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 ABSTRACT  : 

 The  a�m  of  th�s  study  �s  to  exam�ne  and  research  football  fandom  �n  Turkey  through  the 

 example  of  Fenerbahçe  Sports  Club's  Fener-ol  (Be  the  L�ght)  a�d  campa�gn.  f�eldwork? 

 �nterv�ews?  el�te  theory?  Th�s  campa�gn  w�ll  be  analyzed  �n  the  context  of  el�te  theory 

 through f�eld research and �nterv�ews �n th�s thes�s. 

 Fenerbahçe  �s  one  of  the  most  well-known  and  popular  sports  clubs  �n  Turkey.  S�nce  �ts 

 foundat�on  �n  1907,  the  club  has  ga�ned  huge  success,  �nclud�ng  w�nn�ng  mult�ple  football 

 cups  �n  the  Turk�sh  Football  League.  In  2018,  the  club  was  faced  w�th  f�nanc�al  loss  and 

 debt,  wh�ch  drove  the  club  management  to  launch  a  f�nanc�al  a�d  campa�gn  t�tled 

 Fener-ol  (EN.  ‘be  the  l�ght’),  to  allev�ate  the  f�nanc�al  burden  on  the  club  as  well  as  to 

 create new transparent management. 

 Th�s  thes�s  �s  go�ng  to  �nvest�gate  the  campa�gn  from  the  v�ewpo�nt  of  the  donors.  The 

 v�ewpo�nts  of  the  donors  allowed  me  to  understand  how  the  pol�t�cal  and  soc�al  relat�ons 

 led  to  the  construct�on  of  fan  �dent�ty  dur�ng  the  Be  the  L�ght  campa�gn.  On  the  one  hand, 

 �nvest�gat�ng  the  bond  between  the  fans  and  the  new  �nst�tut�onal  management  of 

 Fenerbahçe  made  �t  poss�ble  to  see  the  �mpact  on  the  fans’  percept�on  of  the  BL 

 campa�gn  as  a  fandom  pract�ce.  On  the  other  hand,  �t  also  allows  me  to  understand  the 

 campa�gn  from  the  perspect�ve  of  the  el�te  club  management  that  d�rected  �t  from  the 

 top-down  and  to  see  how  fans  �nternal�zed  �t  w�thout  gett�ng  any  tang�ble  econom�c 

 return. 
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 Chapter 1 – Introduct�on 

 “The  Super  L�g  -Turkey’s  Prem�er  League-  was  establ�shed  �n  1959.  S�nce  then,  �t  has  changed 

 �ts  name  a  couple  of  t�mes,  but  rema�ns  essent�ally  the  same  w�th  18  clubs  compet�ng.” 

 (TRTWorld, 2019) 

 The  f�nanc�al  management  �n  Turkey  should  always  be  cons�dered  together  w�th  an  arb�trary 

 top-down  governmental  procedure.  Espec�ally  beg�nn�ng  from  2013  to  today,  Turkey  has 

 become  vulnerable  to  f�nanc�al  d�sorder  due  to  th�s  top-down  dec�s�on  mak�ng  procedure.  For 

 example;  the  government  �tself,  hav�ng  a  s�zable  debt  of  �ts  own,  prom�sed  a  large  number  of 

 pr�vate cred�ts. (Econom�st, 2018). 

 Related  to  top-down  dec�s�on  mak�ng  procedures,  var�ous  econom�c  areas  are  also  affected  by 

 these  problemat�c  f�nanc�al  regulat�ons  and  football  �s  one  of  them.  The  grow�ng  f�nanc�al 

 management  problems  �n  Turkey  have  not  spared  football  clubs.  F�nanc�al  pol�c�es  negat�vely 

 affect  the  football  clubs  just  as  well,  forc�ng  them  to  take  on  more  and  more  debt  over  t�me. 

 Through  th�s  arb�trary  econom�c  management,  the  top  football  clubs  have  been  taken  under  the 

 w�ngs  of  the  government  and  are  sh�elded  from  econom�c  �mpl�cat�ons  w�th�n  el�te-d�rected 

 dec�s�on-mak�ng  processes.  F�nanc�al  T�mes  reported  �n  2019:  “The  ‘b�g  three’  Istanbul  clubs  of 

 Galatasaray,  Fenerbahçe,  and  Beş�ktaş,  along  w�th  the  Black  Sea  team  of  Trabzonspor,  all 

 enjoyed  a  bounce  �n  the�r  share  pr�ce  after  �t  emerged  that  Turk�sh  banks  had  come  together  to 

 ease  the  burden  of  debts  total�ng  more  than  TL10bn  ($1.85bn)”.  Hence,  there  are  always 

 top-down f�nanc�al dec�s�ons that create �mbalances on econom�c regular�ty. 
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 It  �s  also  worth  not�ng  that  some  new  sports  clubs  started  to  emerge  �n  Turkey  dur�ng  the  AKP  - 

 Adalet  ve  Kalkınma  Part�s�  (Just�ce  and  Development  Party)  government,  one  of  wh�ch  �s  the 

 Başakşeh�r  Sports  Club.  Pres�dent  Erdoğan,  for  example,  donned  the  team’s  lum�nous  orange 

 str�p  at  a  char�ty  match  to  mark  the  open�ng  of  �ts  stad�um  �n  2014.  The  club’s  ma�n  sponsors  are 

 f�rms  w�th  close  t�es  to  the  rul�ng  party  (P�tel,  F�nanc�al  T�mes,  2018).  The  club  adm�n�strators 

 who  hold  the  cap�tal  are  able  to  steer  the  football  env�ronment  �n  certa�n  d�rect�ons.  For  example; 

 the  free-fall  of  the  Turk�sh  L�ra  �n  recent  years  has  had  an  adverse  effect  on  the  sponsorsh�p 

 agreements  between  the  sports  clubs,  state  adm�n�strators,  and  contractors.  The  s�tuat�on 

 deter�orated  even  further  “after  a  TV  network  w�thheld  a  $125m  payment  as  �t  sought  to  change 

 the  terms  of  a  $500m-a-year  broadcast  deal  after  a  dramat�c  sl�de  �n  the  L�ra.”  (P�tel,  F�nanc�al 

 T�mes, 2019). 

 Accord�ng  to  th�s  top-down  dec�s�on-mak�ng  mechan�sm,  clubs  need  to  follow  a  way  under  the 

 gu�dance  of  certa�n  standards.  Based  on  the�r  popular�ty,  clubs  started  �nvest�ng  a  large  amount  of 

 cap�tal  �nto  popular  footballers  so  as  to  attract  med�a  attent�on,  encumber�ng  themselves  w�th 

 even  further  debt.  Nevertheless,  these  �nvestments  �n  football  players  have  turned  out  to  be  a 

 huge  f�nanc�al  burden  that  cannot  not  be  eas�ly  compensated  by  the  football  clubs.  Th�s  has 

 forced the clubs to be f�nanc�ally caut�ous �n the�r act�ons. 

 The  events  after  Fenerbahçe’s  pres�dent�al  elect�on  �n  2018  occurred  as  result  of  th�s  f�nanc�al 

 m�smanagement.  The  club  management  announced  that  the  total  amount  of  debt  accrued  by  the 

 club  d�d  not  comply  w�th  the  regulat�ons  prov�ded  by  the  UEFA.  In  a  statement  released  �n  2019, 

 UEFA  noted:  “The  UEFA  Club  F�nanc�al  Control  Body  (CFCB)  Adjud�catory  Chamber  has 

 determ�ned  that  Fenerbahçe  (TUR)  fa�led  to  comply  w�th  the  break-even  target  for  the  report�ng 

 per�od  end�ng  �n  2018  as  requ�red  by  the  settlement  agreement,  wh�ch  they  entered  �nto  on  20 
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 May  2016.”  Al�  Koç,  the  newly  elected  pres�dent  of  Fenerbahçe  and  also  a  shareholder  of  one  of 

 Turkey’s  largest  conglomerates,  made  the  dec�s�on  to  release  the  debt  records  of  Fenerbahçe  to 

 the  publ�c.  Koç  also  launched  a  campa�gn  called‘Fener-ol’  (EN.  ‘be  the  l�ght’,  referred  to  as  ‘BL’ 

 henceforth),  ask�ng  for  donat�ons  from  fans  to  prove  the�r  loyalty  and  comm�tment  to  the�r 

 football  team.  Seek�ng  new  ways  of  �nclud�ng  the  fans  �nto  the  challeng�ng  process  of  pay�ng  off 

 the�r  debt,  Fenerbahçe  �n�t�ated  full-fledged  med�at�zat�on  of  the  campa�gn  through  mult�ple 

 med�ums such as TV ads, soc�al med�a, SMS, and fan magaz�nes. 

