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ABSTRACT

This study examines the effect of spectator-based sports team reputation on fan identification.
The study group consists of a total of 648 participants (198 (30.6%) female and 450 (69.4%) male)
living in Siirt. Data collection tools of the study were the spectator-based sports team reputation
scale developed by Wonseok, Yong & Sylvia, (2015) and adapted into Turkish by Yavuz Eroglu &
Eroglu (2020) and the sports fan identification scale developed by Wann & Branscombe (1993)
and adapted into Turkish by Glinay & Tiryaki (2003). A correlation analysis was used together
with descriptive statistics in the study. The relationship between spectator-based sports team
reputation and fan identification was analysed using structural equation modelling. As a result,
the correlation analyzes revealed a positive correlation among the level of fanaticism towards the
supported team, the knowledge level about the supported team, team performance, team
tradition, social responsibility, spectator orientation, management quality, financial performance,
and fan identification. Furthermore, it was determined that team tradition, social responsibility,
and spectator orientation increase fan identification. However, it was determined that team
performance, management quality, and financial performance do not affect fan identification.
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INTRODUCTION

Today, sports has become a multidimensional phenomenon that has an impact on large masses (Ozgen, Yiice
& Katirci, 2018) and the sports sector has become prominent throughout history. In particular, sports clubs
operating in the football industry function as service organizations that produce and market the produced
service (Gerez & Ardahan, 2006) and as an economic organization (Aksar & Merih, 2006). Football is a popular
phenomenon in which individuals are massively interested today (Yegen & Karayol, 2020). Therefore, today,
football is not just a sport, it is a social phenomenon that affects social life in many ways (Reyhan, 2015). The
efforts of sports clubs to increase their revenues and the interest of both the media and sports organizations in
these organizations due to the increase in the popularity of sports organizations have initiated a marketing-
oriented structuring in the sports sector, just like businesses in other service sectors (Ekmekgi, 2009). Clubs
have to increase their sources of income to compete for more. For this reason, football clubs should try to
reach more spectators by creating values that will attract the attention of current and potential fans and
spectators (Gencer & Aycan, 2008). Football spectators guarantee the economic existence of football

companies with their visits to matches and fan activities (Erdogan, 2008).

In addition to athletes, trainers, referees, and managers, spectators and fans play a crucial role in this sector.
Fans' commitment to their teams may cause different incidents before, during, and after the match. On the
other hand, having assumed an industrial character today, football encompasses not only classical revenues
such as ticket sales and match-day revenues but also other revenues such as media broadcasting revenues,
sponsorship, commercial product, and advertising revenues (Aksar, 2005). Following the professionalization of
sports, money has become a priority in sports. Therefore, football teams are compared with their economic
values in cases of success or failure (Dever, 2010). From an economic point of view, it can be argued that the
clubs have a tendency to meet the needs and wishes of their spectators as spectators directly have a positive

effect on team reputation.

Reputation is an abstract concept that shows how organizations are perceived in general and establishes a link
between the current situation and the thoughts and expectations of individuals. Creating a positive reputation

is essential for teams and therefore for clubs.

Based on the general definition of reputation, the concept of sports team reputation can characterize the
positive or negative perception of spectators with variables such as the social responsibility levels of a club,
management and team skills, and the connection established with spectators. It can also be suggested that the
behavioural or verbal demonstration of the trust and satisfaction of spectators, which is seen as the most
important determinant of team reputation, in stadiums or via social media directly reveals team reputation and

that “fandom and identification has a collective and unifying feature” (Acet, 2005).
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The literature review reveals that there is no study focusing on the effect of team reputation on fan
identification. Therefore, the main hypothesis of this study is that "spectator-based sports team reputation has

an effect on fan identification".

METHOD
This research was carried out in relational screening model. Of the general scanning model types, relational
screening model; coexistence and/or covariance between two or more variables It is a research model that

aims to determine the degree (Karasar, 2005).

Necessary approval was obtained for the current research with the decision of the Ethics Committee of the

Rectorate of Siirt University, dated 17.07.2021 and numbered 1005.

Study Group

In the research, 648 fans were determined as the study group. 198 (30.6%) of fans were female, 450 (69.4%)
male by gender, 297 (45.8%) of fans were 20 and below, 281 (43.4%) 21-30, and 70 (10.8%) over 30 by age.
Besides, 238 (36.7%) of fans were married and 410 (63.3%) were single by marital status, and 66 (10.2%) of fans
were graduates of high school or lower degrees, 551 (85.0%) university, 31 (4.8%) postgraduate. Finally, 567
(87.5%) of fans responded as yes and 81 (12.5%) as no to the question of whether they have an experience of
participation in sports, and 518 (79.9%) responded as yes and 130 (20.1%) as no to the question of whether they

go to the matches of their teams.

If the number of individuals in the research universe is one million or more a sample size of 384 is considered
sufficient with a reliability of 0.95 (Sekeran, 1992). In this study, while determining the sample size, it will be
used in additional analyzes structural equation model was also taken into consideration and the data were

more healthy and sample size as much as possible to ensure reliability tried to be high.

