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Abstract: This paper examines the culture of sports fans, focussing on fans' habits, 
their influence on sport, the psychology and methods of cheering, fan types and 
their motivations. The main objectives of the paper are to show what drives fans, 
their loyalty and other factors that influence their engagement, especially with 
football clubs. The study compares fan groups across Europe and highlights the main 
differences. It also analyses the motivations of Croatian fans, including regular 
attendance and club loyalty. In order to collect data on fans' habits and attitudes, a 
quantitative survey was conducted, looking at sports preferences, frequency of 
attendance, spending, involvement in deviant behaviour and the importance of club 
success. The results show that most Croatian fans follow football, have supported 
their club for over 15 years and usually go to matches several times a year. The 
strongest motivations are love, a sense of belonging and the integration of the club 
as part of the fan's identity. Creative songs and banners as well as charity work are 
important features of this identity. Strengthening relationships between fans and 
clubs and expanding the regional focus form a strategic basis for sports clubs to 
increase the number of fans. 
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Introduction 

Sport is now a globally popular activity for all groups, influencing public opinion, 
consumer behaviour, lifestyle and health through modern technologies and media, 
leading to an increase in family spending on sport-related activities (Ratković, Kavran 
and Zolak, 2022). Sports are enjoyed both individually and in groups, while profe-
ssional sports and competitions are often consumed in large groups, commonly 
referred to as fan groups (Funk, Alexandris & McDonald, 2022). The behaviour of fan 
groups varies greatly and differs significantly from country to country. The 
experiences and meaning of football and football matches differ not only between 
fan groups and ordinary fans, but also between Eastern and Western Europe. Accor-
ding to Dr Andrew Hodges, a social anthropologist from Manchester, fan groups can 
be divided into subcultures (where the focus is on uniqueness) and political mo-
vements (where the focus is on politics).  

In order to understand these differences, this article analyses the attendance figures 
for handball, basketball and football matches and examines the question of how 
sports fans are described and what drives them to become fans. To better under-
stand Croatian sports fans behaviours research has been conducted, focusing on 
football fans. 

 

Sport fans – who are they and what motivates them? 

Turković (2016: 13) defines fans as "people who gather in groups and cheer on their 
team at matches, with or without aids, to support the team in achieving positive 
results. It is a heterogeneous group that is part of the sports audience and forms an 
unstructured and unorganised social group.”  

Regarding motivation, Funk, Alexandris, and McDonald (2022) describe two types: 
intrinsic (participating for learning, achievement, fun, or new experiences) and 
extrinsic (participating for results, rewards, or from guilt/anxiety). Shilbury et al. 
(2009), on the other hand, identify five fan motives that motivate fans to attend 
sporting events: socialisation, performance, excitement, respect and entertainment. 
The authors emphasise that fans differ from normal spectators due to their deep 
psychological need for connection and a sense of belonging. 

Fans can also be categorised according to their level of involvement: occasional, 
moderate or fanatical (Bang and O'Connor, 2022). Fanatics are the most emotionally 
involved as they empathise strongly with their team's victories and defeats, as Bang 
and O’Connor (2022) explained, and are seen as important supporters by the teams. 
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Whitbourne (2011) describes two patterns of sports fans’ reactions to their team’s 
performance. The first is “BIRGing” from Basking in Reflected Glory. When the team 
wins, fans feel great. Author further explains that different research shows that fans 
feel even better the next day. They say “we” won, identifying strongly with the club, 
and are more likely to wear team merchandise after a victory. The second pattern is 
“CORFing” from Cut Off Reflected Failure. When the team loses, fans distance 
themselves from the loss, saying “they” lost, not “we.” CORFers avoid wearing team 
items after a defeat. This difference reveals true fans versus fair-weather fans, 
whose team identification rises and falls with results. True fans continue to show 
support, wearing team gear regardless of performance (Whiteborn, 2011). Additi-
onally, sports fans are often superstitious, believing their actions—like wearing 
certain clothing or following rituals—can influence the outcome of games (White-
born, 2011). 

According to a recent study by the European Club Association (2020) on football fan 
behavior, there are six fan types: Football Fanatics, Club Loyalists, Icon Imitators, 
FOMO (Fear of missing out) Followers, Main Eventers, and Tag Alongs. Study 
explains Football fanatics (11%) are primarily motivated by love for the game—they 
follow all of football with strong emotions, frequently attend matches for a sense of 
community, and believe clubs should help make the world better. Club loyalists 
(14%) are long-time fans deeply connected to their club, following high-level football 
for quality and community. Icon imitators (11%) are young fans who mainly support 
specific star players and enjoy big matches. FOMO followers (27%) watch football to 
stay part of conversations, preferring major teams but with less emotional invol-
vement. Main eventers (19%) care more about the occasion than results, often older 
people or women who get involved around major tournaments. The last group, Tag 
alongs (19%), have low emotional ties and are mainly influenced by friends, family, 
or the national team. 

In short, sports fans represent a diverse group whose motivations, commitment and 
emotional attachments vary widely — from deeply loyal fanatics to casual fans 
characterised by their personal identity, social relationships and reactions to their 
team’s successes and failures. 

 

The role of fan loyality and attendance in sports club success 

As already explained, the difference between fanatical fans and casual spectators is 
that fanatical fans almost always follow their team and attend matches much more 
frequently due to their strong loyalty. They support their team even when they per-
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form poorly, and frequent defeats do not affect them. For this reason, sports clubs 
value their fans and strive to 'reward' them by winning, while strengthening rela-
tionships with fan groups through marketing activities (Rotko, 2023). Rotko (2023) 
also explains that fans who are committed to a club’s brand support it in the long 
term and are more likely to buy products and attend events, significantly extending 
the longevity of a sports organisation. This also means that engaged fans attract 
more followers by sharing their experiences in their social community, which is very 
effective in increasing attendance at games (Rotko, 2023). 

The LA Times (MacGregor, 2004) discusses the impact of fans on athletes, empha-
sising that the presence of a crowd can trigger a release of adrenaline in players, 
which can either enhance performance by returning to dominant responses, or 
hinder it due to increased anxiety and nervousness (ScoreVision, 2022). 

Considering the influence that fans have on sport, it can be concluded that fans are a 
priority in the marketing strategies of sports clubs. Increasing revenue is the most 
common overall objective of fan engagement (Rotko, 2023), with a focus on ticket 
sales, sponsorship and merchandise. 

Successful clubs with a strong winning tradition attract large attendances. According 
to Statista data, in the 2023 Premier League season, the highest average attendance 
was 73,504 spectators per match, with Manchester United ranking first. At the 
bottom, Luton Town had an average attendance of 10,830, largely influenced by 
infrastructure limitations, specifically the number of seats at their stadium. Consi-
dering all 20 Premier League clubs, the overall average attendance was 38,334 spec-
tators per match (https://www.statista.com/statistics/268576/clubs-of-the-english-
premier-league-by-average-attendance/). 

La Liga recorded lower attendances, led by Barcelona (with 56,304 spectators). At 
the bottom of the table was Mallorca with an average of 20,295 spectators, giving a 
league average of 29,429 (https://www.statista.com/statistics/382833/clubs-of-la-
liga-by-average-attendance/). In Italy, Inter recorded the highest average attendance 
in the 2021/22 season with 33,183 fans, while in the Bundesliga, Borussia Dortmund 
led the way with an average of 81,228 spectators per match, making it the most-
attended football club in Europe (https://www.statista.com/statistics/282985/clubs-
of-german-football-bundesliga-by-average-attendance/). 