 The  campa�gn  offered  the  fans  an  opportun�ty  to  prove  the�r  f�nanc�al  attachment  to  the  football 

 club  ‘to  ensure  the  success  of  Fenerbahçe’.  It  also  d�d,  however,  create  some  backlash  among  the 

 fans  com�ng  from  d�fferent  f�nanc�al  backgrounds.  The  ma�n  focus  of  the  campa�gn  was 

 strengthen�ng  the  team  along  w�th  prov�d�ng  f�nanc�al  and  bus�ness  support.  It  allowed 

 Fenerbahçe  fans  to  play  a  role  �n  the  future  success  of  the  team  through  donat�ng  money  wh�le 

 also  boost�ng  the�r  morale  and  self-esteem  (Berument  &  Yucel,  2005:  843).  Wh�le  the  �ntent  of 

 Fenerbahçe  was  for  the  fans  to  ach�eve  a  sense  of  accompl�shment  by  donat�ng,  �t  became  an 

 exclus�ve pr�v�lege that could only be enjoyed by those w�th the appropr�ate f�nanc�al means. 

 As  a  result,  new  el�te-relat�ons  were  born,  h�nt�ng  that  the  f�nanc�ally  d�sadvantaged  groups  of 

 people  were  not  welcome  anymore.  The  �ncessant  dr�ve  for  cap�tal  �n  Fenerbahçe  paved  the  way 

 for  surplus  extract�on  as  a  bus�ness  model  wh�le  creat�ng  a  leg�t�mate  perspect�ve  of  be�ng  a  fan 

 of  the  club  .  Th�s  donat�on  campa�gn  �mposed  both  moral  and  f�nanc�al  respons�b�l�t�es  upon  fans 

 through  the�r  love,  loyalty,  and  fanat�c�sm  for  the  team  wh�ch  were  measured  from  the 

 perspect�ve  of  the  campa�gn  organ�zer.  Therefore,  Fenerbahçe  redef�ned  the  rules  of  membersh�p 

 to the commun�ty and subjected the fans to a new econom�c un�verse. 
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 Football,  be�ng  one  of  the  most  popular  sports,  �nfluences  and  �s  �nfluenced  by  var�ous  relat�ons 

 w�th�n  the  soc�ety  �n  Turkey.  Yarar  (2005:  204)  reports  that  the  rul�ng  el�tes  �n  Turkey  have 

 usually  taken  a  controvers�al  and  cr�t�cal  approach  to  popular  culture  and  football  �n  part�cular. 

 Hence,  there  �s  always  an  ongo�ng  debate  about  Turk�sh  football  �n  Turkey,  wh�ch  �nev�tably 

 creates  soc�al  and  f�nanc�al  tens�on  w�th�n  soc�ety.  On  the  one  hand,  some  soc�al  and  f�nanc�al 

 relat�ons  are  tak�ng  place  w�th�n  the  BL  campa�gn  .  These  relat�ons  are  mostly  based  on  the  way 

 of  campa�gn,  and  how  BL  campa�gn  creates  a  relat�on  comb�ned  w�th  the  dec�s�ons  of 

 campa�gners. The soc�al and el�te d�st�nct�on �s located over there. 

 Th�s  thes�s  str�ves  to  explore  and  descr�be  the  BL  campa�gn  and  �ts  un�que  �mpl�cat�ons  from  the 

 po�nt  of  v�ew  of  the  donors,  a�m�ng  to  understand  the  soc�al  �mpact  of  the  campa�gn.  A  large 

 number  of  Fenerbahçe  fans  and  club  members  donated  money  to  the  campa�gn  to  show  loyalty 

 and  trust,  and  the  fans  formed  new  bonds  w�th  other  fans  through  the  campa�gn.  The  bonds  of  the 

 campa�gn  also  �ncluded  some  h�erarch�es  as  well.  These  h�erarch�es  should  also  be  understood 

 from the perspect�ve of the campa�gners who const�tute  the el�te dynam�cs of the campa�gn . 

 There  are  many  aspects  to  th�s  campa�gn  that  need  to  be  exam�ned,  espec�ally  �n  terms  of  �ts 

 �mpl�cat�ons  �n  pol�t�cs,  fandom  strategy,  and  bus�ness.  Th�s  f�nanc�al  a�d  campa�gn,  therefore, 

 m�ght  reflect  some  ex�st�ng  h�erarchy  among  fans.  It  �s  �mportant  to  cons�der  the  campa�gn  as  a 

 bus�ness  strategy  employed  by  the  Fenerbahçe  SC  adm�n�strat�on,  wh�ch  allowed  the  fans  to  have 

 hopes  for  the  future  of  the  club.  Analyz�ng  BL,  therefore,  requ�res  an  analys�s  of  the  tens�on 

 between  the  fans,  club  members,  adm�n�strators,  and  other  un�ts  of  the  club.  Hav�ng  placed  a 

 cons�derable  amount  of  f�nanc�al  respons�b�l�ty  and  expectat�ons  on  the  fans,  Fenerbahçe  has 

 embraced  the new-soc�al el�te d�st�nct�on. 
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 Be�ng  able  to  donate  allowed  some  fans  a  h�gher  status  among  the  fanbase,  creat�ng  an  ‘el�te’ 

 class.  In  th�s  work,  I  w�ll  try  to  descr�be  the  relat�onsh�p  between  the  fans  and  the  club 

 adm�n�strat�on  and  the  soc�al  ram�f�cat�ons  of  BL.  Var�ous  quest�ons  and  answers  surround�ng  the 

 campa�gn  w�ll  be  prov�ded  �n  th�s  study.  Through  th�s,  the  thes�s  w�ll  try  to  reveal  the  l�nk 

 between  the  �dea  of  a  new-el�te  fanbase  and  the  construct�on  of  a  new  fan  �dent�ty  as  a  strategy  of 

 allev�at�ng  the  f�nanc�al  cr�s�s  Fenerbahçe,  one  of  the  most  well-known  football  clubs  �n  the 

 Turk�sh  Super  League.  Football  �n  Turkey  has  �ntr�cate  dynam�cs  that  are  �ntertw�ned  w�th  those 

 of  Turk�sh  soc�ety,  reflect�ng  the  cultural  and  soc�al  relat�ons  and  norms.  Therefore,  BL  and  �ts 

 �mpl�cat�ons  for  the  Fenerbahçe  fans  form  the  bas�s  of  th�s  thes�s.  The  campa�gn  had  a  s�gn�f�cant 

 effect  on  not  only  the  future  of  the  football  club  but  also  on  the  assumed  �dent�ty  of  the  fans 

 themselves  ,  cons�der�ng  the  �mpact  the  campa�gn  had  on  the  budgets  of  the  fans.  Th�s  study,  thus, 

 also  cons�ders  the  effects  of  the  BL  campa�gn  on  the  construct�on  of  a  fan  �dent�ty  and  the 

 fanbase �tself. 

 Throughout  th�s  study,  the  thes�s  seeks  to  expla�n  why  Fenerbahçe  fans  would  donate  money  to 

 the  club,  wh�ch  �s  essent�ally  a  bus�ness,  w�thout  gett�ng  any  tang�ble  returns  for  the�r  gesture. 

 Along  w�th  the  ma�n  research  quest�on,  the  study  also  a�ms  to  d�scover  how  the  club 

 management  has  approached  the  fans  throughout  the  BL  campa�gn  and  through  wh�ch 

 �ntermed�ar�es  they  have  created  an  el�te  d�st�nct�on  w�th�n  the  club.  These  quest�ons  focus  on  the 

 act�ons  of  the  club  management  and  the  approach  of  the  fans  throughout  the  BL  campa�gn.  There 

 can  be  several  answers  to  these  quest�ons,  therefore  the  thes�s  tr�es  to  focus  on  the  case  of  the  BL 

 campa�gn  to  �dent�fy  Fenerbahçe  adm�n�strat�on  management  of  the  campa�gn  and  �ts  fans  as  a 

 model to better understand the problem . 

 Through  the  research  quest�on  and  sub-quest�ons,  I  try  to  g�ve  a  w�der  approach  to  my  research. 
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 The  quest�ons  address  the  dynam�cs  between  the  BL  campa�gn  part�c�pants  and  club 

 management’s  approach.  These  quest�ons  also  led  to  the  narrat�ons  of  the  Fenerbahçe  Club  about 

 the  BL  campa�gn.  The  study  outl�nes  var�ous  dynam�cs  of  Turk�sh  football  �n  general  and  of 

 Fenerbahçe  (FB)  more  spec�f�cally,  as  well  as  prov�d�ng  some  background  throughout  the 

 �ntroduct�on  sect�on.  The  example  of  the  BL  campa�gn  �s  one  result  of  that  complex  process  for 

 FB.  Espec�ally  when  campa�gn  management  �s  taken  �nto  account,  �t  �s  clear  that  the  BL 

 campa�gn  has  emerged  as  a  result  of  a  complex  relat�onsh�p  between  the  fans,  adm�n�strators, 

 football  pol�c�es  �n  Turkey  and  other  �nst�tut�onal  and  state-related  aspects.  Hence,  there  �s  an 

 el�te perspect�ve as well. 

