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Annotated Bibliography: Football Rivalries
Name
Institution
1. Kraszewski, J. (2008). Pittsburgh in Fort Worth: Football bars, sports television, sports fandom, and the management of home. Journal of Sport and Social Issues, 32(2), 139-157.
This journal highlights on an investigation on how sports fandom integrates into the nexus of displacement, late capitalism, and identity within the U.S. The article augments late capitalism and sports fandom by examining how expatriate fans look to sports teams from their former places of dwelling as a way to comprehend “home.” The study employs an ethnographic research methodology in which Pittsburgh Steelers fan club in Fort Worth, Texas, is used as a case study. The article is significant because it demonstrates how sports fandom grants displaced individuals the ability to reconnect and cope with the conflicting pressures of home.
2. Berendt, J., & Uhrich, S. (2016). Enemies with benefits: The dual role of rivalry in shaping sports fans’ identity. European Sport Management Quarterly, 16(5), 613-634.
The journal examines how rivalry in team sports is typically hypothesized as a threat to the fan's identity; it demonstrates this by integrating both negative and positive effects of rivalry.  The study utilized structural equation modelling approach to analyze the collected data via an on-site survey of Bundesliga football teams. The article is significant because it not only contributes to rivalry in sports by providing a more balanced view but also, it shows us that rivalry can be reciprocal and attributable to both positive and negative consequences. 
3. Ambrose, S. C., & Schnitzlein, N. (2017). What makes for the best rivalries in individual sports and how can marketers capitalize on them?. Sport Marketing Quarterly, 26(4), 223-234.
The journal analyzes various elements of team rivalry defined by Tyler and Cobbs (2015) and similarly applies the same methodology for individual sports. It examines how elements such as defining moments, parity, and frequency of competition, the contrast between competitors, and star power of individual players are key to enhancing rivalries. The study involved theoretical and exploratory factor methodological approaches to draw its inferences. The journal is significant because by identifying various elements of an individual-sport rivalry, vendors can project and implement approaches that more efficiently take advantage of the rivalry.
4. Tyler, B. D., Morehead, C. A., Cobbs, J., & DeSchriver, T. D. (2017). What is rivalry? Old and new approaches to specifying rivalry in demand estimations of spectator sports. Sport Marketing Quarterly, 26(4).
The article complies past specifications for rivalry by testing several rivalry variables, including in attendance demand models, and a 100-point allocation measure that conforms to rivalry’s core properties, for both National Hockey League and the Major League Soccer. The study employed the use of multiple demand models with the aim of measuring and comparing the effect of several proxies such as geographic proximity, league structure, and rivalry points in both MLS and NHL. The article is significant because we get to understand not only the complexity of rivalry but also the knowledge of rivalry dyads and their intensity could be important for team sponsors. 
5. Kruger, D. J., Falbo, M., Blanchard, S., Cole, E., Gazoul, C., Nader, N., & Murphy, S. (2018). University sports rivalries provide insights on coalitional psychology. Human nature, 29(3), 337-352.
This article examines whether coalitional psychology impacts dynamics related to university sports team rivalries and on whether the context/ territorial boundaries matters for expressions of the alliance. The study employed an exploratory research methodology, whereby the research team visited public spaces wearing different sport team jerseys prior to 2016-2017 collegiate basketball and football games. The study is significant because it depicts how reactions and responses vary in competing teams in regards to territory’ rival territory, home territory, intermediate, periphery and contested territory. 
6. Bee, C., & Dalakas, V. (2015). Rivalries and sponsor affiliation: Examining the effects of social identity and argument strength on responses to sponsorship-related advertising messages. Journal of Marketing Communications, 21(6), 408-424.
The journal explores how social identities and message features impact the processing of sponsorship associations and persuasive messages in rivalries. The study employs an experimental approach to draw inferences on why sponsor affiliation with a rival team compels a negative reaction by highly recognized fans, even when message characteristics include robust, encouraging arguments. The journal is significant because in somewhat it confirms that strong social identities impact information utilization in ways that are positive for in-group affiliations and negative for out-group affiliations with teams.
7. Benkwitz, A., & Molnar, G. (2012). Interpreting and exploring football fan rivalries: An overview. Soccer & Society, 13(4), 479-494.
The journal examines the rivalry-related aspect of football fandom. Consequently, the journal demonstrates that rivalries are not only unique and complex but also, they are underpinned within social, historical and/or cultural factors. The study employs in-depth ethnographic research methodologies to elicit rich, qualitative data to unravel pieces of evidence to explain football rivalries within the larger genre of fandom. The journal is significant because it details both methodological and theoretical deliberations which would aid our understanding of the exclusive and intricate aspects behind football fan rivalries. 
8. Burgers, C., Beukeboom, C. J., Kelder, M., & Peeters, M. M. (2015). How sports fans forge intergroup competition through language: The case of verbal irony. Human Communication Research, 41(3), 435-457.
The objective of the article is to showcase how rival groups in football can purposefully use language to enhance and strengthen group identity whilst fostering intergroup competition.  The inferences of this study were drawn after conducting two communication mechanisms experiments. In the first experiment; linguistic aggression toward out‐group members was used. The findings identified that Dutch soccer fans found irony more appropriate to comment on out‐group (vs. in‐group) members, regardless of behavioral valence. In the second experiment; communicating group expectancies was used. The article significantly demonstrates that fans use of ironic comments about competent (vs. incompetent) behavior was seen more as out‐group and less as in‐group members. 
9. Dmowski, S. (2013). Geographical typology of European football rivalries. Soccer & Society, 14(3), 331-343.
The predominant objective of this article is to highlight the classification of various football rivalries by focusing on both present and historical conflicts between different ethnic groups. The article achieves this objective by analyzing football rivalries on the grounds of ethnic aspects such as ethnic identity, nationality, language, territory, religion or origin. The article employs ethnographic research methodologies to draw rich, qualitative data, thus providing empirically grounded interpretations of ethnic aspects and perceptions in locating football rivalries. The study is significant because it serves as a spatial illustration of European football rivalries but also serves as a for further discussion and research of football rivalries emanating from ethnic and religious conflicts. 
10. Quintanar, S. M., Deck, C., Reyes, J. A., & Sarangi, S. (2015). You are close to your rival and everybody hates a winner: A study of rivalry in college football. Economic Inquiry, 53(4), 1908-1918.
 This article investigates on the intensity of rivalry of college (American) football fans. Based on this survey, it was identified that the most intense rivalries occur between in‐state teams. This study employed a sequential exploratory mixed method design, by engaging fans with open-ended questions. It was identified that fans target rivalry feelings toward the longest winning streak teams and, in Bowl Championship Series conferences, rivalry stems from emotional ties attributed to or against longest teams in the conference members. The article is significant because it not only provides in-depth insights into inter-state rivalry but also fosters an understanding of why college football is a multi‐billion dollar industry.
11. Smith, R. A., & Schwarz, N. (2003). Language, social comparison, and college football: Is your school less similar to the rival school than the rival school is to your school?. Communication Monographs, 70(4), 351-360.
The article presents an investigation on how elusive linguistic changes may stir may affect in-group and out-group (rival or non-rival) representations as well as students' identification with their particular school or home. Data for this study were collected on two occasions; during a nongame week and shortly before a rival football game. The Tversky's (1977) model of similarity judgment was employed to analyze the linguistic changes, manipulations in the direction of comparison; home school to rival school vs. rival school to home school. The article is significant for this study because it showcases the implications of students' perceptions by portraying exclusive linguistic features of home or school students in sports rivalries.