Enthusiastic and loyal fans not only drive strong attendance and sustained support 
through emotional and social bonds but also significantly influence sports teams’ 
performance and club marketing strategies, making them indispensable to the long-
term success and growth of sports organizations. 
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Fan culture across Europe 

Fan cultures in Europe vary widely, reflecting diverse histories and social contexts. 
English football fans boast a rich heritage with deeply ingrained traditions and high 
match attendances, despite rising violence and hooliganism challenges (Michie & 
Oughton, 2005; Dóczi & Tóth, 2009), including notable increases in arrests and 
pyrotechnic offenses in recent years leading to a mandatory one-year stadium ban 
for offenders introduces in 2022 (https://www.skysports.com/football/news/11095/ 
12703086/significant-rise-in-crime-at-football-matches-arrests-due-to-fan-disorder-
in-england-and-wales-up-by-59-per-cent). Football in England has had a profound 
impact on society and people's lives. In no other country are there so many fans who 
are devoted to their teams or whose lives revolve around their team’s schedule 
(Dóczi & Tóth, 2009). 

Spanish fans have unique customs, such as pre-match gatherings in cafes and 
distinctive merchandise practices, with political affiliations often intertwined with 
club support (https://fromboothferrytogermany.com/2019/05/24/football-culture-
spain/). With FC Barcelona and Real Madrid becoming iconic rivals, and their “El 
Clásico” rivalry turning into a major cultural event (https://www.hashtagspain. 
com/soccer-in-spains-culture-2972/). 

When people talk about Italian fans, they usually refer to Ultras. Known for 
choreographed performances, loud chants, banners and club colours, the Ultras also 
created "tifos", visual representations that expressed team spirit. While Ultras enrich 
fan culture with their loyalty and great choreography, there are still problems such 
as racism and violence (https://seriea.co.uk/the-history-of-ultras-in-italy/). 

Central and Eastern European fan culture shifted after the fall of communism, mo-
ving from a politicised, state-influenced fandom to more autonomous forms of 
expression (https://idrottsforum.org/call-for-papers-central-and-eastern-europe-
football-fans-identities-what-happened-over-30-years-webinar-may-14-2021-call-
ends-march-15-2021/), although political and violent themes still persist, particularly 
in Poland and Hungary (Benedikter and Wojtaszyn, 2017; Mortimer, 2021). Izzo et al. 
(2014) note that football clubs in Hungary, Poland, Romania and Moldova began to 
seek sponsorship to generate revenue, but spectator numbers remained low and in-
frastructure was underdeveloped compared to Western Europe. Despite these 
challenges, the popularity and progress of football in Eastern Europe is evident. 

Balkan supporters, especially in Serbia, Bulgaria, and Greece, are known for their passi-
onate yet sometimes violent fandom (https://balkaninsight.com/2024/01/24/ brothers-
in-arms-the-balkan-hooligan-bonds-fuelling-violence/#), with organized groups engaging 
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in intense rivalries that occasionally disrupt leagues (https://www.theguardian. 
com/football/2015/feb/25/greece-football-suspended-crowd-violence-syriza).  

Serbia’s major fan groups include Grobari (Partizan) and Delije (Crvena Zvezda, 
Belgrade). Delije, officially founded in 1989 from a merger of fan groups, are 
considered among Europe’s most powerful fan association (https://www.telegraf. 
rs/sport/navijaci/3022014-slala-su-se-pisma-o-ujedinjenju-svim-bitnijim-navijacima-
zvezde-ili-je-to-uradio-arkan-dve-verzije-o-ujedinjenju-delija-pre-30-godina-video). 

Due to geographical and historical ties, Croatian and Serbian fan groups are often 
compared with each other. Political and social influences were often the trigger for 
their confrontations. However, violent clashes between these groups have decre-
ased in recent times (https://www.dnevno.hr/sport/nogomet/mafija-ulazi-medu-
navijace-ali-ne-i-u-hrvatskoj-tucnjava-sa-srbima-i-danas-se-pamti-nisu-bili-spremni-
na-uzas-2195691/#google_vignette). 

 

Fan groups in Croatia 

Talking about football in Croatia, Pesarović and Mustapić (2013) explain that Croatia 
has successfully gained a foothold in the football world mainly due to the results of 
its national team, but that the reality of the Croatian national league is far from the 
standards of the rich European leagues.  

Table 1 shows the average number of spectators in the Croatian Football League 
over the last 10 seasons. With the exception of the 2020/21 season, when atten-
dances were very low due to the COVID-19 pandemic, the Croatian Football League 
has seen a gradual increase in interest and attendance. 

Table 1. Average attendance in the Croatian football league 

Season Average attendance Club with highest average attendance 
2014./15. 5,371 HNK Hajduk Split- 21,232 
2015./16. 2,451 HNK Hajduk Split- 9,246 
2016./17. 2,780 HNK Hajduk Split- 9,377 
2017./18. 2,948 HNK Hajduk Split- 11,999 
2018./19. 2,732 HNK Hajduk Split- 11,978 
2019./20. 3,152 HNK Hajduk Split- 11,837 
2020./21. 1,472 HNK Hajduk Split- 3,929 
2021./22. 2,841 HNK Hajduk Split- 12,668 
2022./23. 4,084 HNK Hajduk Split- 15,345 
2023./24. 5,371 HNK Hajduk Split- 21,232 

Source: Authors compilation based on the data from Transfermarkt.com 
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While Hajduk from Split is consistently at the top in terms of spectator numbers, 
other clubs have lower attendances. Dinamo Zagreb, for example, had an average 
attendance of 3,926 in the 2021/22 season, which rose to 9,013 in the 2023/24 
season due to close results and a very effective marketing campaign, especially in 
the spring. The Croatian club Rijeka also attracted an average of 3,799 spectators at 
home and away matches in the 2021-22 season, which increased to 6,406 by the 
2023-24 season. The last of the four major Croatian clubs, Osijek, built a new sta-
dium and recorded an average attendance of 7,418 in the 2023/24 season, com-
pared to just 2,764 in the 2021/22 season (https://www.transfermarkt.com/1-hnl/ 
besucherzahlen/wettbewerb/KR1). 

This data shows a positive growth trend for the Croatian football league, with most 
of the growth concentrated on these four clubs, while the rest of the league is 
increasingly lagging behind. 

Junaci (2024) discusses the return of fans to stadiums, highlighting that Dinamo has 
once again filled the seats, with increasing demand for tickets, especially for the 
home games. However, to fully understand Dinamo and its supporters, it is impor-
tant to recognize the Bad Blue Boys (BBB)—the club’s iconic fan group.  

The BBB are known for their passionate support, loud chants, and strong presence 
both at home and away matches. The group is synonymous with Dinamo’s identity in 
Zagreb, contributing to the club’s vibrant supporter culture and making a direct im-
pact on the matchday atmosphere (https://www.vecernji.hr/sport/povratak-navi-
jaca-na-stadione-dinamovci-su-u-jednom-segmentu-najbolji-u-hrvatskoj-1767694). 

Dinamo has always had a large fan base, but the first organised group emerged in 
1986 when some of the club’s most loyal supporters founded the Bad Blue Boys 
(BBB), which was modelled on foreign fan groups. The fans organised trips around 
what was then Yugoslavia, visiting cities such as Ljubljana, Niš and Belgrade with 
symbols of Dinamo, Zagreb and Croatia. There were often fights at these meetings, 
but the fan base grew (https://www.badblueboys.hr/povijest/). 

