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Co-constructing Loyalty in an Era of Digital Music Fandom: An Experiential-
Discursive Per spective

Purpose: This article seeks to answer the question: How can a discursiveaappochow
music fans construct loyalty in a digital context contribute tiwearetical understanding of
brand loyalty?

Design/methodology/approach: Drawing on insights from theories of brand loyalty and
fandom, this interpretive inquiry makes use of data from an online fordioaded to the
band, U2, and interviews with forum members. A combination of online ethnograghy a
discourse analysis are employed.

Findings: The analysis shows that music fans mobilise particular digseurssources in
constructing loyalty in the digital context, specificallyndggh of time spent as a fan;
obsession; and the opposition of obligation and choice. These disa@sources reflect a
grounded account of an experientially-rooted brand loyalty that extepdsdattitudinal
and behavioural loyalty, and which is particularly salient in mashsumption.

Resear ch limitations/implications: This is a single case study, but as a rich and vibrant
online community, it provides fruitful insights into the discursivestarction of loyalty. The
processes of negotiation, accommodation and conflict, engaged in tlmolirghdiscourse
are important in laying bare the preferences, value systems and mehatrfgsme the
experiences of loyal consumers.

Originality/value: Examining loyalty through the lens of online music fandom enables
discursive understanding eénsumers’ experience of brand loyalty. It shows how online
engagement with other consumers of a brand facilitates a deep engagéméhe notion of
loyalty.
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Introduction

This study explores the discursive resources music consumers use tolaimakeabout
loyalty to an artist or ‘b(r)and’ (O’Reilly and Doherty, 2006) in a digital context. The
allegiance of consumers to brandsinly conceptualised as ‘brand loyalty’ has long held a
central place in marketing theory and practice (Uncles et al., 2003). Meatch has
tended towards a supplier-oriented view that draws on logical psspaiadigms (Paavola,
2006) of behavioural and attitudinal loyalty, thus prioritising the inte#sts&anagement. A
consumer-oriented view that highlights the meaning and lived experiof brand loyalty
has been pointed to in the work of, for example, Solomon (1986), McCracken (1993),
Schouten and MacAlexander (1995), Fournier and Yao (1997), and Fournier (1998). While
such a view promises to both widen and deepen our understanding of biahd thg
continued prevalence of behavioural and attitudinal approaches suggesutngfand
Yao’s (1997: 454) observation endures: “we have perhaps prematurely circumscribed the
brand loyalty construct and our understanding of it, thereby precludingahmalation of
knowledge into a theory of brand loyalty that is valid at the level of lived experience”.

The paucity of symbolic and affective dimensions in brand loyaliyryhie problematic.
Following the experiential turn, (Holbrook and Hirschman 1982), it is nowlyatzepted
that consumers are active and affective subjects who negotiate afdrtramarket-
mediated meanings in pursuit of identity. Furthermore, brand commuretyrogsby Miitiz
and O’Guinn (2001) and Miiz and Schau (2005) has underscored the importance of the
consumer-to-consumer axis in brand relationships. Facilitated byl dégitenologies and
social media, communities form around brands that offer symbobanmass through which
consumers can communicate with each other and share experiences addnogesponse
to Fournier and Yao’s (1997) implicit call, our study contributes to an expanded theory of
brand loyalty by calling attention to the symbolic meanings thag¢npma loyal behaviour and
in doing so, highlights the utility of an experiential perspective of brayuitl.

Our research focuses on music, as it is a social and cultural produgtdilves and North,
1999) where consumer loyalties are critically important but oftecaligichallenged. The
music industry has recently experienced significant changes altehges due to digital
technology (e.g. Meisel and Sullivan 2002). Amongst these, is the growth alf seciia
which have allowed large groups of consumers to form around music brands orach m
easily, on a different scale, at a faster speed and intensity, ana lwidder geographic
scope than in the days of fan clubs and zines. In response, themn&deable literature on
various topics related to digital music consumption, in which dd@ys is the phenomenon
of file-sharing and music ‘piracy’ (e.g. Choi, Bae and Jun 2010), in other words, behaviours
that do not exhibit loyalty. While studies focusing on loyalty in theitive sense are not
found, the connected, digital landscape of music offers a unique opportuaityaoce our
understanding of brand loyalty. Consumer-to-consumer interactiohesa spaces shape,
and are shaped by, the meanings, perceptions, attitudes, behaviours andagefie
loyalty in a consumption context (e.g. Algesheimer et al., 2005).

