team and thereforg
- hav¢ more r’ﬁeaningf_ul lfff_:. Sport fans are more likely to be emotionally committed and get higher
~ enjoyment from their team, sbend considerable amount of mc;ney on this interest and devote much
: .,ellgrgf and time to pufsué-their interest (Lock, Darcy & Taylor, 2009). Following collection of
daté, result showed that shows significant differenge of happ.iness between groups of football fans
-and bask'etlball fans as hypoth¢sized, the gi’eater fan one i-s to a football or basketball team the more
likely.he or shg wili be With higher.lcvel of life saﬁsfaction and happiness. These differences were
_especia_l]y signif'rcant- between Enthusiastic Fans and Light Fans of both football and basketball
teams. The study from ‘the results then recommended that the message of football and basketball
.1eam can bé:. “if you want to have better life satisfactién and be happier be a fan ofgur team”. The
cofnp_e,titioﬁ of winning the heart of the public may not be only winning games but also by helping

fans to achié_ve_ a higher level of life satisfaction and happiness.

2.3 Theorétical Conlceptua.lization

.'rTowards the understanding of the influence between psychological well-being and football fan-
“ ship, this study aims to achieve such conceptualization as there would be a direct influence between
'psy;l1olégical well-being and football fan-ship. Moreover a positive influence is proposed here,
~asserting a fact that an iﬁcreased affiliation :with‘a football club should lead to an increase in the

-psychological well-being of that individual. Whatever the forms of connection an individual has
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with a club, given it is a positive connection is expected to lead to an increased subjective well-

being of the individual. This is illustrated as
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2.4 HYPOTHESES
I. There will be a significant influence of team commitment on psychological well-being.
2. There will be a significant influence of team affiliation on psychological well-being.
3. Frequency of watching football matches will significantly influence psychological well-

being,

2.5 OPERATIONAL DEFINITION OF TERMS
Football Fan-ship: Football fan-ship is therefore defined as the connection of individuals with a
particular football club or football team. This connection is described in terms of how far can an
individual go in terms of supporting a football club. These connections can also be seen in
. identifying with the colour of the football club, identifying with fans of supported club or team
as having fike minds and like behaviours and identifying with the style of play as most suitable

and interesting style of play of the game of football.
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Psychological weli~being: ft is referred to as the state of biological, mental and social fitness of
an individual towards the performa{nce of daily life task. Thcsé description is summed up to
vivid]y provide a.bio psychosocial frame Work to the explanation of what it means for an
:-individuél to have a péybho_logica[- balance. It was measured using the Scales of Psychological
l wiéli-bein’g (SPWB) by Carol Ryff. The scale has 6 point likert response format ranging from

s.tfongly‘disagree (1) to strongly agree (5).

~Team Commitment: It is referred to as the dedication of an individual towards a particular
football team of their choice. It was measured using the Psychological Commitment to Team
(PCT) Pritchard (1999). The scale has 5 point likert response format ranging from strongly

disagree (1) to strongly agree (5).

* Team Affiliation: It is regarded as a proéess where by an individual decides to identify
* his/herself with a-parﬁcular football team. It is also regarded as supporting a football team. It was

measured by asking if participants were football fans and also name the team they supportéd.

' '. Fl;equeneyiof watching football matches: it is explained as how regularly a football fan
watches the matches of the team they support. It was measured by asking “how often do you

watch the match -played by your team.
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 CHAPTER THREE

3.1 RESEARCH DESIGN
This study adopts an expos-facto research design. This implies that the independent variable was
- not actually manipulated. The independent variable is football team fan-ship. The dependent

~variable is the psychlologic.al well-being among _undergraduates. _

3.2 SETTING

_ Tl.l‘e'.setting. took place in Federal University Oye EXkiti, on the two cambuses (Oye & lkole). The

setting was conducive for the research because it is a student environment.