In 1991, the club was renamed HAŠK Građanski, later Croatia Zagreb. Many fans 
rejected this and demanded the return of the Dinamo name. In the 1990s, there 
were riots, incidents and conflicts with the police, but when the Dinamo name re-
turned on Valentine’s Day 2000, fan support grew back. The BBB attracted attention 
across Europe for their passionate support at both home and away games, but were 
also involved in hooliganism, earning a reputation as one of the most dangerous fan 
groups in Europe (https://iks-portal.info/dogadanja/otrgnuto-od-zaborava/item/ 
25597-17-03-1986-godibbne-osnovana-navijacka-skupina-zagrebackog- dinama-bad-
blue-boysi.html). 
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Although the BBB is one of the most influential fan groups in Europe with many 
positive stories — especially in terms of charity and community support, its main 
shortcoming is frequent violence. (https://www.tportal.hr/sport/clanak/duga-
povijest-ludila-bezobzirnih-bbb-a-20100504). The most recent incident occurred in 
2023, when BBB fans and fans of Panathinaikos Athens clashed with fans of AEK 
Athens, resulting in the death of Greek fan. Over 100 Dinamo fans were arrested. 
UEFA penalised Dinamo for the incident and the club has not had any fan support at 
European away matches since then (https://sportske.jutarnji.hr/sn/nogomet/ 
hnl/klubovi/dinamo/novi-sok-nakon-poraza-u-ateni-uefa-kaznila-dinamo-15366526). 

Torcida was founded in 1950 and is the oldest Croatian fan group known for its 
fervent support of Hajduk Split during the political oppression of the Yugoslav pe-
riod, which led to the banning of the Torcida name. (https://www.torcida.hr/ 
povijesna-cinjenica/nakon-utakmice-protiv-partizana/). Despite the ban, the fans 
continued to support their club. In the 1960s, incidents became more frequent. In 
the 1970s, Torcida adopted southern-style cheering with many flags and banners 
and northern-style scarf-wearing and violence (https://www.torcida.hr/povijesna-
cinjenica/nastavak-djelovanja-u-ilegali/).  

Torcida name was re-instaled in 1981, gathering fan at the new Poljud stadium in 
Split. The 1980s saw political graffiti reflecting ethnic tensions and growing national 
consciousness, alongside rising hooliganism and drug problems (https://www. 
torcida.hr/povijesna-cinjenica/osamdesete/). In the 1990s the group faced crises of 
drugs and leadership issues (https://www.torcida.hr/povijesna-cinjenica/velika-
kriza-torcide/). In the early 2000s, a younger generation took over, but violence 
continued. However, in 2004. Torcida took over managing the club Hajduk (https:// 
www.torcida.hr/povijesna-cinjenica/torcida-ponovno-postaje-navijacka-skupina/).  

Croatian football is deeply characterised by its passionate fan culture, exemplified by 
iconic fan groups the Bad Blue Boys of Dinamo Zagreb and the Torcida of Hajduk 
Split. Their history reflects both deep loyalty and challenges such as violence, but 
despite the ongoing complexity, they continue to play a central role in maintaining 
and revitalising the sport. 

 
Research into the habits and characteristics of fans in the Croatia 

In order to gain a better understanding of football fans in Croatia, a research study 
was conducted to define their key characteristics and uncover the motivations be-
hind their support for clubs and attendance at sporting events. The research 
focussed on two main relationships: the relationship between fans’ financial reso-

https://www.tportal.hr/sport/clanak/duga-povijest-ludila-bezobzirnih-bbb-a-20100504
https://www.tportal.hr/sport/clanak/duga-povijest-ludila-bezobzirnih-bbb-a-20100504
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urces and their ability to attend sporting events, and the relationship between a 
club's success and fans' motivation to attend stadiums, arenas and other sporting 
venues. The aim of the study was to investigate the reasons why fans follow certain 
clubs, to investigate the prevalence of deviant behaviour among fans at sporting 
events and to identify the club characteristics that are most attractive to Croatian 
fans and which they follow.  

A survey-based research was conducted to achieve the above objectives. To collect 
the data, a questionnaire with 13 closed questions was distributed online, with the 
invitation to participate in the survey placed in the Dinamo fans Facebook group and 
other fan-based social networking groups on Instagram. This sampling strategy 
helped to target a specific part of the population, resulting in convenient with con-
venient sample but relevant sample for the topic and scope of the research. The 
data was collected in late 2023 and early 2024, with a total of 364 participants. 

The characteristics of the sample show that significantly more male respondents 
took part, with men outnumbering women by 46.8 %. The largest age group was 
participants aged 21–30, who made up 30.2 % of the total sample. Respondents 
aged 31–40 made up 20.9%, followed by 41–50 year olds at 19.2%. Participants 
under the age of 20 made up 14.6 %, while 15.1 % were over the age of 50. In terms 
of educational level, the majority of respondents (55.8 %) had completed secondary 
school. This was followed by respondents who had completed a Master’s degree 
(14.6 %) and students (12.9 %). In addition, 9.1 % of the participants had a bachelor’s 
degree, 3.3 % had completed a postgraduate degree and 4.4 % (16 people) had only 
completed primary school. 

The research participants are primarily interested in football. 93.4% or 340 of them 
stated that football is their favourite sport. This is no surprise, as the sample was 
selected from football fans. However, other sports are mentioned in smaller pro-
portions: handball with 1.6% and other sports mentioned are basketball, futsal, swi-
mming, tennis and ice hockey.  

The survey results show that majority of respondents (76%) have supported their 
club for more than 15 years. The next largest group are those who have been fans 
for 10–15 years (12.1%), followed by fans who have been loyal to the club for 5-10 
years (8.8%). The smallest group are the new fans, of whom only 3% have supported 
their club for less than five years. This question was designed to determine the 
degree of attachment and loyalty to a particular club. The results clearly show that 
most respondents have remained loyal to their club over the long term and have a 
deep connection with it. 
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Building on these findings about long-term loyalty, the study analysed the most im-
portant reasons why Croatian fans support their clubs. The majority of respondents 
— 50.3%— - stated that they follow their club primarily because of a strong 
geographical connection between the club and the region in which they live. Family 
influence is the second most common reason, with 11.6% stating that they cheer for 
a club because other family members do the same. Watching games on TV 
motivates 10.5% of participants to support their club, while 8.7% cited various other 
reasons for their loyalty. Of those who stated their personal motivations, love of the 
club was the most commonly cited (8.5%), followed by factors such as defiance, 
belonging to a fan subculture, lifestyle choice, the opportunity to participate in fan-
related incidents and other individual motivations. These findings highlight the 
deeply rooted social, emotional and cultural drivers that characterise football 
enthusiasm in Croatia and reinforce the strong bonds between fans and their clubs. 

The study also analysed how often fans attend their club’s matches to find out how 
often fans spend their time (and financial resources) inside and outside football 
stadiums. The survey data shows that the majority of respondents (29.8% or 108 
individuals) attend their club’s matches more than five times a year. A further 23.1% 
attend matches once or twice a year, while 12.4% go to matches once or twice a 
month. Some of the respondents (9.9%) stated that they regularly attend all home 
and away matches, and 8.3% attend several matches per month. The remaining res-
pondents only rarely attend matches. These results show that a significant pro-
portion of Croatian football fans regularly attend matches. 

The study analysed how much money Croatian football fans spend on attending 
their club’s away matches. The results show that the largest group (24%) spends 
between €20 and €50 on away games, 20.1% spend more than €100 per away game, 
19.8% spend between €50 and €100 and 18.6% spend up to €20 on these trips. For 
the remaining participants, the most common reasons for not attending away games 
are work abroad, other personal commitments or— - for a minority — spending 
more than €300 per game due to long-distance travelling. These results highlight the 
diverse financial commitment of Croatian football fans when it comes to supporting 
their clubs away from home.  