To this end, the present research presents a grounded account ofiteepeeences and
social realities of music fans as they co-construct notions aftjoghrough consumer-to-
consumer engagement within interpretive online communities. In adoptinganential
perspective, we also elaborate upon the contribution of a discursive eppoan expanded
understanding of brand loyalty. Experiential brand loyalty recognizesniypthe symbolic
meanings that underpin loyal behaviour, but also frames the consumer &iseapaty,



Page 3 of 26

oNOYTULT D WN =

European Journal of Marketing

rather than passive recipient in the constitution and negotiation of mge&iyalty is
viewed as lived and experienced by particular consumer groups. This stuefgréher
challenges existing assumptions on the nature of brand loyalty, arsl {@oin
conceptualisations that are valid and meaningful to contempaasymers.

We begin with a critical review of the literatures on brand loyaitymusic fandom, as a
‘fan’ is a subjective position often adopted by loyal consumers in the cultural sector. The
study employs discourse analysis within a broadly netnographic @ppmaystematically
observe the discursive resources utilized within the selectedfamgnity along with direct
contact with its social actors (Androtsoupouos, 2008). Three discuesiverces that
resonate with fans around loyalty were identified: time speatfas; obsession; and the
opposition of obligation and choice. Findings confirm that an expgeiemew of loyalty that
recognizes different ways of being loyal and of expressing loyalty,tevikle same brand, is
appropriate for the mediated, active and multifaceted consumers of(Eldatyand
Wattanasuwan, 1998). It also constitutes a step forward in terms of ancpirdaand
loyalty that is awake to the lived experience of consumers asstadd®/ Fournier and Yao
(2997).

Brand Loyalty

Existing literature defines brand loyalty in either behaviourattdudinal terms, or as a two-
dimensional model consisting of both (Rundle-Thiele and Bennet, 2001). Beta\brand
loyalty is mainly defined with reference ‘tthe pattern of past purchases with only secondary
regard to underlying consumer motivations or commitment torthel” (Uncles et al.,
2003:7). Repeated acts of purchase of a branded product are considered sufiitsaneef
loyalty. According to Tucker (1964:32ho consideration should be given to what the
subject thinks or what goes on in his central nervous system;Hasibear is the full
statement of what brand loyaliy’. The benefit of this approach is that it is based on actual
purchases, which are directly related to business performance (MelEnsle95).

However, it lacks explanatory power for the behaviour and asstimat purchase is
necessarily a manifestation of loyalty. Behavioral models are therefufficient in

providing a full understanding of the underlying factors that drigeatpurchase behaviour
(Jacoby and Chestnut, 1978).

Attitudinal brand loyalty is focused on attitudinal commitmeaigne or in combination with
behavioural elements (Day 1976; Jacoby and Chestnut, 1978). It is definediom telat
whether or not the purchase of a brand is a manifestation of layalty act devoid of
choice. An oft referenced proponent of this view, Oliver (1999), deloyadty as“a deeply
held commitment to rebuy or repatronize a preferred product/servicastemlyi in the
future, thereby causing repetitive same-brand or same brand-set juyakespite
situational influences and marketing efforts having the potent@duse switching
behaviour” (p. 34). To track attitudes, proponents of the two-dimensional model focus on
positive feelings, beliefs and commitment toward the brand, relatiareailable alternatives.
Despite drilling deeper into the dynamics of loyalty than thoseuaited for under
behavioural conceptualizations, attitudinal loyalty has not evadtézsen for its reliance on
consumer declarations, rather than on observed behaviour (Odir2€04).