Data Collection Tool
The data were collected by face-to-face survey method. Consent form was presented to the participants and

voluntary participation was ensured.

Spectator-based Sports Team Reputation Scale: The Spectator-based Sports Team Reputation Scale,
developed by Wonseok, Yong & Sylvia (2015) and adapted into Turkish by Yavuz Eroglu & Eroglu (2020), was
used. The scale consists of 19 items and 6 dimensions: "team performance", "team tradition"”, "social
responsibility”, "spectator orientation", "management quality", and "financial performance". The scores of the
scale dimensions range between 1 and 7. The higher scores obtained from the scale indicate an increase in
team reputation. The overall reliability coefficient of the spectator-based sports team reputation scale was
found to be Cronbach’s Alpha =0.904. In regards to the reliability coefficients for the dimensions, Team

Performance was found as 0.847, Social Responsibility and Team Tradition as 0,892, Spectator Orientation as

0.833, Management Quality as 0.801, and Financial Performance as 0.893.

1392



I.l E TSAR (International Journal of Education Technology and Scientific Researches) Vol: 6, Issue: 15, 2021

Fan Identification Scale: The sports fan identification scale, developed by Wann & Branscombe (1993) and
adapted into Turkish by Ginay & Tiryaki (2003), was used. The scale consists of 7 items the scores obtained
from the fan identification scale range between 7 and 56. The higher scores obtained from the scale indicate
higher fan identification with the team. The overall reliability coefficient of the fan identification scale was

found to be Cronbach’s Alpha = 0.905.

Data Analysis

With the assumption of normality, the values of skewness and kurtosis of the data were found to vary between
+ 1.5 and — 1.5. A correlation analysis was used together with descriptive statistics in the study. The
relationship between spectator-based sports team reputation and fan identification was analysed using
structural equation modelling x2/sd, GFl, CFI, AGFI and RMSEA for testing the structural equation modelling

with were checked.

FINDINGS

The fans' "team performance" average was found as 4.724 + 1.431 (Min = 1; Max = 7), "team tradition" average
as 6.280 £ 1.136 (Min = 1; Max = 7), "social responsibility" average as 4.891 = 1.171 (Min = 1; Max = 7),
“spectator orientation” average as 4,889 + 1,106 (Min = 1; Max = 7), “management quality” average as 5,374 +
1,334 (Min = 1; Max = 7), “financial performance” average as 4,785 + 1,324 ( Min = 1; Max = 6.67), and “fan
identification” average as 39,545 + 13,095 (Min = 7; Max = 56).

The fans were asked to classify the level of fanaticism towards the supported team between 1 and 10, and the
average of fanaticism towards the supported team was found to be 6,383 + 3,056 (Min = 1; Max = 10). Similarly,
the fans were asked to classify the knowledge level about the supported team between 1 and 10, and the

average knowledge level about the hired team was found to be 6,179 + 2,965 (Min = 1; Max = 10).

Table 1. Correlation Analysis Between Spectator-Based Sports Team Reputation, Fan Identification, Fanaticism,
and Knowledge Level About the Team

Mean Standard 2 3 4 5 6 7 8 9
Deviation
1-The Fanaticism
Level of Teams 6,383 3,056 1,000
Supported
2-Knowledge level
about teams 6,179 2,965 0,776** 1,000
supported

3-Team Performance 4,724 1,431 0,359** 0,262** 1,000

4-Team Tradition 6,280 1,136  0,362** 0,384** 0,371** 1,000
5-Social
Responsibility
6-Spectator

4,891 1,171  0,386** 0,363** 0,434** 0,435** 1,000

4,889 1,106  0,401** 0,363** 0,395** 0,425** 0,469** 1,000

Orientation

Qj"'alai::geme"t 5374 1,334 0,435%* 0,384%* 0,620%* 0,455%* 0,541** 0,543** 1,000
8-Financial 4,785 1,324  0,262** 0,186** 0,541** 0,324** 0,363** 0,264** 0,541** 1,000
Performance

9-Fan Identification 39,545 13,095 0,801** 0,726** 0,403** 0,429** 0,443** 0,444** 0,491** 0,343** 1,000
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*<0,05; **<0,01

Considering the correlation analysis, a positive correlation was found among them the level of fanaticism
towards the supported team, the knowledge level about the supported team, team performance, team
tradition, social responsibility, spectator orientation, management quality, financial performance, and fan

identification (p <0.05).

The relationship between fan identification and spectator-based sports team reputation has been analysed with
structural equation modelling. Structural Equation Modelling is an analysis method that enables variables to be
observed simultaneously and analysed together with latent variables (Wan, 2002). The acceptability of the
theoretical model is determined by the goodness-of-fit indexes. The schematic model and regression coefficients

are given below.

Figure 1. Structural Model for the Relationship Between Spectator-Based Sports Team Reputation and Fan

Identification

The goodness of fit index values for the model is given below.