3..3 _STUDY SAMPLE AND SAMPLING TECI-_INIQUE |

The s_tudy sample consisted of 300 students (lhale =230, female = 70) with a mean age of 20.64
years- (SD = 2.63) Of Fe'dreral University Oye-EKkiti. They were selected using convenience
sampling téchnique. Majority .of participants were in the age range of 16—20y¢at's (54.3%),
followed by those with age range 21-25 years (47%) and 25 years and above (3%).According to
team affliation; Arsenal 40 (13.3%), Barcelona 30 (10%), Chelsea 80 (26.7%), Manchester
United 80.(26.7%), Liver{aoo] 15 (‘5%),- Real Madrid 21 (i%),'others 34 (11.3%). Religion;
Ch'r'i-sti.a'n_lity 224 (74.%%),, [slam 63 (21%), Traditional 13 (4.3%). Participants watching football
;;natche's; Rarely 105 (35%), occasionally 88 (29.3%), frequently 61 (20.3%), very 'ﬂ'equently 46

(15.3%).

23



e

3.4 INSTRUMENT
The in_str_ument for the study were in three section‘s; namély section.A, section B, section C.
341 Section A |
' Sé-c-tion A consists of items measuring socio-demographic information of the participants, such as
génder? age, religion, class, department, fan of any football club, name the football club in which
you' a_gé a fan, how ofteﬁ d-o. you watch the match played by your team, how often do you play
fdptbal], Wh.;:lt_iS the position of your téam in the league presently, how manyr tirﬁes have your club
won the UEFA champions league. Gender was reported as (male=1 and female=2); actual Age
:was given;. Réligion was reported as Christianity, Islam and Traditional; level waq reported as
E 7 (100, 200, 500, 400, 500); a_ctual department was given, fan of any football club (Yes=1 and
No=2), actu;_al name of football clﬁb was given, watch matches pl.ayed by your team was reponea
as (Rarely, _Occa_sionally, Ffequently, Very Frequently); position of your team in the league
_'preseﬂtly was reported as ( First, second, third, fourth, sixth, others); how many times your club

- has won the UEFA champions league was reported as ( 0_,1,2;3,4,5,1110re than five times).

3‘4'2."- SectionB; Ryff Psychologica.l'weil_-being
Psychological Well-beillg -\.Nas measured using a scale that was developed by Ryff (1995) the
~psychological Well-béing -scale. The scale has 6 — point likert réspons'e format ranging from
7 stronglj/ disagr-ec (H tolstror.lgly agree (6). Questions 1,4, 5, 8, 15, 16, 17,18, were r¢ver$é- scored
so that self-actualizir_lg ‘respénses produce higher scores. It summarizes common mental health,
clinical and life span developmentgl theories into six core'dom_ains including. 1) Self-acceptance;
- 2) purpose 1;r1 life; 3) eﬁyironmental mastery; 4) personal growth; 5) positivé rélationship with
others; aijd 6) autonomy. The cronbaéii’s alpha of the suB scales ranges from .86-.93. Some of the

'qu_estions in the scale include; “In general, I feel [ am in charge of the situation in which [ live”, “I
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am quite good at managing the many responsibilities of my daily life”, “In many ways, [ feel
" di’sappointéd about my achievements in life”.

3.4.3 Section C: Psychological Commitment to Team (PCT)

| T'eathommitment was méasured using a scale that Was developed by Pritchard (1999). The team
cdfﬁmit’ment scale. . The‘scale has 5 — point likert response format ranging from strongly disagree
(1) to strongly agreé (5). The cronbach’s coefficient alpha estimate for the 14-item PCT scale was
.88. . Some -ofthe questions in the scale include; “I might rethink my allegiance to my fbotball
élub ifthe team consistently pérforms poorly”, “I could easily be persuaded to change my favourite

football club” and “My commitment to my favourite football club would decrease if they were

'__performing poorly and there appeared little chance their performance would change”.