 Therefore,  th�s  work  also  str�ves  to  analyze  th�s  process  �n  terms  of  d�fferent  concepts,  methods, 

 and  theor�es  der�ved  from  the  conducted  l�terature  rev�ew.  There  are  many  �mportant  concepts 

 that  are  cruc�al  to  cons�der  and  study  such  as  global�zat�on,  fandom  vs.  post-fandom,  and  �ts 

 relat�onsh�p  w�th  the  el�te  theory.  The  methodology  of  th�s  work  �ncludes  case  stud�es,  data 

 analys�s  of  onl�ne  forums,  and  sem�-structured  �nterv�ews  w�th  some  donors.  The  BL  campa�gn 

 and  �ts  effects,  as  well  as  the  results  of  the  part�c�pant  study  I  have  conducted,  are  d�scussed,  and 

 analyzed  from  the  perspect�ve  of  the  el�te  theory.  The  f�nd�ngs  of  th�s  thes�s  should  be  cons�dered 

 w�th�n  the  scope  of  how  el�te  dynam�cs  and  fan  act�ons  lead  us  to  understand  the  pos�t�onal�t�es 

 of  the  el�tes  and  how  these  el�tes’  dec�s�ons  affect  other  �nd�v�duals  w�th�n  the  context  of  the  BL 

 campa�gn as a fandom. 
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 1. Key Concepts and Perspect�ves 

 Th�s  sect�on  prov�des  an  explanat�on  of  why  �t  �s  �mportant  to  understand  the  concept  of  fandom 

 and  how  the  mean�ng  of  fandom  reflects  the  relat�onal  dynam�cs  �n  both  soc�al  �nst�tut�ons  and 

 the  global�zat�on  process  �n  the  realm  of  constant  soc�al  transformat�ons.  It  w�ll  also  look  �nto 

 how,  w�th�n  the  context  of  football  fandom,  �ts  pract�cal  changes  and  �ts  organ�c  relat�onsh�p  w�th 

 �nternat�onal transformat�ons, comb�ned w�th the presence of el�te perspect�ves. 

 1.1 Mean�ng of Fandom 

 Cambr�dge  D�ct�onary  (n.d.)  def�nes  ‘fan’  as  someone  who  adm�res  and  supports  a  person,  sport, 

 sports  team,  etc.  Fandom,  �n  turn,  refers  to  the  state  of  be�ng  a  fan  of  someone  or  someth�ng, 

 espec�ally  a  very  enthus�ast�c  one.  These  def�n�t�ons  �nd�cate  that  fans  and  fandoms  can  be 

 �nterpreted  �n  many  f�elds  and  landscapes  comb�ned  w�th  subject�ve  perspect�ves  and  hab�ts.  The 

 subject�ve  perspect�ves  and  hab�ts  are  the  result  of  some  soc�al  and  �ntersubject�ve  relat�ons 

 among  many  ent�t�es  such  as  what  we  see  �n  pop-culture,  world-cup  games,  some  pr�vate 

 football,  and  basketball  compet�t�ons,  etc.  Thomas  Luckmann  (2008:  281)  wr�tes,  “Soc�al  stocks 

 of  knowledge  do  not  ar�se  from  noth�ng:  they  are  bu�lt  up  �n  long  cha�ns  of  commun�cat�ve  soc�al 

 �nteract�on  that  cons�sts  of  coord�nated,  synchron�zed  �nd�v�dual  act�on.  Ind�v�dual  act�on,  �n  �ts 

 turn,  presupposes  �ntent�onal  act�v�t�es  whose  mean�ng  �s  essent�ally  der�ved  from  soc�al  stocks 

 of  knowledge”.  It  �s  �mportant  to  regard  fandom  as  a  culm�nat�on  of  a  strong  �nd�v�dual  and 

 group �dent�ty. 

 1.2 Relat�onal Approaches to Fandom 

 Becom�ng  a  fan  and  construct�on  of  fandom  has  some  correlated  pract�cal  aspects  to  �t  as  well. 
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 These  pract�cal  aspects  of  fandom  are  always  well-s�tuated  w�th�n  soc�al  aspects.  That  �s  why  the 

 collect�ve  s�de  of  football  should  be  cons�dered  together  w�th  group  relat�ons  and  �deals.  Such 

 �deals  and  relat�ons  reflect  collect�ve  a�ms  and  goals  as  well.  All  these  can  be  used  as  a  pol�t�cal 

 agenda  (Clevand,  Do�dge,  M�llward  &  W�ddop,  2018:  3).  Th�s  pol�t�c�zat�on  �nvolves  var�ous 

 ent�t�es  such  as  players,  coaches,  owners,  fans,  adm�n�strators,  journal�sts,  etc.  and  such 

 �nvolvements  bu�lt  new  soc�al  worlds  and  cultural  backgrounds  (Clevand,  Do�dge,  M�llward  & 

 W�ddop, 2018: 3). 

 In  the  context  of  th�s  landscape,  N�ck  Crossley’s  relat�onal  soc�ology  and  �ts  f�nd�ngs  have  an 

 �nfluent�al  role  �n  the  �dent�t�es  of  the  fans  and  the�r  �mpacts  on  other  fans.  He  a�ms  to  capture 

 d�fferent  relat�ons  and  the�r  var�ous  outcomes.  For  example,  Crossley  (2011:  42)  po�nts  out  that 

 “there  are  no  �nteract�ons,  relat�ons,  or  networks  w�thout  actors,  but  actors  take  shape  w�th�n 

 those  �nteract�ons  etc.  �n  a  constant  process  of  format�on  or  becom�ng”.  Th�s  process  of 

 becom�ng  should  be  �nterpreted  w�th�n  soc�al  actors  and  the�r  relat�onal  approaches  w�th  other 

 un�ts.  Because  of  th�s,  fans  took  upon  an  �mportant  role  w�th�n  the  football  env�ronment  and  �ts 

 fandom  pract�ces.  W�th  the�r  s�tuated  pos�t�on,  the  act  became  more  understandable  and 

 pol�t�cally  accepted  w�th�n  �ts  own  context.  The  BL  campa�gn  and  �ts  donors'  relat�on  w�th  club 

 adm�n�strators,  should  be  stud�ed  soc�olog�cally  to  understand  them  better.  “Exper�ence  �s  a  key 

 concept  regard�ng  the  l�nk  between  �dent�ty  as  an  �nd�v�dual  �ssue  and  �dent�ty  as  a  soc�al-cultural 

 �ssue.”  (Porat,  2010:  278).  There  are  var�ous  other  dynam�cs  that  m�ght  affect  th�s  �dent�ty  as 

 well.  Therefore,  the  att�tudes  of  the  fans  towards  the  fandom  have  been  �n  constant  �nteract�on 

 w�th other soc�olog�cal, subject relat�onal, and pol�t�cal relat�ons. 

 The  fandom  pract�ces,  for  example,  have  changed  over  t�me,  espec�ally  �n  the  era  of 

 new-campa�gns  or  act�v�t�es.  The  fans  themselves  �nternal�zed  these  changes,  alter�ng  the�r 
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 �dent�ty  and  pract�ces  �n  the  process.  The  fandom  exper�ence  could  be  cons�dered  an  �nternal 

 pract�ce  that  also  had  an  external  aspect  to  �t.  So,  there  �s  not  one  �dent�ty  that  can  be  cons�dered 

 as  a  un�que  organ�c  pos�t�on.  “[...]  �dent�ty  �s  usually  a  mundane  exper�ence  w�th  certa�n  soc�al 

 categor�es  such  as  ethn�c  group,  class,  nat�on,  gender,  or  allegedly  also  a  more  marg�nal  category 

 such  as  a  football  club.”  (Porat,  2010:  279).  Wh�le  we  cons�der  fans  and  the�r  �dent�ty,  we  also 

 have  to  cons�der  the  construct�ve  role  of  the  fandom  and  �ts  �mportant  �nstrumental  role  �n  fan 

 exper�ences  and  relat�onsh�ps  w�th  new-campa�gns  or  act�v�t�es.  The  �dent�ty  �s  embod�ed  �n  the 

 fan’s  l�fe,  mak�ng  fandom  a  way  of  l�fe  rather  than  mere  pract�ce.  (Porat,  2010:  287)  Through 

 complex  relat�onsh�ps  between  the  fans  and  other  ent�t�es,  fans  construct  the�r  fandom  �n  an 

 exper�mental way. 