Both behavioural and attitudinal definitions of brand loyalty privildgesupplier
perspective, by prioritizing the interests of management (i.e. the ge/shée) and adopting
managerial discourses. Interpretive consumer research, through its migleoeus
(Holbrook and Hirschman, 1982) has shed a different light on the naturesafroer-brand
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relationships whereby the meanings and symbolic aspects of bratty ke brought into
focus. For instance, Fournier (1998), argues that it is the relatioretiipdn the consumer
and brand that provides meaning, and that a key to making seth&eraganing is to
understand the psychological and sociocultural context of the condtvuetier’s (1998)
work, like much marketing and consumer research, is focused on¢hen-one, dyadic
relationship between brand and consu@®gGuinn & Muiiz, 2005). While this is important
in understanding individual attitudes, motivations and decisionnggkiocesses, the range
of cultural behaviors, and complex culturally defined patterns that $ledj@evior are
somewhat masked by focusing on a singular consumer-brand relatidrshkipolds greater
significance when we consider the connected landscape within whialmoersengage with
brands.

There have been attempts to understand the influence of groups onvltiaidonsumer’s
behavior from a social-psychological perspective, however loyaly asherently social
behavior that is constructed, enacted, and embedded within theicellsa vastly different
undertaking. Researchers such as McCracken (1993) and Schouten and MalehlE39b)
view brand loyalty as co-constructed by a community of consumers, bpetsjsective
remains under-developed in the brand loyalty literature. Thusrfmra complete picture of
brand loyalty, the meanings that emerge through interaction adeddonsidered
concurrently. A discursive/ experiential understanding of brand lotaks a step in this
direction, by highlighting the ways brand loyalty is experienced group of consumers.
From theconsumer’s perspective, the notion of théan’ is often evoked by those claiming a
position of loyalty especially in relation to cultural products likms, sports and music (e.g.
Kozinets, 2001), but also as relates to consumption more br&&dlydon? is therefore an
effective lens for comprehending highly engaged and committed corsantethus
developing an understanding of the experiential nature of branidylogspecially when
interacting through online music communities.

Fandom

There is no single definition that encompasses all that a.fedovgever, there is general
academic consensus théin’ describes a person who has a special relationship with the
object of their affection, characterized by a high lever@jagementD’Reilly et al. (2013)
suggest that a music fan displays broad knowledge about the affjeeir fandom, exhibits
strong emotional attachment to it, and celebrates their obsessioimesocial situations.
Fans weave their passion for the brand or consumption actitatyhieir sense of identity in
stronger and more visible way than is the case with other bradsigbs, or activities
(O’Reilly et al., 2013; Lobert, 2012). They express their passion and attachmentrd a bra
even in banal, everyday situations, not as a fleeting consumptivityabiut as a consistent,
religious-like allegiance (Lobert, 2012). Although the focus of the worlandom has
typically been on cultural brands within the arts and sport, becdusards can be
understood as a mediated artefact of popular culture (Holt, 2004), any brtdaddbecome an
object of fandom. It is not far-fetched to suggest that consuiocam make similar
associations with brands as fans do with musicians or sports tesamss hBwever, are set
apart from other loyal consumers by the degree and intensity wittwiey engage with the
objects of their admiration (Fiske, 1992'Reilly et al., 2013). As such, fandom epitomises
an elevated functioning of brand loyalty characterised bysetérand engagement,
socialization and identity.

Page 4 of 26
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Although fans can and do enjoy the consumption activity of their chuideidually, fandom
takes on a more powerful form when it is engaged with collggtiHarris and Alexander,
1998). Loyal fans typically seek out other similarly highly engaaetipassionate fans and
congregate within communities online and offline where they sharectresumption
experience$O’Reilly et al., 2013). Fan communities provide structures for collectiveness,
centred around the object of their shared admiration.