3.5 PROCEDURE

Instruments waé used to :collect data from participants of the study. The researcher went to the
various faculties in federal University Oye Ekiti and administered the instruments to student of
‘these',facultigs accorrdingly while pr{::senting student with a biro to complement them for taking
“their time to partak¢ in the reseérch. A total of 400 questionnaires were distribute_d as only 300
questionnaires were utilized for the”analysis. ‘While about IIOO Quesiionnaires were not utilised
primarily because some of the questionhaire were inaccurately filled while othel.‘s.did not match
the requifements for the regearch. The instrument items were very direct and éasy to understand.
Ther'instrui’nents were collected aﬁe? the participants were done, théy were not allowed to take

the questionnaires home.
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3.6 STATISTICAL METHODS

i Déta collecte_d were subjected to analysis using Statistical Packaged for the Social Sciences
(SPSS). Descriptive variables_ were analyéed Llsing descfiptive statistics such as frequency, mean,
_ stande}ra deviation and p.erc'cntage and frequency distribution table. Hypotheses stated were tested
us_i.nginfere.ntial statistics. Three .hypotheses were stated in the study, and were tested using

correlation and one wayr analysis of variance (ANOVA).
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CHAPTER FOUR

RESULTS

The data collected were scored and analysed. The following are the results:

Table 1: Distribution of Social-demographics

N=300 n % N=300 n %
_ Sex B | Level

Male 230 767 100 112 373
Female 70, 233 200 87 29

Age : - | 300 w 18

16:20yrs 163 543 400 ’ 42 14
2l2sys 128 427 500 5 17

>25yrs 9 3- Religion _

35yrs & aboVe 66 . 16  Christianity 24 747
© Team Affiliation Islam 63 21
Arsenal 40 133 Traditional 13 43
Barcrc-erlona‘ - © 30 10 - Frequency of |

k ' watching football

matches

Chelsea - 80 - 26.7 Rarely 105 35
Manchester United 80 267  Occasionally 88 293
‘Liverpool : _1,57 - $ Fréquent[y : : 61 20.3
Real Madrid © -~ 21 7 Very frequently 46 15.3

Others . 34 11.3
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- Table 2 Mean score and standard deviations of study variables

Variables M SD Range
Age = . 2064 263 16-34
e 51.80 959  28-70

Psychological well-being  76.47 11.32 33-108
General health 44.60  6.18 24-57
" Fear of charm (full scale) 55.20 15.77 15-90

Table 3: Correlations among study variables

A

~ Variables ' a1 2 3 4
N =399
L. Sex , - . -
Age - .03 -
.Team commitment B P A -
Psychological well-being .68 -05 01  39%% - |
- General health | T2 .03 -07  27%F 46%*

"p < 0.05 (2-tailed) *'p < 0.001 (2-tailed)

- “Crobach alpha

Table 3 showed that sex [r (299): ~ .05 p = .40] and age [r (299) = .01, p = .82] were not
- significantly related to psychological well-being. Also, sex [r(299) =.03 p = .6%] and age [ (299)
= -.07, p = .22] were not significantly related to general health. Psychological well-being and

- general health were significantly and positively correlated [ (299) = .49, p < .001].
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Hypothcsfs _1.
There will be a significant ih_ﬂuerice of team commitment on psychological well-being.

Table 4.1: Mean scores for psychological well-being by team commitment

Variables - Psychological wefl-being _

N M SD

Team commitment

 “High. . 79 71.72 1236

Moderate 108 7210 1052
Low S 80.15  10.00

‘Table 4.2: Oﬁe-way ANOVA-team commitment on psychological well-being

_ Sun’i of Squares Df Mean Square F Sig..
Between ; ' |
: 3326.59 2 1663.30 14.13 <.001
Groups
 aihin 3495420 297 117.69
Groups ' - : : ‘
~ Total 38280.79 . 299