Table 2. The Goodness of Fit Index Values According to Structural Model Regarding the Relationship Between

Spectator-Based Sports Team Reputation and Fan Identification

Index Normal Value Acceptable Value Model
x2/sd <2 <5 2.58(714.3/277)
GFI >0.95 >0.90 0.92

AGFI >0.95 >0.90 0.90

CFI >0.95 >0.90 0.95
RMSEA <0.05 <0.08 0.05
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It is seen that the goodness of fit values regarding structural model regarding the relationship between fan
identification and spectator-based sports team reputation are acceptable. The significance level, coefficients,

and hypotheses for the model are given below.

Table 3. Regression Values for structural Model Regarding the Relationship Between Spectator-Based Sports
Team Reputation and Fan Identification

Hypotheses B (B) S.Error t p Result
Fan Identification <--- Team Performance 0,115 0,091 0,092 1,252 0,211 Rejected
Fan Identification <--- Team Tradition 0,259 0,162 0,078 3,316 p<0,001  Accepted
Fan Identification <--- Social Responsibility 0,192 0,110 0,087 2,201 0,028 Accepted
Fan Identification <--- Spectator Orientation 0,471 0,286 0,155 3,042 0,002 Accepted
Fan ldentification <--- Management Quality 0,142 0,096 0,145 0,984 0,325 Rejected
Fan ldentification <--- Financial Performance 0,047 0,028 0,133 0,357 0,721 Rejected
R2=0,403

It was determined that team tradition increases fan identification (B = 0.162). One standard unit increase in

team tradition causes an increase of 0.162 standard units for fan identification.

It was determined that social responsibility increases fan identification (f = 0.110). One standard unit increase in

social responsibility causes an increase of 0.110 standard units for fan identification.

It was determined that spectator orientation increases fan identification (= 0,110). One standard unit increase
in spectator orientation causes an increase of 0.110 standard units for fan identification.

It was determined that team performance does not affect fan identification (p> 0.05), that management quality
does not affect fan identification (p> 0.05)., and that financial performance does not affect fan identification (p>

0.05).

The total change in fan identification is explained by the spectator-based sports team reputation dimensions at a

rate of 40.3% (R? = 0.403).

CONCLUSION and DISCUSSION

In this study, the effect of spectator-based sports team reputation on fan identification was examined. It was
observed that team tradition, social responsibility, and spectator orientation, as the dimensions of spectator-
based sports team reputation, increased fan identification. On the other hand, team performance, management
quality, and financial performance did not affect fan identification. The literature was reviewed to reveal that
many studies have been conducted for examining fan identification according to demographic characteristics.

However, there is no study on spectator-based sports team reputation.

It was also observed that team tradition increased fan identification. Collaborative achievement of common

goals, rules, and values within the team constitutes a team tradition. It is not meaningless for people to risk

1395



I.l E TSAR (International Journal of Education Technology and Scientific Researches) Vol: 6, Issue: 15, 2021

dying for their favorite teams. These people who identify with their teams have a bond of love towards their
team. They identify and integrate with their teams and their fans in the philosophy of "One for all, all for one".
They say they would die for their team (Acet, 2005). The fanaticism level of the sample group in this study was
found to be high. Therefore, spectators with a high level of fanaticism will feel a high sense of belonging for the

club and increase identification.

The findings of this study indicating that social responsibility increases identification is possibly because social
responsibility projects carried out by clubs are influential in increasing the identification of individuals as a
unifying power, especially since football has the feature of hauling masses. The concept of corporate social
responsibility is extremely important in France, Italy, Germany, England, and Spain, which host the most
important leagues of European football, and such activities are carried out under the leadership of sports
managers with the support of the fans. It is seen that different sports branches and clubs of the USA are
extremely effective in social responsibility activities. In Turkey, sports clubs tend to focus on environmental
issues as well as social responsibility activities or act together with charity organizations involved in social

activities (Ansin & Senturk, 2020).

Another finding was that spectator orientation increased fan identification. It is a sign of orientation that
spectators come together in stands and via social media platforms, which as a result increases identification.
On the other hand, it is believed that some training sessions are open to the fans and the presence of fan
associations also provides identification through orientation. There are findings in the literature suggesting that
visits to stadiums and membership of fan associations increase fan identification (Polat, Sonmezoglu, Yildiz &
Coknaz, 2019; Ekinci, 2018; Demirel, 2007). In other words, after individuals join a social environment, the
group usually puts their identities aside (Gimusay, 2021) and the literature knowledge that they adapt to the

characteristics of that group supports our finding.

The literature supports the finding of this study indicating that team performance, management quality, and
financial performance do not affect fan identification. Identification with the team is a constant situation and
does not differ depending on seasons (Enginkaya, 2014). Therefore, the bad team performance or
management quality of the fans identified with the team and feeling a sense of belonging to the team will not
decrease their identification. Jung (2012) reports that highly identified fans generally see their teams as a
reflection of themselves, so their emotional, cognitive, and behavioural responses are different than those with
a low level of identification. Highly identified fans are aware that team managers and even athletes can change

and that they would not stop supporting teams even if they lose.