The study also examined the level of interest and involvement of Croatian football 
fans in club management and fan organisations. The results show that the majority 
of respondents (56.9%) are not involved in the governance or management of their 
club. At the same time, 39.2% of respondents said they were members of a su-
pporters’ organisation, reflecting a strong involvement at fan community level. Only 
a small minority 3.9% (14 people) are directly involved as a member of their club’s 
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board. The results suggest that while active participation in club governance is rare, 
a significant proportion of fans are involved in organised fan groups, underlining the 
importance of fan associations in Croatian football culture. 

The next survey question aimed to explore the connection between fans and their 
clubs by identifying the reasons why respondents began supporting their particular 
team. Participants could select from multiple motivating factors. 

The most common motivator was a love of sport, cited by 67.3% of respondents. 
This was closely followed by a sense of belonging, where the club is seen as an 
integral part of one's identity (66.2%). 49.7% of respondents stated that they 
support their club out of love for the city or region that the club represents. Other 
notable reasons include the sense of excitement and adrenaline during matches 
(48.9%) and the social aspect of spending time with friends and family (42.9%). The 
motivation to cheer on the players on the field was mentioned by 26.9%, while 
24.2% felt that they could make good use of their free time. In addition, the 
connection with the players was an important motivation for 47 respondents, and 
43 supported their club because of the associated activities and events that take 
place before and after the sports matches. Details are shown in Figure 1. 

Figure 1. Motivations behind Croatian football fans supporting their clubs 

 
Source: Research results 

The next question related to participation in the lighting of torches and similar 
activities in stadiums or arenas. The aim was to determine the frequency of deviant 
behaviour before, during or after matches — a widespread problem, especially in 
Croatian football leagues. 
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According to the results, the majority of respondents (66.9%) stated that they had 
never participated in deviant behaviour in stadiums or arenas. 24.2% of respondents 
admitted to having participated in such behaviour and 8.8% did not want to answer 
the question. This data suggests that while deviant behaviour does occur among so-
me fans, most Croatian football fans refrain from such behaviour at sporting events. 

The next question focussed on how important the success of their club is to the res-
pondents. Only 3 respondents stated that the success of their club was not or only 
slightly important to them. A neutral attitude was expressed by 17 respondents 
(4.7%). For 59 respondents (16.3%), success was important, while the vast majority 
or 277 respondents (76.3%) stated that the success of their club was extremely 
important. 

Finally, respondents were able to select multiple traditions and customs that define 
their fan groups. The most frequently mentioned characteristics are creative songs 
and banners, chosen by 80.1% of respondents, followed by participation in charity 
events with 63.2%. Choreographed fan shows (tifos) received 44.9% of the votes, 
while victory and defeat rituals were mentioned by 42.9%. In addition, group 
marches to the stadium were mentioned by 118 respondents and annual general 
meetings by 51 respondents, as shown in Figure 2. 

These results emphasise the diverse cultural practises of Croatian football fans, 
which reinforce a strong sense of community and shared identity within their fan 
groups. 

Figure 2. Traditions and customs characterizing Croatian football fans 

 
Source: Research results 
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The study examined Croatian football supporters’ demographics, behaviors, moti-
vations, and traditions. The sample consisted predominantly of males, mostly aged 
21–30. 

It is evident that a large majority of fans support their clubs for over 15 years, 
demonstrating strong long-term loyalty. The primary motivation for following a club 
is geographic connection (50.3%), followed by family influence and love for the 
sport. Fans frequently attend matches, with nearly 30% going to more than five ga-
mes per year and typically spending between €20 and €50 on away matches. While 
most fans (66.9%) do not engage in deviant behaviors like pyrotechnics, a notable 
minority (24.2%) do. Success of the club is extremely important to 76.3% of fans, 
reflecting the high value placed on sporting achievement. Fan groups strongly iden-
tify with cultural traditions, notably creative songs and banners (80.1%), but also in 
charity involvement (63.2%) and choreographed displays (44.9%), reinforcing co-
mmunity bonds. 

Overall, Croatian football fans show deep emotional attachment, active enga-
gement, and rich cultural practices that sustain vibrant fan communities despite 
challenges. 

 

Conclusion 

It is extremely important to distinguish between general sports spectators and 
enthusiasts and the more dedicated fans and supporters. Due to their strong loyalty, 
immense motivation and deep sense of connection and belonging to their chosen 
club, fans are the consumers who regularly attend sporting events regardless of the 
cost of tickets or related stadium services. A better understanding of fans can be 
instrumental in driving sports marketing and popularising a wide range of sports in 
the European market, where football currently dominates as the most popular sport. 
In particular, clubs such as Manchester United and Borussia Dortmund have high 
attendances and generate significant revenues from ticket sales, memberships, food, 
drink and other in-stadium services, as well as substantial revenues from TV rights 
outside the stadium. 

Croatian football has not yet reached this level, but is making steady progress, as 
evidenced by rising spectator numbers and growing interest in the league. 

Fan culture, especially football fan culture, is rich and diverse throughout Europe 
and can look back on a long history. Cultural practises are different — for example, 
the traditions of English fans before, during and after matches are very different 
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from those of Italian Ultras— - which emphasises an important positive aspect of 
European sporting culture. Across Europe, fans live football and organise their daily 
lives around match schedules, investing money to attend away games, travelling 
around Europe and the world, learning about new cultures and customs — all mainly 
to support their club or national team. In addition, fans often take part in charitable 
activities. 

Fans have a significant influence on sports policy and legislation, as well as other 
areas related to sport. Alongside the positive aspects, however, there are also 
negative consequences. High adrenaline levels, disappointment and anger can lead 
to some fans in and around stadiums being prone to riots, fights, harassment of 
innocent people and serious damage to property. Unfortunately, some countries 
have seen an increase in violence in and around stadiums, England and Wales, for 
example. While Turkey and Greece have longstanding problems. In Croatia, annual 
incidents tend to involve pyrotechnics and verbal abuse of opponents or referees, 
which is still an improvement on the 1990s and 2000s when brawls between fans 
and injuries to police and bystanders were more frequent. 

Building on previous research, this paper presents a study aimed at better under-
standing the habits and characteristics of Croatian fans. The aim was to uncover 
their motivations for supporting certain clubs, investigate the prevalence of deviant 
behaviour at sporting events and identify the club characteristics most attractive to 
Croatian fans. 

The results of the study show that a large majority of fans (76%) have supported 
their club for more than 15 years, indicating strong long-term loyalty. The most im-
portant motivation for support is geographical connection (50.3%), followed by 
family influence and love of the sport. Fans attend matches frequently, with almost 
30% attending more than five matches per year and typically spending between €20 
and €50 on away matches. While most fans (66.9%) avoid deviant acts such as the 
use of pyrotechnics, a minority (24.2%) admit to carrying out such acts. The success 
of the club is very important to 76.3% of fans, which shows how highly sporting su-
ccess is rated. Fan groups are strongly associated with cultural traditions, particularly 
creative songs and banners (80.1%), charity events (63.2%) and choreographed 
performances (44.9%) that strengthen the community. These findings are consistent 
with previous research by Funk, Alexandris and McDonald (2022) and Shilbury et al. 
(2009). 