Fandom is also characterized by shmiotic and material productivity of fans (O’Reilly et

al., 2013).They are ‘excessive readergFiske 1992) who are not content to simply receive
and consume cultural texts as handed down in a producer-consumer exefeimeship.
Rather,‘fans are consumers who also produce, readers who also write, and spettators w
also participate” (Jenkins, 1992:214). The intensity of engagement plays out in the form of
co-creative endeavours (Alvermann and Hagood, 2000). As fans engage proactively
practices such as connecting with other fans and reworking and rejmgrpaltural texts in
their productive endeavours, the meanings of those texts are negotiatemstnacted

within the interpretive community. This provides the grounds for approatmdgm as a
discursive practice (See Figure 1). Fandom is constructed as a heightenssiexmie
loyalty irrespective of the type of brand being considered, in the Heaisie encompasses
repeated purchases (behavioural loyalty), positive feelings towards thie(at@ndinal
loyalty) and meaningful engagement with the brand within the xbofets community
(experiential loyalty).

The use of the framdan’ is not unproblematic, with fandom often being described
pathological terms (Jenson, 1992) as a deviant and potentially dangerows foteraction.
However, many recent studies treat fandom as a normal and hafontess cultural
behavior that comprises a diversity of rich experiences (O’Reilly, et al., 2013). According to
Gray et al(2017) where “critics had previously assumed fans to be uncritical, fawning and
reverential, fan studies scholarship argued and demonstrated cleafinthatere active,
and regularly responded, retorted, poached” (p. 3). The term ‘fan’ has also been used
inconsistentlyin relation to its offshoots: ‘fanatics and ‘fanaticism’, and this, argues Chung
et al., (2018) complicates the study of fans. Nonetheless, théfgarmdoes not typically
attract negative associations; rather, it is often used tadtglenthusiasm and passion for a
target object (Chung et al., 2018). Music fans in particular are higlWeastengaging their
shared passion for artist brands both online and off.

In sum, ‘fan’ elucidates the richness of consumers experience of, and practices related to
particular brandsfor example, Cavicchi’s (1998) ethnographic study of Bruce Springsteen
fans focuses on the meanings attached to their fandom as tolth&wmrperspective. The
ethnographic accounts captured in that study, though deeply insightfliiaed in
comparison to the typical quantity of consumer-to-consumer comatigoris that are
afforded by a digital context. The access to naturally occurring mlaia online context
brings into full view the co-constructive potential of consumeceilsumer interactions.
O’Reilly and Doherts (2006) more recent study of New Model Army looks at how fans

and the band co-construct meaning and identities for themselves anldeis within the
context of an online community. This current study by contrast is entiragéd on fans as
active players in the co-constitution and reconstitution of vitmeans to be a loyal
consumer of the b(r)and.
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M ethodology

To examine the discursive resources music fans use to make claum$oghdy in a digital
context, the study employs methods and techniques drawn from discouysésgRatter
and Wetherell, 1987) within a broadly netnographic approach (Kozinets, 2002). Nptnogra
is a methodhat “adapts ethnographic research techniques to the study of cultures and
communities emerging through compuiegdiated channels” (Kozinets, 1998:2). This
combination enabled both systematic observation of discourden the selected fan
community and direct contact with its social actors to furtleepen understanding
(Androtsoupouos, 2008). The key questions guiding the exploration were ‘how do music fans
construct meaning in relation to loyaltyan era of digital music consumption?’, and ‘what
discursive resarces do they draw upon in making sense of loyalty to U2?”.

The music b(r)and, U2, were selected firsty, because they are a protatypicsiream
commercial artist brand with a vibrant online fan community. Second sihetess and
longevity mean that the fan community is diverse in termgef status, income, online
engagement and duration of relationship with the band. This presents theapfuent
interactions drawn from a breadth of experiences, with different areagrohant and
divergence sucturing fan’s relationships with the band. Finally, U2 have been through highs
and lows; periods of extended commercial success and underperformangesiéine and
negative media coverage that has both attracted, and testemale of fans through the
length of their career.