RECOMMENDATIONS

The sample group of this research was created in a single province. Therefore, studies with big team fans in

different provinces can be conducted to reveal team reputation. At the same time, by looking at the effect of
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reputation on identification with different sample groups, clubs can develop different practices to increase

their reputation.
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SEYIRCi TABANLI SPOR TAKIMI iTiIBARININ TARAFTAR OZDESLESMESINE ETKISI

0z

Bu calismanin amaci seyirci tabanh spor takimi itibarinin taraftar 6zdeslesmesine etkisinin
incelenmesidir. Calisma grubu Siirt ilinde bulunan 198'i (%30,6) kadin, 450'si (%69,4) erkek
toplam 648 katilimcidan olusmaktadir. Veri toplama araci olarak Wonseok ve ark. tarafindan
(2015) gelistirilen Yavuz Eroglu ve Eroglu (2020) tarafindan Tirkge’ye uyarlanan seyirci tabanli
spor takimi itibari 6lgegi ile Wann ve Branscombe (1993) tarafindan gelistirilen Glinay ve Tiryaki
(2003) tarafindan Turkge’'ye uyarlanan spor taraftari 6zdeslesme 6lgegi kullaniimistir. Arastirmada
tanimlayici istatistikler ile birlikte korelasyon analizi kullanilmistir. Seyirci tabanli spor takimi
itibari ile taraftar 6zdeslesmesi arasindaki iliski yapisal esitlik modeli ile analiz edilmistir. Sonug
olarak, tutulan takima olan fanatiklik dizeyi, tutulan takim hakkinda bilgi dizeyi, takim
performansi, takim gelenegi, sosyal sorumluluk, seyirci oryantasyonu, yonetim kalitesi, finansal
performans, taraftar 6zdeslesme, arasinda korelasyon analizleri incelendiginde aralarinda pozitif
korelasyon oldugu saptanmistir. Ayni zamanda, takim geleneginin, sosyal sorumlulugun ve seyirci
oryantasyonunun taraftar 6zdeslesmesini arttirdigi belirlenmistir. Fakat takim performansinin,
yonetim kalitesinin ve finansal performansin taraftar 6zdeslesmesini etkilemedigi saptanmistir.

Anahtar kelimeler: Spor takimi, itibar, 6zdeslesme, taraftar
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GiRiS

Gunumiizde spor, genis kitleler tizerinde etkili olan ¢ok boyutlu bir olgu haline gelmis (Ozgen ve ark., 2018) ve
en biiyiik sektérlerden biri olmustur. Ozellikle futbol endistrisi icerisinde spor kullipleri, hizmet {reten ve
rettikleri hizmeti pazarlayan hizmet kuruluslari gériniiminde (Cerez ve Ardahan, 2006) ve ekonomik bir 6rgiit
olarak (Aksar ve Merih, 2006) islev gormektedirler. Futbol bugiin bireylerin kitlesel olarak ilgi gésterdigi populer
bir olgudur (Yegen ve Karayol, 2020). Dolayisiyla ginimizde, futbolun sadece bir spor dali olmadigi, toplum
yasamini bircok agidan etkileyen sosyal bir olgudur (Reyhan, 2015). Spor kuliplerinin gelirlerini arttirma
¢abalari, spor organizasyonlarinin popularitesinin artmasi nedeni ile gerek medyanin gerekse spor
kuruluslarinin bu organizasyonlara olan ilgileri, diger hizmet sektorlerindeki isletmeler gibi spor sektériinde de
pazarlama odakli yapilanma baslatmistir (Ekmekgi, 2009). Kullpler, daha fazla rekabet edebilmek i¢in sahip
olduklari gelir kaynaklarini artirmak zorundadirlar. Bu sebeple futbol kullipleri, mevcut ve potansiyel taraftar ve
seyircilerin ilgisini ¢cekecek 6zelliklere sahip degerler yaratarak daha fazla seyirciye ulasmaya g¢alismahdirlar
(Gencer ve Aycan, 2008). Futbol izleyicileri izleme ve taraftarlik faaliyetleriyle futbol sirketlerinin ekonomik

varliginin garantisi olurlar (Erdogan, 2008).

Sporcu, entrendr, hakem ve yoneticilerin yani sira seyirci ve taraftarlar da bu sektor igerisinde bliyik bir neme
sahiptir. Taraftarlarin takimlarina olan bagimliliklar;; mag¢ Oncesi, esnasi ve sonrasinda farkli olaylarin
yasanmasina sebep olabilir. Diger taraftan, giinimizde endistriyel bir nitelige blrinen futbolda, sadece bilet
satisi ve mag glinu gelirleri gibi klasik gelirlerin yerini bunlara ilaveten medya yayin gelirleri, sponsorluk, ticari
artin ve reklam gelirleri gibi daha farkh nitelikte gelirler almaya baslamistir (Aksar, 2005). Sporun igerisindeki
profesyonellesme kavraminin yer almasiyla birlikte spor kurumunda para olgusunu 6n plana g¢ikarmistir.
Dolayisiyla futbol takimlari basari ya da basarisizlik durumlarinda ekonomik degerleriyle karsilastirilmaktadir
(Dever, 2010). Dolayisiyla ekonomik agidan bakildiginda, kullplerin seyircinin istegine dogru bir egilim

gerceklestirdikleri bu da dogrudan takimlarin itibari Gzerine pozitif bir etki yaratacagi sdylenebilir.