In conclusion, fans and fan groups are an important factor in the operation of clubs, 
leagues and sport in general, exerting an influence that can have both extremely 
positive and extremely negative consequences. The aim of sports marketing profe-
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ssionals, security personnel and all stakeholders in sport should be to nurture and 
promote the positive aspects of the fan base whilst firmly discouraging, punishing 
and minimising the negative behaviours. This will help to build and develop a posi-
tive reputation for Croatian clubs, capitalise on the benefits of passionate support 
and turn fan engagement into successful business outcomes. 
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	5. Higher interest of state institutions towards sports.
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	Conclusion
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	FAN CULTURE AND ITS INFLUENCE ON FOOTBALL: INSIGHTS FROM CROATIAN SUPPORTERS
	Martina Ferenčić 7F , Lucija Čehulić 8F
	Abstract: This paper examines the culture of sports fans, focussing on fans' habits, their influence on sport, the psychology and methods of cheering, fan types and their motivations. The main objectives of the paper are to show what drives fans, thei...
	Keywords: fan culture, sports fans, emotional attachment, fan psychology, fan motivation
	Introduction
	Sport is now a globally popular activity for all groups, influencing public opinion, consumer behaviour, lifestyle and health through modern technologies and media, leading to an increase in family spending on sport-related activities (Ratković, Kavra...
	In order to understand these differences, this article analyses the attendance figures for handball, basketball and football matches and examines the question of how sports fans are described and what drives them to become fans. To better under-stand ...
	Sport fans – who are they and what motivates them?
	Turković (2016: 13) defines fans as "people who gather in groups and cheer on their team at matches, with or without aids, to support the team in achieving positive results. It is a heterogeneous group that is part of the sports audience and forms an ...
	Regarding motivation, Funk, Alexandris, and McDonald (2022) describe two types: intrinsic (participating for learning, achievement, fun, or new experiences) and extrinsic (participating for results, rewards, or from guilt/anxiety). Shilbury et al. (20...
	Fans can also be categorised according to their level of involvement: occasional, moderate or fanatical (Bang and O'Connor, 2022). Fanatics are the most emotionally involved as they empathise strongly with their team's victories and defeats, as Bang a...
	Whitbourne (2011) describes two patterns of sports fans’ reactions to their team’s performance. The first is “BIRGing” from Basking in Reflected Glory. When the team wins, fans feel great. Author further explains that different research shows that fan...
	According to a recent study by the European Club Association (2020) on football fan behavior, there are six fan types: Football Fanatics, Club Loyalists, Icon Imitators, FOMO (Fear of missing out) Followers, Main Eventers, and Tag Alongs. Study explai...
	In short, sports fans represent a diverse group whose motivations, commitment and emotional attachments vary widely — from deeply loyal fanatics to casual fans characterised by their personal identity, social relationships and reactions to their team’...
	The role of fan loyality and attendance in sports club success
	As already explained, the difference between fanatical fans and casual spectators is that fanatical fans almost always follow their team and attend matches much more frequently due to their strong loyalty. They support their team even when they per-fo...
	The LA Times (MacGregor, 2004) discusses the impact of fans on athletes, empha-sising that the presence of a crowd can trigger a release of adrenaline in players, which can either enhance performance by returning to dominant responses, or hinder it du...
	Considering the influence that fans have on sport, it can be concluded that fans are a priority in the marketing strategies of sports clubs. Increasing revenue is the most common overall objective of fan engagement (Rotko, 2023), with a focus on ticke...
	Successful clubs with a strong winning tradition attract large attendances. According to Statista data, in the 2023 Premier League season, the highest average attendance was 73,504 spectators per match, with Manchester United ranking first. At the bot...
	La Liga recorded lower attendances, led by Barcelona (with 56,304 spectators). At the bottom of the table was Mallorca with an average of 20,295 spectators, giving a league average of 29,429 (https://www.statista.com/statistics/382833/clubs-of-la-liga...
	Enthusiastic and loyal fans not only drive strong attendance and sustained support through emotional and social bonds but also significantly influence sports teams’ performance and club marketing strategies, making them indispensable to the long-term ...
	Fan culture across Europe
	Fan cultures in Europe vary widely, reflecting diverse histories and social contexts. English football fans boast a rich heritage with deeply ingrained traditions and high match attendances, despite rising violence and hooliganism challenges (Michie &...
	Spanish fans have unique customs, such as pre-match gatherings in cafes and distinctive merchandise practices, with political affiliations often intertwined with club support (https://fromboothferrytogermany.com/2019/05/24/football-culture-spain/). Wi...
	When people talk about Italian fans, they usually refer to Ultras. Known for choreographed performances, loud chants, banners and club colours, the Ultras also created "tifos", visual representations that expressed team spirit. While Ultras enrich fan...
	Central and Eastern European fan culture shifted after the fall of communism, mo-ving from a politicised, state-influenced fandom to more autonomous forms of expression (https://idrottsforum.org/call-for-papers-central-and-eastern-europe-football-fans...
	Balkan supporters, especially in Serbia, Bulgaria, and Greece, are known for their passi-onate yet sometimes violent fandom (https://balkaninsight.com/2024/01/24/ brothers-in-arms-the-balkan-hooligan-bonds-fuelling-violence/#), with organized groups e...
	Serbia’s major fan groups include Grobari (Partizan) and Delije (Crvena Zvezda, Belgrade). Delije, officially founded in 1989 from a merger of fan groups, are considered among Europe’s most powerful fan association (https://www.telegraf. rs/sport/navi...
	Due to geographical and historical ties, Croatian and Serbian fan groups are often compared with each other. Political and social influences were often the trigger for their confrontations. However, violent clashes between these groups have decre-ased...
	Fan groups in Croatia
	Talking about football in Croatia, Pesarović and Mustapić (2013) explain that Croatia has successfully gained a foothold in the football world mainly due to the results of its national team, but that the reality of the Croatian national league is far ...
	Table 1 shows the average number of spectators in the Croatian Football League over the last 10 seasons. With the exception of the 2020/21 season, when atten-dances were very low due to the COVID-19 pandemic, the Croatian Football League has seen a gr...
	Table 1. Average attendance in the Croatian football league
	Source: Authors compilation based on the data from Transfermarkt.com
	While Hajduk from Split is consistently at the top in terms of spectator numbers, other clubs have lower attendances. Dinamo Zagreb, for example, had an average attendance of 3,926 in the 2021/22 season, which rose to 9,013 in the 2023/24 season due t...
	This data shows a positive growth trend for the Croatian football league, with most of the growth concentrated on these four clubs, while the rest of the league is increasingly lagging behind.
	Junaci (2024) discusses the return of fans to stadiums, highlighting that Dinamo has once again filled the seats, with increasing demand for tickets, especially for the home games. However, to fully understand Dinamo and its supporters, it is impor-ta...
	The BBB are known for their passionate support, loud chants, and strong presence both at home and away matches. The group is synonymous with Dinamo’s identity in Zagreb, contributing to the club’s vibrant supporter culture and making a direct im-pact ...
	Dinamo has always had a large fan base, but the first organised group emerged in 1986 when some of the club’s most loyal supporters founded the Bad Blue Boys (BBB), which was modelled on foreign fan groups. The fans organised trips around what was the...
	In 1991, the club was renamed HAŠK Građanski, later Croatia Zagreb. Many fans rejected this and demanded the return of the Dinamo name. In the 1990s, there were riots, incidents and conflicts with the police, but when the Dinamo name re-turned on Vale...
	Although the BBB is one of the most influential fan groups in Europe with many positive stories — especially in terms of charity and community support, its main shortcoming is frequent violence. (https://www.tportal.hr/sport/clanak/duga-povijest-ludil...
	Torcida was founded in 1950 and is the oldest Croatian fan group known for its fervent support of Hajduk Split during the political oppression of the Yugoslav pe-riod, which led to the banning of the Torcida name. (https://www.torcida.hr/ povijesna-ci...
	Torcida name was re-instaled in 1981, gathering fan at the new Poljud stadium in Split. The 1980s saw political graffiti reflecting ethnic tensions and growing national consciousness, alongside rising hooliganism and drug problems (https://www. torcid...