The study focused on one of two popular online U2 forums, which can bessaen a
storehouse for theommunity’s interactive text. Forum threads (sometimes called a topic)
consist of a collection of posts focused on a topic of discussiongiadifReynolds, 2010)
(See Figure 1)Data was collected using a combination of “observation ethnography”
(Bainbridge, 2000) which focuses on the static examination of online data witteyattion
with forum members, and “participant observation” (Atkinson and Hammersley, 1994) which
involves communication and interaction with community members. dadiection began
with an initial read through the large number of posts madedestwugust 2008 when the
forum was started and February 2016, with subsequent rounds undertaken noaraptyite
new posts and emerging discussions. Notes were made of what wasdlzse where
(Brown et al., 2003). A second read-through focused on threads and exchangeslthat
reference to loyalty, fans, fandom or allegiance, particutadge exchanges that seemed to
imply a degree of conflict or debate regarding their meanings. The aitoaekieve depth
in terms of analyzing the way loyalty was talked about within the condind® community.
The downloaded threads comprised 106,000 words from a combination of 28 threads and
individual posts. Each thread typically had from 10 to over 50 paaitits depending on the
duration and the interest of participants in the topic under distussi

Data was also collected via participant observation, where thaditsor initiated threads
and engaged in discussions based on emergent themes (for instaheeamgottance of
length of time as a fan, relationship between heritage and latally Finally, Skype
interviews were conducted with forum members who appeared likely to add ddpth an
richness to the data, or to offer interesting perspectives.

Online research raises certain ethical issues that require catisid€éEynon, Fry, and
Schroeder, 2008). At the start of the participant observation, permisssogeweed from the
forum administrator to proceed, who also posted a message on the forumngforembers
about the study. A more detailed description of the research plaaswesent to all fans

Page 6 of 26
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12 analysing the ways these discourses were negotiated through fans’

2% the notion of obsession; and the opposing views of ‘loyalty as an obligation” tied to emotions
27 toward the band and ‘loyalty as an economic choice’ that can be exercised at will. Of these,

41 is used as a means of asserting ‘real’ fan status, making claims to

52 Of course I'm a real fan of U2. And so is anyone else who loves their music. |[... |
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Tumbling Dice- | think length of devotion is an importguilification to being a REAL
FAN [...]. Not that being a JohnnyorJillyComeLately camettessarily be a REAL FAN,
it's just that they'll likely be treated with some suspiddy us more longstanding and
experienced REAL FANS. You see, we feel a kinship foirttamnade the journey
together through all the good times and the not-so-good times.

(forum: April 03, 2011)

These fans are engaged in a online debate on what it means fambef the band.
Briscoteque’s use of the word ‘real’ suggests a belief in the existence of fans who might not
be genuine. This participant thus introduces the notion of sociabcete@f fans:REAL
FAN’ in capital letters, hyphenated with the trademark symbol, seeesaavay of

denoting and contrasting fans who are accepted as meeting some stetiaf cr
acknowledged by those in a position to know. The symbol could represet af fian
sanctioned by the market versus a kind of fandom that emergesrigamic or authentic
emotions towards the ban@riscoteque’s question raises the notion that interaction with

other fans is necessary to come to a shared sense ot wiggtns to be a fan.

Marsgirl starts the process of co-constructing loyalty and fandom withexttenge by
enquiring if‘love’ of the band’s music is not sufficient to be considered a real fan, a view
supported by Ayajedi. Drowning Man then evokes time as a discursive refmurce
constructing loyalty. Tumbling Dice picks up on this, although her opirdems to be
presented with an air of authority that is missing from the pregemimments. She expands
on this position by confirming that a new or recent fan is liketti@act suspicion from older
fans like herself. By so doing, she positions herself and others lilkstREAL’ fans,
because they have bonded through thick and thin over the course Ofoifagianding’
fandom. Tumbling Dice’s comment is an example of a classic othering technique, a way of
establishing difference and hierarchy (Tajfel & Turner, 1986). It provides a means of
dismissing others as less, in this case less worthy of trust, respguot status. Time
therefore operates as its own currency within this digital comgnunithe extent that it
helps to establish the realness or authenticity of the fan.efshall see, the currency of time
cannot be accumulated simply by phging the band’s music and merchandise. It has to be
earned through time invested in the relationship with the band.