itibar, genel olarak kurumlarin nasil algilandigi gdsteren soyut bir kavram olup mevcut durumla bireylerin
dislince ve beklentileri arasinda bir bag kurmaktir. Olumlu itibar yaratmak takimlar icin dolayisiyla kuliipler

acisindan olduk¢a 6nemli gorilmektedir.

itibarin genel tanimindan yola cikarak, spor takim itibari kavrami, bir kullibiin sosyal sorumluluk diizeyleri,
yonetim ve takim becerileri, seyircilerle kurulan bag gibi degiskenlerle seyirciler lizerindeki olumlu ya da
olumsuz algiyi nitelendirebilmektedir. Takimlarin itibarinin en énemli belirleyicisi olarak goérilen seyircilerin
stadyumlarda ya da sosyal medya araciligiyla gliven ve memnuniyetlerini davranissal ya da sozel olarak
gostermeleri dogrudan takimlarin itibarini ortaya koydugu ve “taraftarhigin ve 6zdeslesmenin toparlayici,

birlestirici 6zellige sahip oldugu” da séylenebilir (Acet, 2005).
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Konuya iliskin literatlr incelendiginde, takim itibarinin taraftar 6zdeslesmesi tizerine etkisinin oldugu bir calisma
mevcut degildir. Dolayisiyla bu galismanin temel hipotezini “seyirci tabanli spor takimi itibarinin taraftar

o6zdeslemesine etkisi vardir” olusturmaktadir.
YONTEM

Bu arastirma iliskisel tarama modelinde gergeklestirilmistir. Genel tarama modeli tiirlerinden iligkisel tarama
modeli; iki veya daha fazla degisken arasinda bir arada bulunma ve/veya kovaryans derecesi belirlemeyi

amaglayan bir arastirma modelidir (Karasar, 2005).

Mevcut arastirma igin Siirt Universitesi Rektérligi Etik Kurulunun 17.07.2021 tarih ve 1005 sayil karari ile

gerekli onay alinmistir.
Calisma Grubu

Arastirmada galisma grubu olarak 648 taraftar belirlenmistir. Taraftarlar cinsiyete gére 198'i (%30,6) kadin, 450'si
(%69,4) erkek olarak; yasa gore 297'si (%45,8) 20 ve alti, 281'i (%43,4) 21-30, 70'i (%10,8) 30 Uzeri olarak; medeni
duruma gore 238'i (%36,7) evli, 410'u (%63,3) bekar olarak; egitim durumuna gore 66's1 (%10,2) lise ve alti, 551'i
(%85,0) Universite, 31'i (%4,8) lisanslstu olarak; daha 6nce spor yapma durumuna gore 567'si (%87,5) evet, 81'i
(%12,5) hayir olarak; tutulan takimin maglarina gitme durumuna goére 518'i (%79,9) evet, 130'u (%20,1) hayir

olarak dagiimaktadir.

Arastirma evrenindeki bireylerinin sayisinin bir milyon ve (izeri olmasi durumunda 0.95 givenilirlikle 384
orneklem buyukltgu yeterli gorilmektedir (Sekeran, 1992). Bu arastirmada 6rneklem biiyiiklugi belirlenirken ek
olarak analizlerde kullanilacak yapisal esitlik modeli de gz 6niinde bulundurulmus ve verilerin daha saglikli ve

glvenilir olmasini saglamak icin 6rneklem buyukligi mimkin oldugu kadar yiiksek tutulmaya calisiimistir.

Veri Toplama Araci

Veriler yliz ylize anket yontemiyle toplanmistir. Katiimcilara onam formu sunulmus ve gonilli katilim

saglanmistir.

Seyirci Tabanli Spor Takim itibari Olcegi: Wonseok ve ark. (2015) tarafindan gelistirilen Yavuz Eroglu ve Eroglu
(2020) tarafindan Tiirkgeye uyarlanan Seyirci Tabanli Spor Takim itibari Olgegi kullaniimistir. Olgek 19 madde ve
"takim performansi”, "takim gelenegi", "sosyal sorumluluk", "seyirci oryantasyonu", "yonetim kalitesi" ve
"finansal performans" olmak {izere 6 boyuttan olusmaktadir. Olcek boyutlarinin puanlari 1 ile 7 arasinda
degismektedir. Olcekten alinan yiiksek puanlar takim itibarinin arttigini gdéstermektedir. Seyirci tabanli spor

takimi itibari 6lgeginin genel glivenirlik katsayisi Crombach Alpha= 0,904 olarak bulunmustur. Alt boyutlara iligkin
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guvenirlik katsayilari Takim Performansi 0,847; Sosyal Sorumluluk Takim Gelenegi 0,892; Seyirci Oryantasyonu

0,833; Yonetim Kalitesi 0,801; Finansal Performans 0,893 olarak saptanmistir.