 1.3 Football and Global�zat�on 

 1.3.1 General H�story of Football 

 The  true  or�g�ns  of  football  are  subject  to  debate,  but  �t  �s  poss�ble  to  trace  the  r�se  of  football  as  a 

 modern  ent�ty  to  17th  century  England.  The  comb�ned  forces  of  �ndustr�al�sm,  the  emergence  of 

 the  labor  class,  and  the  modern  m�ddle-class  culture  gave  r�se  to  the  popular�ty  of  football.  The 

 enl�ghtened  m�ddle  class,  str�v�ng  to  create  new  soc�al  and  cultural  values  of  rat�onal�sm,  used 

 football  to  express  the�r  �deals.  (Sandvoss,  2003:  5)  Football  �n  the  modern  sense,  as  a  rule-based 

 game, p�cked up speed and popular�ty, as modern �ndustr�al l�fe became prevalent. 

 The  emergence  of  new  technolog�es  also  helped  football  become  even  more  popular  �n  the  20  th 

 century.  The  development  of  new  commun�cat�on  technolog�es  l�ke  telev�s�on  and  rad�o  allowed 

 results  of  the  games  to  be  broadcast  �nstantly  over  vast  d�stances,  boost�ng  the  spread  of  football 

 culture  as  a  modern  �ndustry  transnat�onally.  (Sandvoss,  2003:  7)  Sandvoss  (2003:  9)  states  that 
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 the  soc�al,  cultural,  and  econom�c  prem�ses  of  the  r�se  of  telev�s�on  were  �nterrelated  w�th  those 

 of  the  r�se  of  modern  football.  Football,  therefore,  became  an  �mportant  f�gure  of  rat�onal, 

 �ndustr�al,  and  modern  l�fe.  The  emergence  of  Ford�sm,  suburban�zat�on,  and  mass  consumpt�on 

 allowed  both  telev�s�on  and  football  to  be  fully  and  f�rmly  �ntegrated  �nto  the  everyday  l�fe  of 

 m�ll�ons  of  people.  (Sandvoss,  2003:  9).  Th�s  ensured  that  the  football  fandom  and  �ts  effects  on 

 soc�ety were deeply assoc�ated w�th these not�ons comb�ned w�th �ndustr�al relat�ons. 

 1.3.2 M�llenn�al Blues 

 In  h�s  book  t�tled  Post-Fandom  and  the  M�llenn�al  Blues  ,  Steve  Redhead  d�scusses  the  concepts 

 of  fan  and  fandom.  He  cr�t�cally  and  analyt�cally  explores  the  not�ons  and  evaluates  them  �n  the 

 context  of  football  from  soc�olog�cal,  pol�t�cal,  and  f�nanc�al  po�nts  of  v�ew.  As  d�g�tal�zat�on 

 takes  over  the  world,  d�fferent  pract�ces  also  step  away  from  be�ng  a  str�ctly  nat�onal  exper�ence. 

 The  effects  of  el�tes  are  v�s�ble  �n  fandom  cultures  as  well.  In  football  fandom,  for  example,  �t  �s 

 poss�ble  to  exper�ence  the  effects  of  the  transformat�ons  �n  the  post-1980s  per�od  and  of 

 neol�beral�sm.  Accord�ng  to  Redhead,  th�s  process  �s  v�s�ble  �n  Br�ta�n  through  the  loss  of 

 hool�gan�sm  and  �ts  transformat�on  �n  soc�ety  and  soc�al  relat�ons.  Redhead  (2002:  10)  expla�ns 

 that  �t  was  only  �n  the  late  1980s  that  the  soccer  hool�gan�sm  started  to  d�sappear  even  among 

 self-confessed  (former)  hool�gans.  Th�s  �s  the  perfect  example  to  see  how  fandom  can  rad�cally 

 change over t�me. 

 Redhead’s  cla�ms  about  the  post-fandom  concept  also  show  up  �n  the  changes  w�th�n  the  football 

 fandom.  As  we  progressed  �nto  the  d�g�tal  age,  the  fandom  exper�ence  also  started  to  become 

 more  ‘phys�cally  d�stant’.  Th�s  d�stance-based  fandom  exper�ence  d�d  not  spare  football  fandom 

 e�ther.  “The  trad�t�onal  soccer  culture  of  yesteryear  of  part�c�patory,  largely  male,  fandom  of  the 

 terraces—threatened  by  smaller  all-seater  stad�a,  steeply  r�s�ng  pr�ces  of  adm�ss�on  and  the 
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 embourgeo�sement  of  the  sport—has  effect�vely  transferred  �tself  to  the  already  ex�st�ng  male 

 ‘pub  culture’  wh�ch  �n  large  part  created  �t  �n  the  f�rst  place.”  (Redhead,  2002:  30).  The 

 post-fandom  concept,  therefore,  clearly  reflects  the  new  dynam�cs  of  football  fans  and  the�r 

 �ntersubject�ve  relat�ons  through  the�r  �dent�ty  under  the  �nfluence  of  power  dynam�cs.  Redhead 

 also  ment�ons  hyperreal�ty  �n  h�s  study:  “The  hyperreal�ty  of  telev�sed  sports  culture  �s 

 commonly  taken  as  �nnately  a  ‘bad’  th�ng,  a  development  wh�ch  underm�nes  what  �s  recalled  as 

 ‘real’  soccer,  ‘real’  sport,  ‘real’  culture.”  (Redhead,  2002:  32).  Th�s  expla�ns  why  we  can  see 

 how  football  fandom  exper�ences  these  normat�ve  effects  of  d�stance-based  transformat�on.  The 

 ‘94  World  Cup,  hosted  �n  the  US,  showed  how  deeply  football  and  med�a  were  �ntegrated 

 (Redhead,  2002:  52).  Several  dynam�cs  �nfluenced  th�s  transformat�on  but  through  global�zat�on, 

 the football fandom changed on an �nternat�onal level. 

 2. Conceptual Clar�f�cat�on 

 There  are  some  concepts  that  we  need  to  d�scuss  �n  order  to  understand  the  BL  campa�gn.  In 

 part�cular,  how  the  effects  of  d�g�tal  transformat�on  and  post-modern  culture,  comb�ned  w�th 

 econom�c  consequences,  are  transform�ng  the  fandom  types  also  affects  th�s  transformat�on 

 process  w�th�n  football  .  Cornel  Sandvoss  (2003:  68)  suggests  “the  l�nk  between  a  cap�tal�st 

 (world)  economy,  �ndustr�al�sm  and  the  global�zat�on  of  football  becomes  even  more  ev�dent  �n 

 the  analys�s  of  football  clubs  as  central  un�ts  of  product�on  �n  �nternat�onal  football.”  Through 

 th�s,  football  fandom  depends  even  more  on  consumpt�on.  Th�s  consumpt�on  �dea,  �n  turn,  has 

 started  to  construct  other  f�elds  �n  the  football  �ndustry,  such  as  v�rtual  culture,  advert�sement, 

 f�nanc�al management, etc. (Sandvoss, 2003: 82). 
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 Fandom,  therefore,  should  be  cons�dered  a  flu�d  and  dynam�c  mechan�sm  w�th  roots  �n  var�ous 

 f�elds  and  the  structure  of  football  clubs  and  fans  cannot  be  cons�dered  apart  from  th�s 

 mechan�sm.  It  �s  also  worth  not�ng  that  football  �s  becom�ng  both  more  global  and  more  local  at 

 the  same  t�me:  “Such  forms  of  spat�ally  d�stant  fandom  emerge  both  transnat�onally  and  w�th�n 

 nat�onal  boundar�es.”  (Sandvoss,  2003:  87).  It  �s  �nterest�ng  how  the  BL  campa�gn  formed  �tself 

 as  an  example  of  d�g�tal�zat�on  and  how  �t  attracted  post-fandom  �dent�ty.  The  structure  of 

 campa�gn  dynam�cs  f�nds  �ts  way  under  the  el�te  gu�dance  as  well  .  Through  the  BL  campa�gn, 

 the  club  management  has  led  to  the  emergence  of  another  approach  towards  the  fandom  where 

 fandom  �dent�ty  starts  to  be  measured  through  other  �ntermed�ar�es  such  as  money.  Therefore,  �t 

 �s  �mportant  to  analyze  Fenerbahçe’s  BL  campa�gn  �n  the  context  of  these  newly  formed 

 �nst�tut�onal  relat�ons.  Also,  we  need  to  f�gure  out  how  the  el�te  gu�dance  formed  the  way  of 

 campa�gn through �ntersubject�ve relat�ons. 
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 Chapter 2 – Theory 

 In  th�s  sect�on,  th�s  thes�s  �s  go�ng  to  adopt  the  el�te  theory  �n  order  to  understand  the  parad�gms 

 and  narrat�ves  of  the  BL  campa�gn  and  the  gu�dance  of  el�tes  �n  Fenerbahçe  football.  The  sect�on 

 starts  by  descr�b�ng  the  el�te  theory  and  then  moves  on  to  the  el�tes'  effect  on  fans  w�th�n  the  BL 

 campa�gn  along  w�th  how  the  pol�t�cal  sphere  affects  �t.  The  el�tes’  �mpact  �n  Fenerbahçe’s 

 management  and  how  th�s  el�te  concept  has  become  embedded  �n  the  example  of  the  BL 

 campa�gn  w�ll  be  exam�ned.  Therefore  el�te  theory  leads  us  to  understand  the  campa�gn 

 approaches  and  how  campa�gn  dynam�cs  creates  a  new  k�nd  of  fandom  wh�ch  �s  measurable  w�th 

 money.  The  chapter  concludes  by  explor�ng  the  major  aspects  of  the  BL  campa�gn  and  the  effects 

 of  the  number  of  donat�ons  and  other  dynam�cs  �n  the  club  on  the  general  el�te  conf�gurat�ons  and 

 �deas about el�te theory. 