- Table 4.2 showed that team commitment significantly influenced psychological well-being [F (2,
297) = '14.,]3,"p <.001]. Post hoc comparisons using Fisher’s LSD showed that participants with
high teain commitment (M = 71.72, SD = 12.36) had significantly high scores on psychological
well-bei'ng than those with moderate (M = 72.10, SD = 10.52) and low scores (M = 80.15, SD =
10.00) on team commitment. Also, participants with moderate team commitment had higher
scores on psychological well-being (M = 149.18, SD = 15.13) than those with low team

“commitment. Therefore, hypothesis one is supported.
- Therefore, hypothesis one is supported.
Hypothesis 2

Thére will be a significant influence of team affiliation on psychological well-being.
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Table 5.1: Mean scores for psychological well-being by team affiliation

Variables =~ 7 - Psychological well-being

N M SD

Team afi_'iliation

Atsenal 40 7610 1136
Barcelona. ! ; 30 78.83 9.34
Chelsea - - 80 77.36 11.80
Manchester United 80 7521 1132

Table 5.2: One-way ANOVA-team affliation on psychological well-being

Sum of Squares -Df Mean Square F Sig.
Between ' '
360.12 3 120.04 95 42
Groups , '
Within 28691.64 26 12695
Groups
Total 2905176 229

Table 4.2 showed that team afﬁllatlon dld not significantly influence psychological well-being [F
©-(3,226) =.95, p= .42]. Therefore, hypothesis two is not supported.

i Hypothesis 3

Frequehpy ofWatching football matches will signiﬁcantly influence psychological well-being.
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Table 6.1: Mean scores for psychological well-being by frequency of watching football
matches :

Variables N Psychological well-being

N M  SD

Team affiliation

Rarely 105 7436 1262
Occasionally 88 7801  10.13
Frequently . 6l 7701 9.23
- Very frequently 46 76.47 12.40

Table 6.2: One-way ANOVA-frequency of watching football matches on psychblogical well-
being

Sum of Squares df Mean Square F . -~ Sig.
Between 755.85 3 9519 199 .12
Groups i j ,
Within Groups 37524.94 296 126.77

Total = 3828079 299

“Table 4.2 showed that the frequency of watching football matches did not significantly influence
psychological well-being [F (3, 296) = 1.99, p = .12]. Therefore, hypothesis three is not supported.
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CHAPTER FIVE

- 5.1 Discussion
The findings of this sludj reveals that there waé a signiﬁ.cant difference between individual
~levels of team commitment on psychological well-being. Specifically this means that
psychological well-béing of individuals is influenced by team commitment. One major
explanation to this finding could be.t]‘1at consistency of football teams to deliver when it mattered
;hé_most could result in the creation of happ.iness in the football fan. Happiness and well-being
| ""is a high‘ly ‘valued goal for most indi_viduals (Diener, 2000), that includes individuals who
searches for haprpiness_‘ While supportiﬁga football club. Another reason for this research findings
is that committing to football teams most times serves as a moderator of s{réssors in an
individuals’ life. One argumeﬁ[ is tﬁat a stron.g team commitment gives individuals a sense of
‘purpose f‘or their work and acts as a resource that buffers against the harmful effeqts of stressors
(Kobasa, 1982_; Lazarus & Folkman, 1984). The opposing perspective is that a strong
commitment to football fanship can increase individuals' vulnerability to the negative effects of
stressors tBrockner, Ty]er, & Cooper-Schneider, 1.992; Mathieu & Zajéc,. 1990) that is,
commirtme'nt will hav_e an éxace1‘ba£ing effect. Lazarus and Folkman (1984) acknowledged the
= _‘_‘double-edged.” nature of team commitment,.not'ing that, while a strong commitment to football
"fan—shib can motivate active coping under some conditions, it can also make a person

~ “particularly v_ulnera_ble to psychological stress in the area of team commitment”.