The length of time as a fan of U2 is used to position some fanerasimrested than other
‘casual’ fans, and this also affects the interactions within the online community as a whole.
For example, in another extract drawn from the interviews, Diane expressiesstrations.

| think | was the youngest member on the forum, and | &frithd the feeling, the vibe from some people
that, you know;You've just been a fan for like a year. We are bigges fmecause we know them from
like Redrocks, and we saw the tdyrand I'm like,“Sorry | wasn't born earliet (Skype interview,

February 27, 2016)

Diane feels that fans who have followed the band for much longehtrgoerceive
themselves to be ‘bigger’ fans. Time is thus seen to not only be a constructive resource for
the depth of loyalty, but is also used to structure relations within thenoaity. Similar
patterns are found by Widdicombe and Woofit (1990) in their study of pibduiure and in
Larssons (2013) exploration of heavy metal culture, where the time theithdil member
had been involved had a direct effect on their level of status and aetedchalltural capital
(Bourdieu, 1986). Also, to the extent that engagement (as against purchaseexpigbsion
of preference) can be seen as a heightened expression of devotion, particgpafiestvely
making claims about loyalty to U2.
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1

2

3

4 (b) Time and cultural capital

5 Cultural capital also seems to relate to another way of emphasinm@s a constructive

6 device for loyalty, where some fans claim the role of connoisseur with regatusquality

; of the band’s music and other issues. Daniel alludes to this in the interview quote below.

9 | can say that, because | was able to witness the hahdii prime, it probably adds a little more weight in
10 how good they are now vs their prime years. The &stU2 tours, while good, are not even close to the
1 earlier tours in terms of the basderformancd....] Night and day differencéEmail interview, March

12 4, 2016)

13

14 Daniel constructs himself as having accumulated experience and locdgoital in the U2

15 brand, and as knowledgeable enough to make such a comparison. Fans maoerizkto

16 act from the position of gatekeepers as they try to argue for arpreféew of the fan object
1; and set arbitrary standards for what constitutes their best workn@oband Price, 2015).
19 The length of time fans claim to have invested in the baiadt@ol they use in exercising the
20 discretionary right to curate U2’s cultural output. Consumption communities can remember
21 their pastghrough “the output of a collective memory produced from the collected memories
22 of community members” (O’Reilly et al., 2017, p186). The use of time within the U2 forum
23 is a device to control and dictate what cultural artefacts shasdehaee with other fans in the
24 construction of this collective digital memory.

25

26 Relatedly, the length of time as a fan is used to add heft to opixpnessed within the

27 online community, especially when those opinions take a criticdti@o against the band

28 and their music. This appears to be done to forestall claims fitwen fains that the criticism
;g is only being made because the speaker is not a ‘real’ fan.

31 Extract 2

32

33 VegasPatrick: Here’s what I hope, as a fan of the band for 25 years:

34 If you don't really like this song at this point (which | don't), | hope you det'tastigated

35 for expressing that opinion on this forum.

g? You shouldn't have to like everything the band puts out in order to be considaredfahe

38 band[...] | love probably 95 percent of their catalogue, maybe more. And I've invested way
39 more money and time into U2 than into any other entertainment outlet in mar0oyethis
40 planet.(forum: January 20, 2009)

41

42 Vegas Patrick is responding to the backlash from some fans orxiéical opinion about a

ji song that _he s_hared on the forum. His ope_ning _g_amb_it draws on the aut;heﬁtii;it

45 relationship with the band, showing that his criticism is not mad#ylidut rather is based
46 on the reflection and knowledge afforded him by the length of his fandom. dimaisates
47 that his views come from a place of genuine cdoxd’); and seems to be disappointed that
48 it has been interpreted negatively by other fans. Time is thera$ad to take a defensive
49 position against further complaints. Later he explicitly notesrvestment ofmoney and

50 time’. Whereas the traditional behavioral view of brand loyalty would consideresispent
51 on concerts and merchandise to be a sufficient indicator of loyadtyinhe invested in the

52 brand is here given equal value.