 1. El�te Theory 

 The  el�te  theory  a�ms  to  clar�fy  �nternally  and  externally  related  power  relat�ons  w�th�n  un�ons 

 and  soc�et�es.  The  theory  also  expla�ns  the  dec�s�on-mak�ng  process  w�th�n  a  un�on.  Before 

 mov�ng  onto  expla�n�ng  the  theory,  �t  �s  cruc�al  to  understand  the  term  ‘el�te’.  Cambr�dge 

 D�ct�onary  (n.d.)  def�nes  ‘el�te’  as  the  r�chest,  most  powerful,  best-educated,  or  best-tra�ned 

 group  �n  soc�ety.  Th�s  means  that  the  el�te  �n  one  soc�ety  can  be  utterly  d�fferent  from  the  el�te  �n 

 another.  “El�tes  are  strat�f�ed,  w�th  central  c�rcles,  execut�ve  cores,  power  cl�ques,  �nner 
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 leadersh�ps, or other ‘el�tes w�th�n el�tes’ d�scern�ble.” (H�gley & Pakulsk�, 2012: 3). 

 Analys�s  us�ng  the  el�te  po�nt  of  v�ew  �s  �mportant  �n  understand�ng  the  larger  p�cture.  “El�te 

 theory  draws  on  the  master  d�st�nct�on  between  el�tes  and  non-el�tes  to  advance  explanatory 

 constructs  that  can  be  assessed  emp�r�cally  for  accuracy  or  at  least  plaus�b�l�ty.”  (H�gley, 

 Pakulsk�:  2012,  7).  Th�s  study  �nvest�gates  the  theory  �n  terms  of  the  power  relat�ons  w�th�n  the 

 soc�ety  and  Fenerbahçe.  The  power  of  the  el�te,  however,  does  not  have  to  be  econom�c,  �t  m�ght 

 be  cultural  sources  or  symbol�c  cap�tal  that  �s  dr�v�ng  the  el�te  power.  Th�s  allows  the  el�tes  to 

 emerge  from  d�fferent  organ�zat�ons  and  movements  (Lopez,  2013:  3).  Espec�ally  w�th  the 

 �mpact  of  the  democrat�zat�on  process  and  of  the  post-cold  war  era,  the  new-el�te  theory  started 

 to  have  an  �nfluent�al  role  �n  soc�ety.  Also  there  are  d�fferent  pol�t�cally  mot�vated  el�tes.  Lopez 

 (2013:  5)  suggests  that  “new  el�t�sts  propose  a  typology  of  el�te  conf�gurat�on:  el�tes  could  be  (a) 

 d�sun�ted,  (b)  consensually  un�ted  or  (c)  �deolog�cally  un�ted.”  As  the  prov�ded  context  and 

 emp�r�cal  ev�dence  became  more  relevant  to  el�t�sm  and  the  el�te  theory  �n  the  larger  sense,  the 

 new-el�te  and  complex  dynam�cs  had  to  allow  plural  explanat�ons  about  el�te  conf�gurat�ons,  so 

 that  there  was  not  one  un�que  el�te  conf�gurat�on  but  several.  One  key  d�mens�on  of  the  el�te 

 theory  has  become  the  �nterdependence  between  the  el�tes  and  non-el�tes  (Lopez,  2013:  8).  The 

 new-el�te  po�nt  of  v�ew,  therefore,  prov�des  us  w�th  a  m�cro-analys�s  process  that  can  also  be 

 used  �n  case  stud�es.  The  BL  campa�gn  shows  that  the  s�tuat�on  of  fans'  dec�s�ons  about  the 

 fund�ng �s also related to the way the el�tes of Fenerbahçe  construct and d�rect the campa�gn. 

 2. Polar�zat�on and El�te Theory �n BL Campa�gn Context 

 The  polar�zat�on  between  the  fans  and  el�tes  �n  the  BL  campa�gn  could  be  expla�ned  w�th  the 
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 el�te  theory,  espec�ally  w�th�n  the  context  of  the  new-el�te  theory.  The  debates  between  the  el�tes 

 and  other  groups  caused  polar�zat�on  among  the  ‘other’  groups  �n  Fenerbahçe  dur�ng  the  process 

 of  the  campa�gn.  Espec�ally  the  adm�n�strat�on  of  the  club  and  the�r  soc�al  power  have  had  an 

 �nfluent�al  effect  on  the  compet�t�on  between  the  fans.  Also  th�s  created  some  h�erarch�es  w�th�n 

 the  fandom  pract�ce.  The  adm�n�strat�ve  leaders  or  el�tes  of  the  Fenerbahçe  have  pos�t�oned 

 themselves  �n  a  polar�zed  way  between  the  relat�ons  among  the  fans.  So,  �n  fact,  there  �s  a  r�valry 

 w�th�n  the  el�te,  and  even  as  a  result  of  th�s  r�valry,  the  BL  campa�gn  emerges,  and  we  can  say 

 that  the  Fenerbahçe  management  �s  do�ng  th�s  consc�ously.  That  also  led  to  the  creat�on  of 

 narrat�ves  for  el�tes  and  gu�ded  el�tes.  For  example,  w�th�n  the  one  example  on  the  pol�t�cal 

 sphere  of  Turkey  prov�des  some  �nformat�ve  �ns�ghts  �nto  understand�ng  th�s  polar�zat�on  as  well. 

 “Ex�st�ng  research  on  Turk�sh  pol�t�cal  part�es  h�ghl�ghts  the  currently  polar�zed  state  of  the 

 Turk�sh  pol�t�cal  el�te,  thus  h�nt�ng  at  the  presence  of  a  pol�t�cal  polar�zat�on  that  enta�ls  a 

 grow�ng  �deolog�cal  and  pol�cy-based  d�stance  between  pol�t�cal  leaders  and  part�es.” 

 (Aydın-Düzg�t  &  Balta,  2018:  2).  That’s  why,  loyalty  to  d�fferent  �nst�tut�ons  and  the�r  vary�ng 

 exper�mental  approaches  created  the  current  dynam�cs  �n  el�te  affects,  wh�ch  �s  based  on 

 polar�zed  and  m�nor�ty-based  �deals.  Also  th�s  effect  has  some  relat�ons  w�th  the  general  pol�t�cal 

 atmosphere.  That’s  why  there  are  a  lot  of  other  dynam�cs  that  affect  the  dec�s�on  of  the  fans 

 wh�ch  are  under  the  effect  of  some  other  m�nor-el�te  rul�ngs.  Pol�t�cs  and  other  soc�al  un�ts  have 

 that  k�nd  of  relat�onsh�p  as  well  .  For  example;  the  example  of  pol�c�es  employed  by  the 

 government  �n  the  post-2002  per�od  d�d  not  help  th�s  polar�zat�on  process  e�ther.  Wh�le  the 

 people  who  d�stance  themselves  from  the  govern�ng  party,  AKP,  feel  that  th�s  polar�zat�on  �s  a 

 press�ng  �ssue  �n  Turkey,  those  who  feel  closer  to  the  government  or  those  who  hold  off�ce  w�th�n 

 the  government  deny  that  Turk�sh  soc�ety  �s  polar�zed.  (Aydın-Düzg�t  &  Balta,  2018:  4)  Pol�t�cal 
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 fram�ng and the role of the el�tes are also major determ�nants of th�s polar�zat�on  as well  . 