	Croatian football is deeply characterised by its passionate fan culture, exemplified by iconic fan groups the Bad Blue Boys of Dinamo Zagreb and the Torcida of Hajduk Split. Their history reflects both deep loyalty and challenges such as violence, but...
	Research into the habits and characteristics of fans in the Croatia
	In order to gain a better understanding of football fans in Croatia, a research study was conducted to define their key characteristics and uncover the motivations be-hind their support for clubs and attendance at sporting events. The research focusse...
	A survey-based research was conducted to achieve the above objectives. To collect the data, a questionnaire with 13 closed questions was distributed online, with the invitation to participate in the survey placed in the Dinamo fans Facebook group and ...
	The characteristics of the sample show that significantly more male respondents took part, with men outnumbering women by 46.8 %. The largest age group was participants aged 21–30, who made up 30.2 % of the total sample. Respondents aged 31–40 made up...
	The research participants are primarily interested in football. 93.4% or 340 of them stated that football is their favourite sport. This is no surprise, as the sample was selected from football fans. However, other sports are mentioned in smaller pro-...
	The survey results show that majority of respondents (76%) have supported their club for more than 15 years. The next largest group are those who have been fans for 10–15 years (12.1%), followed by fans who have been loyal to the club for 5-10 years (...
	Building on these findings about long-term loyalty, the study analysed the most im-portant reasons why Croatian fans support their clubs. The majority of respondents — 50.3%— - stated that they follow their club primarily because of a strong geographi...
	The study also analysed how often fans attend their club’s matches to find out how often fans spend their time (and financial resources) inside and outside football stadiums. The survey data shows that the majority of respondents (29.8% or 108 individ...
	The study analysed how much money Croatian football fans spend on attending their club’s away matches. The results show that the largest group (24%) spends between €20 and €50 on away games, 20.1% spend more than €100 per away game, 19.8% spend betwee...
	The study also examined the level of interest and involvement of Croatian football fans in club management and fan organisations. The results show that the majority of respondents (56.9%) are not involved in the governance or management of their club....
	The next survey question aimed to explore the connection between fans and their clubs by identifying the reasons why respondents began supporting their particular team. Participants could select from multiple motivating factors.
	The most common motivator was a love of sport, cited by 67.3% of respondents. This was closely followed by a sense of belonging, where the club is seen as an integral part of one's identity (66.2%). 49.7% of respondents stated that they support their ...
	Figure 1. Motivations behind Croatian football fans supporting their clubs
	Source: Research results
	The next question related to participation in the lighting of torches and similar activities in stadiums or arenas. The aim was to determine the frequency of deviant behaviour before, during or after matches — a widespread problem, especially in Croat...
	According to the results, the majority of respondents (66.9%) stated that they had never participated in deviant behaviour in stadiums or arenas. 24.2% of respondents admitted to having participated in such behaviour and 8.8% did not want to answer th...
	The next question focussed on how important the success of their club is to the res-pondents. Only 3 respondents stated that the success of their club was not or only slightly important to them. A neutral attitude was expressed by 17 respondents (4.7%...
	Finally, respondents were able to select multiple traditions and customs that define their fan groups. The most frequently mentioned characteristics are creative songs and banners, chosen by 80.1% of respondents, followed by participation in charity e...
	These results emphasise the diverse cultural practises of Croatian football fans, which reinforce a strong sense of community and shared identity within their fan groups.
	Figure 2. Traditions and customs characterizing Croatian football fans
	Source: Research results
	The study examined Croatian football supporters’ demographics, behaviors, moti-vations, and traditions. The sample consisted predominantly of males, mostly aged 21–30.
	It is evident that a large majority of fans support their clubs for over 15 years, demonstrating strong long-term loyalty. The primary motivation for following a club is geographic connection (50.3%), followed by family influence and love for the spor...
	Overall, Croatian football fans show deep emotional attachment, active enga-gement, and rich cultural practices that sustain vibrant fan communities despite challenges.
	Conclusion
	It is extremely important to distinguish between general sports spectators and enthusiasts and the more dedicated fans and supporters. Due to their strong loyalty, immense motivation and deep sense of connection and belonging to their chosen club, fan...
	Croatian football has not yet reached this level, but is making steady progress, as evidenced by rising spectator numbers and growing interest in the league.
	Fan culture, especially football fan culture, is rich and diverse throughout Europe and can look back on a long history. Cultural practises are different — for example, the traditions of English fans before, during and after matches are very different...
	Fans have a significant influence on sports policy and legislation, as well as other areas related to sport. Alongside the positive aspects, however, there are also negative consequences. High adrenaline levels, disappointment and anger can lead to so...
	Building on previous research, this paper presents a study aimed at better under-standing the habits and characteristics of Croatian fans. The aim was to uncover their motivations for supporting certain clubs, investigate the prevalence of deviant beh...
	The results of the study show that a large majority of fans (76%) have supported their club for more than 15 years, indicating strong long-term loyalty. The most im-portant motivation for support is geographical connection (50.3%), followed by family ...
	In conclusion, fans and fan groups are an important factor in the operation of clubs, leagues and sport in general, exerting an influence that can have both extremely positive and extremely negative consequences. The aim of sports marketing profe-ssio...
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	Introduction
	Football has a long history. Football in its present form originated in England in the mid-19th century, however, alternative versions of the game existed much earlier and are part of social, sporting and football history. Different forms of ball game...
	Social effects of sport events
	For a number of people today, football as a sport and social phenomenon is the most important secondary thing in the world. For many, it is not secondary, but the primary thing in the world. At the time of major sporting events and the success of the ...
	Sports events and correlation with sports tourism
	Sports events are an important driver of the economy, thus of time and tourism, and are prominent in the development and marketing plans of most destinations. The roles and impacts of planned events in tourism are well documented and are of increasing...
	Football as a social phenomenon
	Every day, large numbers of people sit in stadiums or in front of screens, whistling and shouting as they watch 22 players chasing the ball on a grass-covered field. Football, as it is known today, has become a global phenomenon. The history and origi...
	European and world championships
	Although the first European Championship was held in 1960, the idea for it was born much earlier. It dates back to 1927, when the manager of the French Football Asso-ciation, Henri Delaunay, first proposed holding a pan-European football tournament. T...
	Subject goal of the work and research questions in research metodology
	The subject of the research is the economic significance and impact of the par-ticipation of the Croatian national football team in major competitions on the development of football in Croatia. From the subject of the research comes the goal of analyz...
	In the research, secondary theoretical research was carried out using secondary sources of data, namely books and professional articles related to the topic of the work, as well as various publications on the Internet. In order to achieve the goal of ...
	Research results
	Thanks to winning second place at the World Cup in Russia 2018, the national team's success brought Croatia and its economy at least HRK 3.2 billion, which was the first concrete estimate of how much this great result affected the increase in GDP. The...
	After the construction of hybrid lawns for the first league players, we continued our investments in infrastructure in the form of financing the construction of fields with artificial grass, and our investments will continue in the coming years. Witho...
	Graph 1. Total revenues of the Croatian Football Association in the period from 2012 to 2021 (in HRK).
	Source: created by the author according to data from the Register of Non-Profit Organizations, available at: https://banovac.mfin.hr/rnoprt/Index (05/02/2022)
	Previously, in the aforementioned graph, the successes of the Croatian national football team at major world competitions were presented. The economic impact of the success of the Croatian national football team is reflected in increased income in the...
