
INTRODUCING WAVE 3’S DEEP DIVE TOPIC –

ON THE CUSP OF FANDOM
In our 2016-17 study, The Power of Fandom, one of the strongest data patterns we observed involved 
fan avidity: most people who self-identified as fans reported high levels of passion, and the more 
passion a fan felt, the more likely they were to engage, spend, and derive benefits from their object of 
fandom. This pattern has held true in every fan study we’ve conducted since, and it highlights the 
importance of understanding avid fans in order to maintain a strong connection with a brand’s most 
devoted audience. However, the other side of the avidity spectrum seems equally important; what 
tempers avidity for some fans or holds people back from considering themselves fans despite 
promising affinity? As the deep dive topic in the third quarter of Fandom Now, we’ll delve into these 
lower avidity states, seeking to understand why avidity and/or fandom is suppressed for some and 
what, if anything, brands can do about it.
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At the beginning of this third wave, we added questions to the Fandom Now survey to address this 
topic quantitatively. First, we added a follow up to the survey’s qualifying question: “Please consider 
what it means to be a fan of something, and how being a fan may or may not differ from liking 
something. With that in mind, do you consider yourself a fan of anything?” If a respondent answers 
‘yes’ to this question (~80% do), we accept them into the survey. In this quarter, we’ve added an open-

“What does being a fan 
mean to you, and why 

don’t you consider 
yourself one?”

ended follow up for those who answer ‘no’ to the qualifying 
question, asking them, “What does being a fan mean to you, and 
why don’t you consider yourself to be one?” We are thematically 
coding and analyzing each of the open-ended responses 
(n=~600 by the end of this quarter), enabling us to understand 
barriers to identifying as a fan in general. In addition, we’ve 
included a follow up question in the survey’s detailed object of
fandom batteries, asking respondents which among a list of potential changes could increase their 
passion as a fan. In analysis, we will compare the responses of higher vs. lower avidity fans, isolating 
which changes, if any, are most likely to motivate the lower avidity group.
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We will also explore this question qualitatively, recruiting a group of participants who express affinity – 
but not fandom – for some of the objects that have popped in Fandom Now thus far. We will ask this 
group to submit video diaries explaining what holds them back from considering themselves fans. 
Ultimately, we will be able to describe the full spectrum from liking something to considering oneself 
as passionate as a fan can be, in addition to understanding more about categorical rejection of 
identifying as a fan. As with our other deep dive topics, reporting will focus on actionable implications 
of the insights we derive.


For years we’ve argued that it’s impossible to make somebody become a fan, just as it’s impossible to 
make two people fall in love. That said, we’ve also advocated for effective matchmaking tactics: 
getting ‘likeminded’ people in the same room with potential objects of fandom, setting the mood 
lighting, helping potential fans see what could be relatable and elevating in the object. This deep dive 
topic will help us refine (or rethink) this metaphor, adding specificity to how potential and lower avidity 
fans’ passion can be stoked, ultimately reaching levels that support both fan-centric business 
initiatives and fans’ own beneficial experiences.
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