Taraftar Ozdeslesme Olgegi: Wann ve Branscombe (1993) tarafindan gelistirilen Giinay ve Tiryaki (2003)
tarafindan Tirkge’ye uyarlanan spor taraftari 6zdeslesme olgegi kullanilmigtir. Taraftar 6zdeslesme 6lgeginden
elde edilen puanlar 7 ile 56 arasinda degismektedir. Olcekten alinan puanin yiikselmesi takimla 6zdeslesmenin
yukseldigini gostermektedir. Taraftar 6zdeslesme 6lgeginin genel givenirlik katsayisi Cronbach's Alpha = 0.905

olarak bulunmustur.

Verilerin analizi

Normallik varsayimi ile verilerin ¢arpiklik ve basiklik degerlerinin +1.5 ile — 1.5 arasinda degistigi tespit
edilmistir. Arastirmada tanimlayici istatistiklerle birlikte korelasyon analizi kullanilmistir. Seyirci tabanli spor
takimi itibari ile taraftar kimligi arasindaki iliski yapisal esitlik modellemesi kullanilarak analiz edilmistir. x2/sd,

GFI, CFl, AGFI ve RMSEA ile yapisal esitlik modellemesi test edilmistir.

BULGULAR

Taraftarlarin “takim performansi” ortalamasi 4,724+1,431 (Min=1; Maks=7), “takim gelenegi” ortalamasi
6,280+1,136 (Min=1; Maks=7), “sosyal sorumluluk” ortalamasi 4,891+1,171 (Min=1; Maks=7), “seyirci
oryantasyonu” ortalamasi 4,889+1,106 (Min=1; Maks=7), “y6netim kalitesi” ortalamasi 5,374+1,334 (Min=1;
Maks=7), “finansal performans” ortalamasi 4,785+1,324 (Min=1; Maks=6.67), “taraftar 6zdeslesme” ortalamasi

39,545+13,095 (Min=7; Maks=56), olarak saptanmistir.

Taraftarlara tutulan takima olan fanatiklik diizeyini 1 ile 10 arasinda siniflandirmasi istemis, tutulan takima olan
fanatiklik ortalamasi 6,38343,056 (Min=1; Maks=10) olarak saptanmistir. Benzer olarak taraftarlara tutulan takim
hakkinda bilgi diizeyini 1 ile 10 arasinda siniflandirmasi istenmis tutulan takim hakkinda bilgi diizeyi ortalamasi

6,179+2,965 (Min=1; Maks=10) olarak bulunmustur.

Tablo 4. Seyirci Tabanli Spor Takimi itibari, Taraftar Ozdeslesmesi, Fanatiklik ve Takim Hakkinda Bilgi Diizeyi
Arasinda Korelasyon Analizi

Ortalama S.Sapma 1 2 3 4 5 6 7 8 9

1-Tutulan Takima Olan
Fanatiklik Duizeyi
2-Tutulan Takim Hakkinda

6,383 3,056 1,000

6,179 2,965 0,776** 1,000

Bilgi Duizeyi

3-Takim Performansi 4,724 1,431 0,359** 0,262** 1,000

4-Takim Gelenegi 6,280 1,136 0,362** 0,384** 0,371** 1,000

5-Sosyal Sorumluluk 4,891 1,171 0,386** 0,363** 0,434** 0,435** 1,000

6-Seyirci Oryantasyonu 4,889 1,106 0,401** 0,363** 0,395** 0,425** 0,469** 1,000

7-Yénetim Kalitesi 5,374 1,334 0,435*%* 0,384** 0,620** 0,455** 0,541** 0,543** 1,000
8-Finansal Performans 4,785 1,324 0,262** 0,186** 0,541** 0,324** 0,363** 0,264** 0,541** 1,000

9-Taraftar Ozdeslesme 39,545 13,095 0,801** 0,726** 0,403** 0,429** 0,443** 0,444** 0,491** 0,343** 1,000

*<0,05; **<0,01
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Tutulan takima olan fanatiklik dizeyi, tutulan takim hakkinda bilgi diizeyi, takim performansi, takim gelenegi,
sosyal sorumluluk, seyirci oryantasyonu, yonetim kalitesi, finansal performans, taraftar 6zdeslesme, arasinda

korelasyon analizleri incelendiginde aralarinda pozitif korelasyon oldugu saptanmistir(p<0,05).

Seyirci tabanh spor takimi itibari ile taraftar 6zdeslesmesi arasindaki iliski yapisal esitlik modeli ile analiz
edilmistir. Yapisal esitlik modeli (Structural EquationModeling) degiskenlerin birlikte ayni anda gozlenen ve gizil
degiskenlerle birlikte analiz edilmesini saglayan bir analiz yontemidir (Wan,2002). Teorik modelin kabul
edilebilirligi uyum iyiligi (goodness-of-fit) indeksleri ile belirlenmektedir. Sematik model ve regresyon katsayilari

asagida verilmektedir.
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Sekil 1. Seyirci Tabanli Spor Takimi itibari ile Taraftar Ozdeslesmesi Arasindaki iliskiye Yénelik Yapisal Model

Modele iliskin uyum iyiligi indeks degerleri asagida verilmektedir.