	Empirical research carried out using the in-depth interview method found that the success of the national team significantly affects society's identification with foot-ball, the development of training infrastructure, the increase in income from inter...
	Table 1. Number of licenses issued by HNS for official competitions in 17 licensing systems.
	Conclusion
	All sports events, of greater or lesser importance, are an excellent opportunity for the development of cities, regions or countries to the extent that they stimulate local socio-economic development by contributing to the creation of jobs and the con...
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	LANGUAGE OF VICTORY AND TOGETHERNESS: A CASE STUDY OF HANDBALL CLUB MRK ČAKOVEC’S SOCIAL MEDIA PRESENCE
	Tina Smolković 11F
	Abstract: Social media have become an indispensable part of marketing strategies in sports. In cases of smaller organizations and locaIized popularity of a certain sport, they have come to provide a rather useful and cost-effective tool for reaching d...
	The paper focuses on the social media presence of the sports club MRK Čakovec, currently a member of the highest level of handball competition in Croatia. The club uses social media and newsletter campaigns for communicating relevant infor-mation, res...
	A qualitative case study methodology was employed, i.e. content analysis was used to examine the club’s social media posts as well as fan engagement data, thus pro-viding practical insight into the effects of social media management in sports.
	Keywords: digital marketing in sports, fan engagement, language in social media communication
	Introduction
	Sport has a far-reaching positive side that goes beyond health and physical fitness, especially when it comes to social interaction. It can give the opportunity for sports enthusiasts and fans regardless of their age to socially connect and get a sens...
	An example of such a sport organization is MRK Čakovec, a male handball club from Međimurje, Croatia. The club was founded in 2013, continuing on the long-standing tradition of handball in the region dating back almost a century. In more recent histor...
	The case study presented here takes into account the strategic use of content, particularly language, on social media sites to promote the club brand as well as the sport, communicate news and updates, engage with fans and encourage them to actively p...
	Theoretical framework
	Chaffey and Ellis-Chadwick (2016) define digital marketing as ‘[a]chieving marketing objectives through applying digital technologies and media’. It has permeated all walks of life, including sports, and changed the way sports is promoted and fans rea...
	Social media is defined as a ‘computer-based technology that facilitates the sharing of ideas, thoughts, and information through virtual networks and communities’, used by more than 5 billion users worldwide (Paljug, 2025). In terms of social networks...
	Social media provides a cost-effective and convenient tool for connecting the brand with target audiences (Krajnović et al., 2019). Paljug (2025) also notes that perceived advantages of social media include connectivity, building community and afforda...
	McCulloh (2019) has analyzed the language as well as symbols used in the digital world, and how it has influenced our communication. Apart from the symbols and signs that are crucial for developing a brand identity the target audience recognises and r...
	Methodology
	The study explores the role of language in digital marketing of a handball sports club - MRK Čakovec. A case study approach has been selected to grasp the ways in which language affects fan engagement on social media platforms. Most recent examples of...
	MRK Čakovec and its social media presence
	The handball club MRK Čakovec is run by a number of volunteers united by the shared enthusiasm for handball, both as one of the most successful national sports in Croatia and for its enduring presence and popularity regionally (MRK Čakovec, 2025). The...
	‘The vision is to be the leading men’s handball organization in the region, offering its members, partners, and supporters the opportunity to fulfill their needs for proper development and enjoyment of sporting competition at the highest levels. The a...
	It can be discerned that the club strives to maintain stability and teamwork, regain and preserve the popularity of sport regionally, and to ensure fulfilling sporting moments for everyone involved. Apart from the head team competing in the top level ...
	Table 1.  The number of visitors present at the home matches of MRK Čakovec from 2022 to 2025
	Source: Official match reports by Croatian Handball Association (HRS)
	As a means of informing the fans about upcoming events, relevant information and the teams, various social media are used. Newsletters campaigns are sent to subscribers generally to announce an upcoming match, amounting to two emails per month on aver...
	Table 2. Types of content published by MRK Čakovec on Facebook during Premier League season in March 2025
	Source: Facebook page of MRK Čakovec
	Language use on the social media – MRK Čakovec
	The club’s social media posts reflect the club's brand - professionalism while keeping in touch with the target audience. After all, it is precisely the wording of the messages that contributes to caring and developing the community spirit. The posts ...
	Photo 1. A typical match day announcement posted on Facebook on February 16 2025 and its translation
	Source: Facebook page of MRK Čakovec  (translated by Smolković, T.)
	While the post serves its purpose to inform the followers about an upcoming event, the length of the post confirms that social media is used as the primary source of communication towards the public. It not only contains the most relevant infor-mation...
	Posts featuring Mrki the mascot usually have a conversational style especially in giveaway posts which begin with ‘MRKi pita - koga vodiš na utakmicu [...]?’ (Cro. ‘MRKi is asking - who is coming with you to the match?’) (Facebook - MRK Čakovec, April...
	When announcing matches, motivation in language can be clearly discerned. For example, Photo 1. above not only shows a direct invitation to the fans (‘follow us live [...] and support our boys’), but also uses the cheer ‘Za Čakovec - svi!’ (Cro. ‘All ...
	Table 3. Examples of calls-to-action for fan participation
	Source: Facebook page of MRK Čakovec  (translated by Smolković, T.)
	The sense of togetherness and the idea that the team’s success relies on fan support permeates the messages on social media. The club takes great pride in victory, even more so when it was accomplished in a great atmosphere in the sports hall, which c...
	Table 4. Examples of the language used to promote the sense of togetherness
	Source: Facebook page of MRK Čakovec  (translated by Smolković, T.)
	Apart from the language used to promote the brand and club activities, encourage fan engagement and foment community spirit around sports, visual elements accompany textual posts in most cases. As seen in Photo 1., special signs and emoticons are used...
	Analysis of audience engagement
	As previously mentioned, MRK Čakovec has been gradually building its fan base,  which also overlaps with the success of the head team. When it comes to social media, the club has more than 3.300 followers on Facebook, and more than 1.400 followers on ...
	Posts that generate the most comments are giveaways, since they tend to enco-urage fans to name the person who will be accompanying them to the match and, in doing so, they might win a piece of official club merchandise. Such posts tend to generate a ...
	When it comes to fan engagement in the form of likes, various types of content have brought about reactions from the audience, as shown in Table 5.:
	Table 5. Example of posts with the greatest number of likes in season 2024/2025
	Source: Facebook page of MRK Čakovec
	The greatest amount of likes stems from game-related content. The posts are generally published on the same day as the events occur, so fan engagement can also be connected with emotion and connection experienced on the spot in the sports hall. This, ...
	Conclusion
	The case study on the social media presence of handball club MRK Čakovec has highlighted the important role of relevant and compelling content as a part of the digital marketing in sports. The use of emotionally resonant and community-ori-ented langua...
	Despite having a limited marketing budget and staff, MRK Čakovec still manages to get its message across, not only towards the fun base, but sporting public in the region and wider as well. By using sport-focused and community-oriented messa-ging, the...
	This case study contributes to the broader field of digital marketing, and more specifically, sports marketing, by offering practical insights into the effective content creation and use of language for engagement. It also highlights the growing impor...
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	FROM RECREATION TO ELITE SPORT: CYCLING AS A LIFESTYLE AND ITS IMPACT ON HEALTH, WELL-BEING, AND SOCIAL CONNECTEDNESS
	Dejan Dašić 12F , Borivoje Baltazarević 13F , Milan Stanković 14F
	Abstract: The purpose of this article is to examine cycling as a lifestyle, from leisure to competitive levels, with a focus on the effects it has on people's physical and mental health as well as their social connections within communities. The objec...
	Keywords: cycling, lifestyle, health, well-being, social connectedness
	Introduction
	One of the earliest and most well-liked types of physical exercise and mobility is cycling, which has developed throughout time from a straightforward mode of transportation into a complicated phenomena with important social, cultural, and health rami...