 The  determ�nant  �ssues  of  how  pol�t�cal  �ssues  are  framed  and  how  these  frames  affect  the 

 exper�ence  of  the  �nd�v�duals  �n  Turkey  lead  us  to  understand  how  the  el�te’s  dec�s�ons  affect  the 

 non-el�te’s  dec�s�ons  as  well.  “Indeed,  pol�t�cal  frames  can  �nclude  exaggerat�ons  and/or  outr�ght 

 d�stort�ons  of  real�ty,  w�th  these  exaggerat�ons  or  d�stort�ons  rest�ng  on  symbols,  endorsements, 

 and  l�nks  to  part�sansh�p,  �deology,  and  culture.  Th�s  �mpl�es  that  they  can  also  serve  as  tools  of 

 extens�ve  el�te  man�pulat�on.”  (Aydın-Düzg�t  &  Balta,  2018:  9).  Pol�t�cal  polar�zat�on,  however, 

 �s  den�ed  by  government  off�c�als,  who  cla�m  that  what  �s  be�ng  referred  to  as  polar�zat�on  �s 

 s�mply  a  pol�t�cal  react�on  to  a  genu�ne  transformat�on  that  �s,  �n  fact,  help�ng  to  ach�eve  and 

 consol�date  soc�etal  harmony.  (Aydın-Düzg�t  &  Balta,  2018:  14)  Polar�zat�on  leads  to  feel�ngs  of 

 exclus�on  �n  some  members  of  the  soc�ety,  espec�ally  the  ones  that  are  oppos�ng  the  government. 

 As  a  result,  �n  terms  of  the  BL  campa�gn,  there  �s  a  strong  el�te  effect  that  can  be  measured  and 

 these  effects  reflect  the  pol�t�cal  dynam�cs  w�th�n  Turkey  wh�ch  �s  a  cruc�al  reason  for 

 understand�ng the dec�s�ons of the el�tes among the non-el�tes of that un�on. 

 The  relat�onsh�p  between  the  el�te  theory  and  plural  pol�t�cal  dynam�cs  has  an  �nfluent�al  role  �n 

 understand�ng  the  power  relat�ons  w�th�n  these  aspects.  “As  the  c�rcle  of  those  who  dec�de  �s 

 narrowed,  as  the  means  of  dec�s�on  are  central�zed  and  the  consequences  of  dec�s�ons  become 

 enormous,  then  the  course  of  great  events  often  rests  upon  the  dec�s�ons  of  determ�nable  c�rcles.” 

 (M�lls,  1956:  21).  The  polar�zat�on  between  the  el�tes  leads  to  some  m�cro-dec�s�ons  as  well  . 

 These  m�cro-dec�s�ons  and  the�r  relat�onsh�p  w�th  the  �nd�v�duals  should  be  re-conf�gured  w�th�n 

 the  �nst�tut�onal  dynam�cs  and  the�r  relat�on  to  the  el�te  theory.  “The  m�cro-operat�onal  el�te 

 group  �ncludes  both  the  own�ng  and  the  appo�nted  manager�al  el�tes  of  �nd�v�dual  organ�zat�ons 

 and  owners  of  some  smaller  organ�zat�ons.”  (Farazmand,  1999:  344).  The  organ�zat�onal 
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 pos�t�ons  and  the  dec�s�ons  of  the  el�te  can  be  analyzed  together.  The  organ�zat�onal  dec�s�ons 

 and  the�r  backgrounds  make  up  the  el�te’s  po�nt  of  v�ew.  “They  are  the  agents  of  the  strateg�c 

 el�tes  located  at  the  apex  of  modern  organ�zat�ons  �n  government,  corporat�ons,  nonprof�t 

 �nst�tut�ons,  and  pol�t�cal  part�es.”  (Farazmand,  1999:  345).  There  are  var�ous  campa�gns  and 

 exper�ences  that  should  be  f�gured  out  through  the  dec�s�on-mak�ng  processes  of  the  el�tes. 

 Pol�t�cal  polar�zat�on  has  had  a  s�gn�f�cant  �mpact  on  these  processes  as  well  .  Also  the  el�te's 

 dec�s�ons  of  any  �nst�tut�on  have  some  effects  on  the  non-el�tes  of  that  �nst�tut�on  because  the 

 dec�s�ons of fans and supporters have relat�on w�th th�s el�te dynam�c. 

 The  BL  campa�gn  can  be  analyzed  us�ng  the  el�te  theory  wh�ch  �s  based  on  the  �nst�tut�onal 

 context  of  Fenerbahçe.  Start�ng  from  2011,  the  h�stor�cal  pos�t�on  of  Fenerbahçe  changed  �n 

 Turk�sh  football.  The  match-f�x�ng  allegat�ons  �n  2011  had  a  s�gn�f�cant  �mpact  on  the  f�nanc�al 

 management  of  Fenerbahçe.  The  dec�s�ons  of  the  rul�ng  el�te  about  the  allegat�ons  also  h�nt  at  the 

 poss�ble  pol�t�cal  reasons  for  the  prosecut�on.  Accord�ng  to  some  Fenerbahçe  fans,  th�s  case  was 

 also  pol�t�cally  mot�vated.  Espec�ally  dur�ng  the  court  proceed�ngs  �n  2012,  the  derby  game 

 between  Galatasaray  and  Fenerbahçe  changed  the  atmosphere  �n  the  league.  There  was  an 

 altercat�on  between  the  fans  and  the  pol�ce  after  the  game  outs�de  of  the  stad�um.  (Irak,  2014: 

 122)  Dur�ng  th�s  per�od,  a  blog  named  Papazın  Çayırı  (EN.  ‘Father’s  Meadow’,  referr�ng  to  an 

 old  stad�um  �n  Istanbul)  refocused  on  cr�t�cal  art�cles  about  pol�ce  v�olence,  l�nk�ng  th�s  to  other 

 sect�ons  of  Turk�sh  soc�ety.  The  prosecut�ons  pushed  by  the  pol�t�cal  el�tes  and  the�r  pressure  on 

 the  Turk�sh  league  created  a  polar�zed  Fenerbahçe  both  econom�cally  and  soc�ally.  Th�s  led  to 

 Fenerbahçe  creat�ng  a  d�scourse  to  reun�te  and  reconnect  to  �ts  fandom,  us�ng  the  slogan  ‘b�z  b�ze 

 yeter�z’  (EN.  ‘we  have  each  other’  or  ‘all  we  need  �s  each  other’).  Some  el�te  conf�gurat�ons  �n 

 Fenerbahçe  as  an  �nst�tut�on  and  some  pol�t�cal  conf�gurat�ons  �n  Turk�sh  pol�t�cs  led  to  the 
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 creat�on  of  new  relat�ons  and  d�scourses  �n  the  m�ddle  of  the  tens�ons  created  by  th�s  polar�zat�on. 

 BL,  therefore,  should  be  analyzed  �n  th�s  context,  espec�ally  keep�ng  �n  m�nd  how  fandom  has 

 been  reconstructed  as  a  result  of  these  relat�ons  and  tens�on  among  the  el�tes.  That  �s  why  the  BL 

 campa�gn  should  be  analyzed  w�th�n  those  relat�ons,  espec�ally  how  fandom  �s  reconstructed 

 from the po�nt of these relat�ons and tens�ons among the el�tes. 

 Moreover,  el�te  theory  allows  one  to  prov�de  a  better  account  of  how  football,  pol�t�cs,  and  other 

 �mportant  soc�al  un�ts  could  be  conf�gured  �n  relat�on  to  each  other.  It  allows  the  reader  to  see 

 how  some  m�cro-dec�s�ons  of  the  el�tes  lead  to  polar�zat�on,  espec�ally  �n  a  country  l�ke  Turkey, 

 where  h�gh-tens�on  �s  v�s�ble  at  the  macro  level.  These  m�cro-dec�s�ons  taken  by  the  el�tes  have 

 �nfluenced  the  �nst�tut�onal  relat�ons  and  those  who  were  attached  to  these  �nst�tut�ons  suffered 

 the  largest  effects.  W�th�n  the  Fenerbahçe  context,  the  dec�s�ons  regard�ng  the  launch�ng  of  the 

 BL  campa�gn  led  to  the  fans  donat�ng  money  to  show  the�r  fandom  �dent�ty.  The  fandom  �dent�ty 

 and �ts dynam�cs f�nd �ts purpose well under the el�te dec�s�ons and the�r programs. 
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 Chapter 3 – Methodology 

 Th�s  chapter  prov�des  an  account  of  what  qual�tat�ve  analys�s  �s  and  how  �t  relates  to  the  case 

 study.  The  methodology  chapter  tr�es  to  expla�n  how  fans  approached  the  campa�gn  through 

 f�eldwork  and  �ts  content  analys�s  �n  the  BL  Campa�gn  atmosphere  to  understand  my  pr�nc�ples 

 and  var�ables  v�a  d�scourse  analys�s.  The  d�scourses  used  by  donors  allow  me  to  expla�n 

 qual�tat�vely  elaborat�on  to  �ns�ghts  of  the  campa�gn.  Then,  I  beg�n  to  descr�be  my  study  group, 

 the  eth�cal  d�lemmas  of  the  study,  as  well  as  the  preparat�ons  I  have  made  and  the  l�m�tat�ons  I 

 have faced dur�ng th�s research. 