Tablo 5. Seyirci Tabanli Spor Takimi itibari ile Taraftar Ozdeslesmesi Arasindaki iliskiye Yénelik Yapisal Modele
Gore Uyum lyiligi indeks Degerleri

Index Normal Deger Kabul Edilebilir Deger Model
x2/sd <2 <5 2.58 (714.3/277)
GFI >0.95 >0.90 0.92

AGFI >0.95 >0.90 0.90

CFI >0.95 >0.90 0.95
RMSEA <0.05 <0.08 0.05
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Seyirci tabanli spor takimi itibari ile taraftar 6zdeslesmesi arasindaki iliskiye yonelik yapisal modele iliskin uyum
iyiligi degerlerinin kabul edilebilir oldugu gorilmektedir. Modele iliskin anlamlilk diizeyi, katsayilar ve hipotezler

asagida verilmektedir.

Tablo 6. Seyirci Tabanli Spor Takimi itibari ile Taraftar Ozdeslesmesi Arasindaki iligkiye Yénelik Yapisal Modele

iliskin Regresyon Degerleri

Hypotheses B (B) S.Hata t p Sonug
Taraftar Ozdeslesme <---  Takim Performansi 0,115 0,091 0,092 1,252 0,211 Rejected
Taraftar Ozdeslesme <-—--  Takim Gelenegi 0,259 0,162 0,078 3,316 p<0,001  Accepted
Taraftar Ozdeslesme <---  Sosyal Sorumluluk 0,192 0,110 0,087 2,201 0,028 Accepted
Taraftar Ozdeslesme <---  Seyirci Oryantasyonu 0,471 0,286 0,155 3,042 0,002 Accepted
Taraftar Ozdeslesme <---  Y&netim Kalitesi 0,142 0,096 0,145 0,984 0,325 Rejected
Taraftar Ozdeslesme <---  Finansal Performans 0,047 0,028 0,133 0,357 0,721 Rejected
R2=0,403

Takim geleneginin taraftar 6zdeslesmesini arttirdigi belirlenmistir (B=0,162). Takim geleneginde bir standart
birimlik artis taraftar 6zdeslesmesini 0,162 standart birimlik artisa neden olmaktadir. Sosyal sorumlulugun
taraftar 6zdeslesmesini arttirdigi belirlenmistir (3=0,110). Sosyal sorumlulukta bir standart birimlik artis taraftar
0zdeslesmesini 0,110 standart birimlik artisa neden olmaktadir. Seyirci oryantasyonunun taraftar 6zdeslesmesini
arttirdigi belirlenmistir (=0,110). Seyirci oryantasyonunda bir standart birimlik artis taraftar 6zdeslesmesini
0,110 standart birimlik artisa neden olmaktadir. Takim performansinin taraftar 6zdeslesmesini etkilemedigi
saptanmistir(p>0,05). Yonetim kalitesinin taraftar 6zdeslesmesini etkilemedigi saptanmistir (p>0,05). Finansal
performansin taraftar 6zdeslesmesini etkilemedigi saptanmistir(p>0,05). Taraftar 6zdeslesmesindeki toplam

degisim %40.3 oraninda seyirci tabanli spor takimi itibari boyutlari tarafindan aciklanmaktadir (R2=0,403).

TARTISMA ve SONUC

Bu calismada seyirci tabanli spor takimi itibarinin taraftar 6zdeslesmesine etkisi incelenmis ve ele aldigimiz seyirci
tabanli spor takimi itibari alt boyutlarindan takim gelenegi, sosyal sorumluluk, seyirci oryantasyonunun taraftar
O6zdeslesmesini arttirdig1 gorilmustir. Diger taraftan seyirci tabanli spor takimi itibari alt boyutlarindan takim
performansi, yonetim kalitesi ve finansal performans taraftar 6zdeslesmesini etkilemedigi gorilmistir. Literatir
taranmis ve demografik Ozelliklere gore taraftar 6zdeslesmesini inceleyen birgok ¢alisma gortlmustir. Ancak

seyirci tabanli spor takimi itibari ile ilgili herhangi bir calisma mevcut degildir.

Seyirci tabanli spor takimi itibari alt boyutlarinin taraftar 6zdeslemesi (izerine etkisinin incelendigi bu ¢alismada
takim geleneginin taraftar 6zdeslesmesini arttirdigl gérilmustir. Takim igerisindeki ortak amaglarin, kurallarin
ve degerlerin isbirligi icerisinde gerceklestirilmesi takim gelenegini olusturur. insanlar tuttuklari takimlar ugruna
O0lmeyi gbze almalari, anlamsiz bir davranis degildir. Takimlariyla 6zdeslesen bu kisilerin, takimlarina karsi bir
sevgi baglari vardir. “Birimiz hepimiz, hepimiz birimiz i¢in” felsefesi icerisinde takimlari ve taraftarlariyla

Ozdeslesiyor ve butinlesiyorlar. Taraftari olduklari takimlarinin aski icin 6lurtz diyorlar (Acet, 2005). Bu
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¢alismadaki 6rneklem grubumuzun fanatiklik diizeyi yiiksek bulunmustur. Dolayisiyla fanatiklik dizeyi ylksek

olan seyircilerin kullibe aidiyetleri yliksek olacak ve 6zdeslesmeyi arttiracaktir.