However, team affiliation did not significantly influence psychological well-being of
individuals. The team affiliation of individuals represent the varied supports of a popular football

~ club sides. Being a good supporter of a football club side does not guarantee psyclio!ogica[ well-
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being plainly because of the different c]ub sidés and their records. Some fans are supporters of
club sides that have lost reckoning iﬁtemationally while some individuals are in support of club
sides that are con'sistelnt trophy winners. Everyone wants to be a member of a winning team and
so differences m the competitive acti-vities of football club sides may not account for differences

~inthe psychological well-being of their respective supporters.

Finally, the study also .rev-éals théf there was no sigﬁiﬂcant differences in the frequency of
\_Nét.(.:hing:football and fans’ psychological well-being. This means that the frequency of watching
-"féotbali does not have significant inﬂucnce on _the psych.ological well-being of football fans.
Pl'evi,QUs studies hav.e concentrated efforts into the observing the reasons for watching football
‘and.the loyalty involved \Q.vrith paying increased ;u:te_ntion to a footbali club. Although, the loyalty
factors and behavioﬁral intention are found fo have strong relation towards spectators’ intention.
It can be imﬁlied that éccérding‘to the spectators’ perception, loyalty could enhance spectators’

frequency to come to the stadium for more matches, this does not imply that spectator’s

- psychological well-being is improved upon form being a football spectator in any form.

5.2 Concll_lsioﬁ
The miain aim of t:his. réSearch was to examine the influence of football team fan-ship on

'._-p_s:nyéhologic}:al well-being. To address this, relevant data were collected and analysed. From the
f_'mdingé o'fthirs study, the follolwing major .c.onclus‘ions were arrived at: Ithat team commitment
sighiﬁc;éntly inﬂ._uence'd psyc};ological well-being, showed that team affiliation did not

| silgniﬁrcantly influence psyéhological well-being an'd.- showed that the frequency of watching

football matches did not significantly influence psychological well-being.
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5.3 Recommendation of study

~ Based on the findings of the present study, the following are recommended,

I, Undefgraduates should be encouraged to be football fans and also to get committed to
the demancis of fan-ship. |
. 2. Thefapist’ should use or introduce football fan-ship as a way of treating some of their
Patients who are dépfessed or not psychological balanéed.
3. Insﬁtutions Should provide vieWing cenffeé for students to be able to watch the mat.ches

- of their football teams during their leisure time.

- 5.4 Liinitation of study

. The st.udy employed ex-po-st. factor design that does not give room for manipulation of variables.
~The researcher Was facedl wit_hr ﬁnancial difficulties in the course of the research work. The
collection oftl;e‘data in these researéh was a bit difficult becaﬁse not everyone was .wil]ing to get
the questionnairés, ar.ld- some of the people who collected the E;uestionnaires were not candid
enéugh With their responses. Sonﬁg df them were a bit too playful when feeling the questionnaire
- because it héd a little to dQ about football. Anothcr limitation is that not all the qﬂestionnaifes were
retrieved for the analysis, bécause sb:me of the r'ESpondﬁents were not serious enough to fill the

"questionnaires appropriately.
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APPENDIX
Department of Psychology
Faculty of Social Science
Federal University Oye-Ekiti Ekiti state

- I'am 4 final year student of Department of Psychology, Federal University Oye Ekiti, conducting
a research in the area of “Psychology and behaviour”,

‘ P]ease give immediate impressions about the questions on this-survey. There is no right or wrong
answers. Your response will be treated with utmost confidentiality.

Owolabi-Akinloye Rotimi
Please express interest to participate by ticking ‘Yes’ or ‘No’ below:

[ agree to participate: Yes_'( ."), No( ).

Section A

‘Demographic i!tformation

- Please tick-'as appropriatt:

| Sex Male( ) Female ( )

Age: ............... (Asat lastblrthday)

Relig_t_ous Affiliation: Christianity ( ), Muslim (), Traditional ().
Level: 100 ( ), 200 ( ), 300 ( ), 400 ( ), 500( ).