	Regular cycling provides physical benefits, including strengthening the cardiovas-cular system and reducing the risk of chronic diseases (Schwarz et al., 2024). Psychological benefits include stress reduction and improved mental health, as confirmed b...
	The social dimension of cycling includes the potential for building and strengthening social ties (Ilievska Kostadinović & Kostadinović, 2025). Group rides, cycling clubs, and local initiatives encourage cooperation, exchange of experiences, and a sen...
	Cycling also plays an important role in sustainable mobility. As an environmentally friendly mode of transportation, it reduces harmful gas emissions, improves air quality, and lowers noise levels in urban environments. The development of cycling infr...
	Figure1. Cars Still Dominate the American Commute
	Source: Richter, F. ( 2025). Statista
	The multifaceted influence of cycling—from individual health benefits, through psychological well-being and social integration, to ecological advantages and cultural affirmation—makes it a unique activity that transcends the boundaries of sport.
	Literature Review
	Cycling is becoming more and more acknowledged in the scientific literature of today as an essential component of a healthy lifestyle, with a multifaceted effect on social connectedness, psychological well-being, and physical health. With substantial ...
	In a narrative review, Logan et al. (2023) analyzed the benefits, risks, barriers, and facilitators of cycling. The authors emphasized that the most significant health benefits include improved cardiorespiratory endurance, reduced risk of cardio-vascu...
	Similarly, Berrie et al. (2024) investigated the effect of daily bicycle commutes on the risk of mental illnesses using an instrumental variable approach. According to their findings, those who frequently ride their bikes to work had a significantly l...
	Additional support for these findings is provided by Friel et al. (2024), who, using data from the Scottish Longitudinal Study, determined that walking and cycling as means of daily commuting significantly contribute to the improvement of public healt...
	In their study, Prince et al. (2025) examined how the improvement of bicycle infrastructure affected the frequency of leisure cycling. According to their findings, expanding bike lanes and enhancing safe riding conditions directly inspire more individ...
	Lastly, the degree to which recreational cycling might impact modifications in eve-ryday mobility practices was investigated by Sabogal-Cardona et al. (2025). According to the findings, engaging in leisure cycling activities, such as amateur ra-ces, m...
	Methodology
	This research takes the form of a review-analytical study based on the analysis and synthesis of relevant scientific literature, as well as the application of comparative and descriptive-statistical methods. The primary objective is to present cycling...
	The analytical method was employed to systematically examine the content of sci-entific sources and to identify key concepts and findings related to the health, psy-chological, and social effects of cycling. Descriptive statistics were used to present...
	Research hypotheses
	H1: Cycling as a lifestyle has a significant positive impact on physical health, reducing the risk of chronic diseases and improving overall physical fitness.
	H2: Regular engagement in cycling contributes to increased psychological well-being and strengthened social connectedness, regardless of whether it is practiced for recreational or competitive purposes.
	Discussion
	Implications for Health, Social Connectedness, and the Development of Sports Culture
	Cycling is promoted as a vital tool for enhancing sustainable urban mobility, lowering pollution, and enhancing public health. Systematic infrastructure investment alters mobility culture and promotes stronger social connectivity, as evidenced by Euro...
	One of the main topics of current social and scientific discussions is the effects of sport on social cohesion, health, and the formation of sports culture. It has been demonstrated that regular sports involvement improves psychological well-being, bo...
	Sport engagement is continuously linked to major health and psychosocial conse-quences, according to research (Jovanović et al., 2023; Čekić, 2024). Regular partici-pation in sports enhances mental health, lessens the symptoms of anxiety and de-pressi...
	Furthermore, a comparative study by Shao (2025) in China and Malaysia confirms that engagement in outdoor sports is a powerful motivational factor driving both health and social interaction. Participants in such activities showed higher levels of soci...
	Of particular significance is the study by Osborne (2025), which analyzed a program led by the Māori in New Zealand. The e-bike initiative not only promoted physical activity but also affirmed cultural values and collective identity. This example de-m...
	From a theoretical perspective, Merlo (2025) develops the concept of “connec-tedness” as a pillar of health, emphasizing that social integration is just as important as physical and mental factors of well-being. His findings indicate that sport and ph...
	Garrard et al. (2021) conclude by highlighting that cycling in urban settings is a significant cultural phenomena that creates urban identity and encourages sustainable transportation, in addition to being a way to improve public health by lowering po...
	In the United States, a society strongly oriented toward automobiles, the bicycle plays a relatively minor role compared to much of Europe, where people are far more likely to use bicycles for everyday commuting. During the COVID-19 pandemic, however,...
	Figure 2. Cycling Shifted to a Higher Gear During Covid
	Source: Richter, F. (2025) Cycling Shifted to a Higher Gear During Covid. Statista.
	The Role of Infrastructure, Social Initiatives, and Sporting Events in Promoting Cycling as a Lifestyle
	In contemporary metropolitan settings, cycling is becoming more and more valued as a lifestyle choice, not just as a leisure activity but also as a way to improve social cohesion, lower pollution, and preserve health. The presence of suitable infras-t...
	The examined literature repeatedly shows that the best way to promote cycling as a lifestyle is to combine social activities and events with infrastructure measures. According to a scoping review of European research, perceptions of traffic risk serve...
	A thorough review and meta-analysis of research tracking the implementation of "urban trails," or protected bike and pedestrian routes, helps to better elucidate the causal consequences of infrastructure investment. Results indicate that those who liv...
	A longitudinal natural experiment in Montreal that looked at the connection be-tween self-reported cycling activity and infrastructure modifications offers an empirical perspective at the metropolitan network level. According to the study, inhabitants...
	However, network planning in constrained urban areas necessitates the use of instruments that balance the redistribution of traffic lanes between bicycles and automobiles. The suggested framework, which is based on linear programming, shows benefits o...
	Lastly, social programs and athletic events serve as cultural change agents, nor-malizing cycling and enhancing emotional and motivational rewards for engagement (Toskić & Marković, 2024). An examination of a significant cycle tourism event reveals th...
	The most dependable way for cycling to become a consistent part of urban lifestyles is through comfortable and continuous infrastructure (segregated lanes, network density, and spatial accessibility), as well as clever space planning and well-thought-...
	Data from Statista Consumer Insights show that interest in cycling is highest in Europe, where approximately one in four sports fans in France, the Netherlands, Spain, and Italy follow competitions such as the Tour de France, Giro d’Italia, or Vuelta,...
	Figure 3. Where Cycling Faces an Uphill Battle for Fans
	Source: Richter, F. (2025) Where Cycling Faces an Uphill Battle for Fans. Statista
	When comparing the use of bicycles for daily transportation, significant regional variations are found, influenced by a mix of socioeconomic, cultural, and infra-structure variables. For many years, Scandinavian nations have served as models for incor...
	The situation in Asia demonstrates a specific developmental trajectory. While in China cycling once dominated as the primary mode of transport, urban motorization has significantly reduced its share. Nevertheless, in cities such as Shanghai and Beijin...
	In contrast, in African cities cycling is largely marginalized, with participation in major urban centers such as Nairobi barely reaching 1%. Contributing factors include unsafe infrastructure, the low social prestige associated with cycling, and the ...
	Conclusion
	When analyzed from the perspectives of elite sport and leisure, cycling becomes a complex phenomena that incorporates the social, psychological, ecological, and physical facets of modern life. Regular cycling greatly enhances cardiorespiratory health,...
	Cycling's social component, which is demonstrated via clubs, athletic events, and group rides, highlights the activity's contribution to social capital development and community building. For instance, mountain biking is a complicated social practice ...
	Although this study is based on secondary data, the findings provide a relevant fra-mework for formulating public health policies and strategic plans in the areas of sustainable mobility and physical activity promotion. Further research, particularly ...
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