 1. Qual�tat�ve Analys�s and Case Study 

 Qual�tat�ve  research  can  be  conducted  w�th�n  and  across  mult�ple  d�sc�pl�nes,  �nclud�ng 

 educat�on,  soc�ology,  psychology,  and  other  f�elds.  (Saldana,  2011:  4)  Understand�ng  the  soc�al 

 aspects  of  BL  requ�res  one  to  explore  the  var�ous  mot�ves  of  the  campa�gn,  wh�ch  �s  why 

 qual�tat�ve  analys�s  �s  the  most  f�tt�ng  method  to  study  a  mult�tude  of  d�fferent  aspects  through  a 

 var�ety  of  �nterpretat�ons.  The  role  of  an  �nd�v�dual  and  the�r  relat�onsh�p  w�th  the  BL  campa�gn 

 can  reflect  some  aspects  and  �nterpretat�ons  for  qual�tat�ve  analys�s.  “In  qual�tat�ve  research, 

 there  �s  also  a  var�ety  of  genres:  the  usual  cr�ter�a  are  the  part�cular  approach  to  �nqu�ry  and  the 

 representat�on  and  presentat�on  of  the  study.”  (Saldana,  2011:  4).  The  �nd�v�dual  �nterpretat�ons 

 of  BL,  therefore,  could  shed  l�ght  on  d�fferent  aspects  of  the  campa�gn,  wh�ch  would  allow  us  to 
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 understand �ts d�fferent soc�al aspects and �ts relat�on to el�te gu�dance. 

 Upon  careful  cons�derat�on,  I  have  dec�ded  that  my  research  quest�ons  could  be  best  understood 

 through  a  case  study  and  analyzed  through  qual�tat�ve  analys�s  to  ensure  that  “the  �ssue  �s  not 

 explored  through  one  lens  but  rather  a  var�ety  of  lenses  wh�ch  allows  for  mult�ple  facets  of  the 

 phenomenon  to  be  revealed  and  understood.”  (Baxter  &  Jack,  2008:  544).  Conduct�ng  a  case 

 study  also  allows  �nvest�gat�on  of  a  spec�f�c  top�c  but  does  not  l�m�t  one  to  explore  the  �dea 

 through  a  spec�f�c-normat�ve  way.  Case  stud�es  allow  one  to  answer  the  ‘how’s  and  ‘why’s  of  a 

 phenomenon wh�le also tak�ng the context �nto cons�derat�on (Baxter & Jack, 2008: 556). 

 Another  �mportant  aspect  of  a  case  study  �s  that  �t  allows  the  researcher  to  comb�ne  d�fferent 

 methods  so  as  to  �llum�nate  the  case  at  hand  from  d�fferent  angles  (Johansson,  2003:  3). 

 Therefore,  for  case  study,  I  have  contacted  th�rteen  people  who  donated  to  the  BL  campa�gn. 

 Us�ng  the  qual�tat�ve  methods,  I  �dent�f�ed  the  BL  campa�gn  as  a  case  study  to  learn  more  about 

 the  campa�gn  through  f�eldwork.  Thes�s's  ma�n  focus  �n  th�s  study  was  to  f�nd  out  the  mot�ves  of 

 the  donors  and  of  the  campa�gn  �tself  and  where  �s  the  el�te  gu�dance  w�th�n  the  regards  of  the 

 campa�gn.  Understand�ng  the  k�nd  of  �nd�v�duals  who  donated  to  the  campa�gn  and  how  that 

 k�nd  can  be  �dent�f�ed  under  the  un�queness  of  the  campa�gn  was  another  po�nt  of  the  study.  Case 

 stud�es  allow  the  researcher  to  have  a  reasonably  manageable  hol�st�c  project  to  conduct 

 qual�tat�ve  research.  (Saldana,  2011:  8)  The  thes�s  that  analyzes  the  BL  campa�gn  as  a  case  study 

 would  perm�t  a  deeper  understand�ng  of  Fenerbahçe  fans  and  how  the  BL  campa�gn  have 

 transformed �nto a fandom pract�ce. 

 1.1 F�eldwork and Cod�ng 

 Through  f�eldwork,  �t  �s  poss�ble  to  �nvest�gate  the  exper�ence  of  the  fans  regard�ng  the  donat�on 
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 campa�gn  and  the  soc�al  construct�on  of  the  campa�gn  towards  the  fans  as  well  as  �llum�nat�ng 

 the  reasons  the  donors  made  the  dec�s�on  to  donate  to  Fenerbahçe  wh�ch  �s  related  to  el�te 

 d�rect�oned  way.  “F�eldwork/ethnography  �s  perce�ved  as  a  descr�pt�on:  an  account  of  facts  and 

 exper�ences  captured  under  the  label  of  ‘context’,  but  �n  �tself  often  un-  or  under-contextual�zed.” 

 (Blommaert  &  J�e,  2010:  5).  Alongs�de  the  f�eldwork,  the  thes�s  tr�es  to  conduct  sem�-structured 

 �nterv�ews  w�th  th�rteen  part�c�pants  to  get  a  better  �ns�ght  �nto  the  mot�ves  of  the  BL  campa�gn. 

 Us�ng  the  descr�pt�ve/structural  cod�ng  method,  I  was  able  to  analyze  the  �ssue  �n  a 

 comprehens�ve  manner  and  �ts  relat�on  w�th  el�te  gu�dance.  “Structural  Cod�ng  appl�es  a 

 content-based  or  conceptual  phrase  represent�ng  a  top�c  of  �nqu�ry  to  a  segment  of  data  that 

 relates  to  a  spec�f�c  research  quest�on  used  to  frame  the  �nterv�ew  (MacQueen  et  al.,  2008:  124).” 

 (Saldana,  2012:  84).  Wh�le  structural  cod�ng  �s  a  versat�le  tool  that  �s  appropr�ate  for  v�rtually  all 

 qual�tat�ve  stud�es,  �t  �s  espec�ally  useful  for  stud�es  that  feature  mult�ple  part�c�pants  and 

 sem�-structured  data  collect�on  methods.  (Saldana,  2012:  84)  Employ�ng  structural  cod�ng 

 methods,  the  thes�s  can  expand  on  the  narrat�ves  of  the  research  and  descr�pt�vely  analyze  the 

 data  collected  from  the  part�c�pants  and  the  relat�ons  w�th  campa�gn  d�rectors.  That’s  why  there 

 �s strong gu�dance of how the sample ment�ons the structure of the campa�gn. 

 1.2 Sampl�ng 

 Dur�ng  �nterv�ews  and  f�eldwork,  I  mostly  opted  for  part�c�pant  observat�on  methods.  Part�c�pant 

 observat�on  �s  a  un�que  method  where  the  researcher  act�vely  part�c�pates  w�th  people  �n 

 everyday  l�fe  sett�ngs  wh�le  observ�ng  and  collect�ng  �nformat�on.  (Jorgensen,  2015:1).  To 

 understand  the  BL  campa�gn  and  �ts  soc�al  �mpl�cat�ons  as  well  as  �ts  background  related  w�th 

 el�te  theory,  �t  �s  �mportant  to  v�ew  the  perspect�ve  of  the  fans  and  donors.  Part�c�pant  observat�on 
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 �s  often  used  �n  qual�tat�ve  and  ethnograph�c  research  and  f�eldwork.  (Jorgensen,  2015:  2).  It  also 

 allows  the  researcher  to  understand  the  �nd�v�dual  perspect�ve  of  the  part�c�pants.  “Many 

 proponents  of  part�c�pant  observat�on  and  other  qual�tat�ve  methods  eventually  would  reject  the 

 pos�t�v�st�c  goals  of  explanatory  (nomothet�c/em�c)  theor�z�ng  ent�rely  �n  favor  of  �nterpretat�ve 

 (�d�ograph�c/eth�c)  theor�z�ng  as  env�s�oned  from  a  human�st�c  standpo�nt.”  (Jorgensen,  2015:  5). 

 Dur�ng  my  own  f�eldwork,  the  �nd�v�dual  standpo�nts  of  the  part�c�pants  gave  me  valuable  �ns�ght 

 regard�ng  the  campa�gn  and  �ts  soc�al  construct�on  and  human�st�c  standpo�nt.  Iacono,  Brown, 

 and  Holtham  (2009:  45)  suggest  that  the  use  of  self  �n  the  study  allows  the  reader  to  understand 

 how  the  knowledge  has  been  constructed  and  to  better  evaluate  the  research  f�nd�ngs.  The 

 method,  therefore,  perm�ts  a  deta�led  analys�s  of  the  complex  �deas  regard�ng  the  BL  campa�gn 

 as  well  as  a  better  understand�ng  of  the  way  Fenerbahçe  fans  perce�ve  the  campa�gn  as  a  fandom 

 strategy wh�ch �s more understable strategy relat�on w�th el�te dec�s�on. 