_ Départmcnt: .

E ~ Areyou a fan of any football club: Yes( ),No( ).

llName the fodtba]l club in which youarea fan: .............. B

. How often do you watch the match played by your team? Rarely (), occasionally (),
-+ frequently (), Very frequently( )

. Do you play football? ‘7 - Yes( ),No(.). .
(Please if you are not a football fan, skip section D of the survey)

a '_How often do you play football? Rarely (), occasionally ( ), frequently ( ), Very frequently
)

: What is the position of your club in the league presently" First ( ), second ( ), third ( ), fourth
(), t"ﬂh( ), sixth (), others ().

-How many times have your club won the UEFA champmns league: 0( ), 1(),2(),3(),4
()5 ( ), more than 5 tlmes( ).
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Section B

Please tick an option to each item to indicate how much you agree or disagree with that item.
- Strongly disagree = SD, Moderately disagree = MD, Slightly disagree = SLD, Slightly agree =

SLA, Moderately agree = MA, Strongly agree = SA. There is no right or wrong answers. l"hank
- you. :

SD | MD | SLD | SLA | MA | SA

| 1. | I'tend to be influenced by people with strong
opinions.

2. |In general, T feel I am .in charge of the
e situation in which I live.

3. | I think it is .important to have new
__experlcnces that challenge how you thmk
‘about yourself and the world.

4. | Maintaining close relationships has been
| difficult and frustrating for me.

5. | I'live life one day at a time and don’t really
| think about the future.

6. | When I look at the story of my life, I am
| pleased with how things have turned out.

7. | Thave confidence in my opinions, even if they

are contrary to the general consensus.

8. | The demands of everyday life often get me
| down. '

9. | For me, life has been a continuous process of

Jlearning, changing and growth. _

| 10. Peoplc would describe me as a giving person,
“ . | willing to share my time with others.

|11, | Some people wander aimlessly through l:fe,

but I am not one of them. -

12. | I like most aspects of my personality.

13. | I judge myself by what T think is important,
.not by the values of what others think is
‘important.
14.| I am quite good at managing the many
| responsibilities of my daily life.

15. | I gave up trying to make a big improvements
or changes in my life a long time ago.

16. | I have not experienced many warm and
trusting relationships with others. '

17. | I sometimes feel as if I’ve done all there is to
do in life. _

18. | In many ways, I feel dlsappomted about my
| achievements in life. -
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Sectmn C
Please read the followmg statement and for cach one tick only the option in front to indicate how
“you have been feelmg health.

Items Very Frequently | Occasionally Rarely | Never
; frequently :

Able to concentrate?
Loss of sleep over worry?
| Playing a useful part?
Capable of making decisions?
Felt constantly under strain?
‘| Couldn’t overcome
difficulties?

7. | Able to enjoy day to day
. | activities?

8. | Able to face problems"
9. | Feeling unhappy and.
depressed?
10. | Losing confidence?
11. | Thinking of self as worthless?
12. | Feeling reasonably happy?

PN

‘ Scction D

Please tlck an optlon to each item to indicate how much you agree or disagree with that item.
Strongly disagree = SD, Disagree =D, Undecided = U, Agree =A, Strongly Agree = SA.
There is no right or wrong answers. Thank you. -

Items SD | D UD | A SA
1. | I might rethink my a[leglance to my football club o
if the team consistently performs poorly.

2. | I'would watch a game featuring my football club
| regardless of which team they are playing.

3. |T would rethink my allegiance to my football
) club if management sells its best players.

| 4. | Being a fan of my football club is important to
me.

5 Nothmg could change my alleglance to my
| football club.

6. | Tam a committed fan of my football team.

7. | It would not affect my loyalty if my football club
‘management hired a head coach that I disliked
very much. ' :

8 |1 could easily be persuaded to change my
favourite football club.

9. | I have been a fan of my football club since I .
began watching football. ]
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