Sosyal sorumlulukluluk alt boyutunun 6zdeslesmeyi arttirdig yonindeki bulgumuz; 6zellikle futbolun kitleleri
pesinden sirikleyebilme 6zelligi olmasi sebebiyle kullplerin yaptiklari sosyal sorumluluk projeleri bireyleri
birlestirici glic olarak 6zdeslesmesini arttirmada etkili olacagi seklinde agiklanabilir. Avrupa futbolunun en 6nemli
liglerinde yer alan Fransa, italya, Almanya, ingiltere ve ispanya’da kurumsal sosyal sorumluluk kavrami son
derece 6nemlidir ve spor yoneticilerinin liderliginde taraftar destegini de alarak bu faaliyetler gerceklesmektedir.
ABD’nin farkli spor brans ve kullplerinin, sosyal sorumluluk faaliyetlerinde son derece etkili olduklari
gorilmektedir. Ulkemizde ise spor kuliiplerinin sosyal sorumluluk faaliyetleri ile birlikte ¢cevre konularina da
yoneldigi ya da sosyal faaliyetlerde yer alan yardim kuruluslari ile birlikte hareket ettikleri sdylenebilir (Ansin ve

Sentirk; 2020).

Baska bir bulgumuz ise seyirci oryantasyonunun taraftar 6zdeslesmesini arttirdigidir. Seyircilerin gerek
triblnlerde gerek medya vasitasiyla bir araya gelerek takimlarini desteklemeleri oryantasyon gostergesi olup
Ozdeslesmeyi arttirmaktadir. Diger taraftan bazi antrenmanlarin taraftarlara acgik yapilmasi ve taraftar
derneklerinin olmasi da yine oryantasyon yoluyla 6zdeslesme sagladigi kanaatindeyiz. Literatlirde stadyumlara
gitmenin ve taraftarlar birligine Gye olmanin taraftar 6zdeslesmesini arttirdigi yoniinde bulgular mevcuttur
(Polat ve ark., 2019; Ekinci, 2018; Demirel, 2007). Baska bir ifadeyle bireyler, bir sosyal ortama katildiktan sonra
grup, genellikle kimliklerini bir kenara birakir ve o grubun 6zelliklerine uyum saglar (Glimusay, 2021) yonindeki

bir literatlr bilgisi de bulgumuzu destekler niteliktedir.

Seyirci tabanl spor takimi itibari alt boyutlarindan takim performansi, yonetim kalitesi ve finansal performansin
taraftar 6zdeslesmesini etkilemedigi yonindeki bulgularimiz literatiirle desteklenmektedir. Takimla 6zdeslesme
strekli bir durumdur ve sezonlar arasinda farklihk géstermemektedir (Enginkaya, 2014). Dolayisiyla takima
aidiyet hisseden, takimla 6zdeslesmis taraftarlarin takim performansinin ya da yonetim kalitesinin koti olmasi
O6zdeslesmelerini dislirmeyecektir. Jung (2012) yiksek diuzeyde takimla 6zdeslesmis taraftarlarin genellikle
takimlarini kendilerinin bir yansimasi olarak goérdukleri igin duygusal, bilissel ve davranissal tepkilerinin disiik
O6zdeslesme diizeyine sahip olan taraftarlara gére daha farkli oldugunu ifade etmektedir. Takimlariyla yiksek
O6zdeslesmeye sahip olan taraftarlarin takim yoneticilerinin hatta sporcularin dahi degisebileceginin bilincinde

olup, takimlari kaybettiginde desteklemekten vazgegmemeleri yine bulgularimizi desteklemektedir.

ONERILER

Bu arastirmanin érneklem grubu bir ilde olusturulmustur. Dolayisiyla farkli illerdeki bliyik takim taraftarlariyla
¢alismalar yapilip takim itibarinin ortaya konulmasi énerilebilir. Ayni zamanda farkh érneklem gruplariyla takim
itibarinin 6zdeslesme Uzerinde etkisine bakilmasiyla kullipler itibarini yikseltmek igin farkhh uygulamalar

gelistirebilir.
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Etik Metni

Bu makalede dergi yazim kurallarina, yayin ilkelerine, arastirma ve yayin etigi kurallarina, dergi etik kurallarina

uyulmustur. Makale ile ilgili dogabilecek her tiirli ihlallerde sorumluluk yazar(lar)a aittir.

Yazar(lar) in Katki Orani Beyani: 1. yazarin makaleye katki orani %50’dir. 2. yazarin makaleye katki orani %25,

3. yazarin makaleye katki orani %25'tir.
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