53

>4 (c) Time and socialization

55 Fans also make use of time as part of the routine process of stigaliwithin the online

g? community. In the following two excerpts it is clear that time pkaysle in the introductory
58

59 9
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pleasantries that fans use to interact on the forum.

Extract 3

Bowman - Hi everyone, | registered here more than a year ago but eaNsgtaok the time to
actually post[...]
So, anyways, | am only 17 years old but I've been a U2 fan for as lorgas |
remember. My earliest memories of listening to music were hearing Achalmg B
and ATYCLB in the car as a young child. My dad became a fan as long ago as Boy
[...]
So, | suppose maybe | was bred to be a fanufn: November 28, 2015)

Extract 4

Jenny - I'm Jenny from Minnesota. | should have probably been on this &diong time

ago. I've been a U2 fan since 1983, when | saw them perform Sunday Bloody
Sunday at the US festival on TV. After that | became pretty obsessedherith It
had a collage that covered one wall of my bedrofior.um: January 15, 2017)

Bowman'’s claims that U2 have been a part of his life from his earliest childhood memories is
constructed to indicate the taken-for-granted nature of his relaponith the band: he

‘was bred to be a fanthereby making claims to a sort of hereditary fandom. It can be argued
that Bowman, by evoking his father, is attempting to negate jentole experience of time,

in so far as his fandom has been handed down paternally (WoermaRolk@] 2015).

Similarly, Jenny applies a time logic, using the length of herdiami tell her life story.

This has two functional effects: first, she asserts her loyalty arsqoantly offers up
justification to belong within the forum; second, time is a tool for estaibly the depth of

her allegiance, thereby attempting to ensure she is welcomeds lontime community.

(2) Obsession and Loyalty
Also related to fandom is the use of obsession as a discursaxgce within the U2 forum.
Some fansake pride in their ‘obsession’ with the band and see it as a reflection of the extent
of their fandom and loyalty. For other fans, however, obsession is addieehtvoided
because of perceived parasocial (Horton and Wohl, 1956) underpinnings.

Fans provide evidence for their claims of obsession by drawing paveillelsnoney spent in
engaging their fandom, and stressing their collecting behaviour, anekfrey of activity on
the forum. One thread in particular highlights this range of perspgctive

Extract 5

Luieu2 - are you all obssesed like me i cant go a day without listening to u2

Sydney_ After telling her all about my CD's, DVDs, LPs, bootlegs, books, Singiesstered
editions, T-shirts, Forum posts, concert attendances and photos, my psygistthera
reckons I'm totally obsessed. | say, | just like 'em a lot

StrongGirl - Ummm, check the number of posts | have here. That shoulduelyanswer

Mariamontreal - completely, totally, shamefully, shamelessly, unamimtyiobsessed. For 20 years

Starfish - Obsessed within reason, if such thing is possible.

Aburrow - That’s a strong word. I would say I have a very close connection with them and the music

1C
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ed purchases follows... |

oNOYTULT D WN =

37 ‘abnormality” of fan obsessions (Duffet,

itself. Mariamontreal claims the obsessed label ‘unambiguously’. By suggesting that
43 ‘obsessed within reason’ however,

47 ‘big money’ her knowledge of ‘every’
50 to legitimate her current ‘comfortable” relationship with the band whe

51 ‘excitement’ ’s music

56 as a fluid, constantly changing relationship that goes from periods of ‘infatuation’ to periods
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