 Therefore,  for  the  study,  I  tr�ed  to  f�nd  fans  of  both  Fenerbahçe  and  of  other  Turk�sh  teams  who 

 had  donated  to  the  BL  campa�gn.  Th�s  thes�s  tr�ed  to  �dent�fy  the  mot�vat�ons  of  the  fans  �n 

 donat�ng  and  the�r  expectat�ons  from  the�r  �nvolvement  �n  the  campa�gn.  Above  all,  the  thes�s 

 sought  to  def�ne  and  �nterpret  the  group’s  �dent�ty  and  how  they  measure  the  exper�ence  of 

 fandom by mak�ng a donat�on. 

 Interv�ews  are  an  effect�ve  way  of  c�t�ng  and  document�ng  an  �nd�v�dual’s  perspect�ves,  feel�ngs, 

 op�n�ons,  values,  att�tudes,  and  bel�efs  about  the�r  personal  exper�ences  and  soc�al  world,  �n 

 add�t�on  to  factual  �nformat�on  about  the�r  l�ves.  (Saldana,  2011:  32).  Some  factual 

 �nterpretat�ons  of  the  campa�gn  reflect  how  the  fans  perce�ve  money  and  the  �mportance  they 

 attr�bute  to  the  amount  of  money  they  donate.  In  the  case  of  the  BL  campa�gn,  donat�ng  money 

 was  not  the  only  exper�ence  the  part�c�pants  underwent.  For  some,  other  moral  �mpl�cat�ons  had 
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 an  �mportant  role  �n  the�r  donat�on  l�ke.  These  exper�ences  and  the�r  �ntersubject�ve  l�nks  w�th 

 �nd�v�duals  created  a  conduct  to  the  a�ms  and  strateg�es  of  the  campa�gn.  “Part�cular  stud�es 

 regularly  have  explored  and  �nnovated  w�th  most  of  the  bas�c  steps,  strateg�es,  techn�ques,  and 

 procedures  of  part�c�pant  observat�onal  �nvest�gat�on.”  (Jorgensen,  2015:  11).  The  �nst�tut�onal 

 reflect�on  of  Fenerbahçe  was  revealed  from  the  perspect�ve  of  the  fans  through  BL.  Hence,  the 

 thes�s  a�ms  to  expla�n  the  w�der  �mpl�cat�ons  of  the  approaches  and  the  bel�efs  that  the  BL 

 campa�gn  caused  �n  the  fans  along  w�th  the  �mpact  of  the  campa�gn  on  Turk�sh  football  �n 

 general.  Moreover,  th�s  study  allows  us  to  understand  where  Fenerbahçe  stands  as  an  �nst�tut�on 

 �n  the  eyes  of  �ts  fans  as  well  as  what  the  fans  expect  from  the  club  �n  the  aftermath  of  BL  wh�ch 

 �s d�rected from el�tes. 

 2. Onl�ne Content Analys�s 

 The  onl�ne  content  analys�s  method  allowed  me  to  understand  where  the  BL  campa�gn  stands  �n 

 onl�ne  contexts  and  how  the  campa�gn  �s  constructed  from  the  perspect�ve  of  the  fans.  Saldana 

 (2011:  57)  suggests  that  d�g�tal  culture  produced  new  sources  of  data  for  qual�tat�ve  researchers, 

 wh�ch  the  thes�s  a�ms  to  make  use  of.  The  thes�s  elaborate  some  of  the  most  popular  and 

 �nfluent�al  webs�tes  and  soc�al  med�a  forums  �n  Turkey  for  my  analys�s,  wh�ch  allowed  me  to 

 have  a  better  understand�ng  of  how  the  BL  campa�gn  �s  rece�ved  by  the  commentators  and  how 

 the�r  v�ews  are  reflected  on  the  �nternet  and  �ts  relat�ons  w�th  club  el�tes  w�th�n  a  general 

 perspect�ve. 
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 3. Preparat�on and Encounters 

 Prepar�ng  for  the  �nterv�ews  was  another  �mportant  part  of  my  methodology.  So  as  to  be  able  to 

 ask  relevant  quest�ons,  I  have  conducted  the  BL  campa�gn  research  before  the  �nterv�ews 

 regard�ng  the  ma�n  pr�nc�ples  of  the  campa�gn  and  Fenerbahçe’s  strateg�es  �nclud�ng  how  they 

 publ�c�zed  the  campa�gn  on  the  �nternet  and  on  TV.  I  framed  many  quest�ons  �n  a  way  that  was 

 compl�ant  w�th  the  strateg�es  employed  by  Fenerbahçe  so  as  to  be  able  to  reveal  the  ontolog�cal 

 stance  Fenerbahçe’s  el�te  adopted  w�th�n  the  context  of  the  campa�gn  w�th�n  the  perspect�ves 

 from  the  donors.  As  Saldana  (2012:  2)  reports,  the  research  quest�ons,  methodolog�es,  conceptual 

 frameworks, and f�eldwork parameters should be context spec�f�c. 

 Another  aspect  of  BL  campa�gn  preparat�ons  �ncluded  an  onl�ne  content  analys�s.  Th�s  thes�s 

 analyzed  a  mult�tude  of  comments  and  quest�ons  regard�ng  the  BL  campa�gn  that  was  posted  on 

 the  �nternet  by  var�ous  users.  Analys�s  has  created  a  sub-code  of  my  research  quest�ons  through 

 th�s  process.  Sub-cod�ng  �s  a  useful  method  that  can  be  appl�ed  to  almost  all  qual�tat�ve  stud�es, 

 espec�ally  to  content  analyses  and  stud�es  w�th  mult�ple  part�c�pants.  (Saldana,  2012:  77)  These 

 sub-codes  proved  valuable  to  a  var�ety  of  my  quest�ons.  Sub-cod�ng  �s  �ntended  as  a  cod�ng 

 grammar,  a  way  of  �n�t�ally  deta�l�ng  and  organ�z�ng  data  �nto  prel�m�nary  categor�es, 

 subcategor�es, h�erarch�es, taxonom�es, and �ndexes. (Saldana, 2012:79). 

 I  have  conducted  my  onl�ne  content  analys�s  on  popular  forums  and  soc�al  med�a  platforms, 

 str�v�ng  to  understand  the  perspect�ve  of  my  part�c�pants  and  do�ng  some  compar�son  between 

 the  �n-group  and  out-group  conf�gurat�ons  and  how  �t  was  framed  from  the  Fenerbahce’s  el�te. 

 Th�s  analys�s  �nd�cated  that  some  group  �dent�ty  measures  prov�ded  a  construct�ve  role  to 

 Fenerbahçe  fans  more  than  the  other  teams’  fans.  Analys�s  formulated  the  quest�ons  to 
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 understand  the�r  v�ews  on  Fenerbahçe  so  as  to  understand  �f  there  was  any  l�nk  between  feel�ngs 

 of  sympathy  for  Fenerbahçe  and  donat�ng  to  BL.  Through  many  quest�ons,  the  thes�s  a�med  to 

 d�scern the�r exper�ence �n an ontolog�cal manner of both fans and Fenerbahçe’s el�te. 

 There  ex�st  f�nd�ngs  that  show  there  �s  a  l�nk  between  feel�ngs  of  group  �dent�ty  and  donat�on  to  a 

 campa�gn  l�ke  BL.  There  are  quest�ons  that  were,  therefore,  d�rected  to  �dent�fy  th�s  l�nk  between 

 the�r  �dent�ty  and  the  campa�gn  �tself.  The  analys�s  gu�ded  and  worded  the  quest�ons  �n  a  way 

 that  was  easy  to  understand  and  clear  for  the  part�c�pants  wh�le  prov�d�ng  me  w�th  the  valuable 

 �nformat�on  for  the  theory  I  was  seek�ng.  The  �nformat�on  that  methods  get  from  var�ables  led  me 

 to  understand  the  role  of  el�te  theory  w�th�n  the  context  of  Fenerbahçe’s  management,  wh�ch  �n 

 turn  allowed  me  to  understand  the  cod�ng  way  w�th�n  the  context  of  BL  campa�gn.  The  el�te’s 

 roles  were  ev�dent  w�th�n  the  soc�al,  pol�t�cal,  and  dec�s�on-mak�ng  process.  That  �s  why,  the 

 cod�ng  used  �n  the  analys�s  part  was  attached  to  the  emot�ons  and  pos�t�ons  of  the  �nd�v�duals 

 and how the �nd�v�dual dec�s�ons have some parallel�sm w�th campa�gn des�gners. 

 3.1 Eth�cal Cons�derat�ons 

 Wh�le  conduct�ng  a  qual�tat�ve  study,  �t  �s  essent�al  to  be  m�ndful  of  some  eth�cal  concerns  as  the 

 research  w�ll  �nclude  and  employ  human  part�c�pants.  Not  only  the  data  collect�on  but  also  the 

 data  analys�s  must  be  compl�ant  w�th  the  eth�cal  gu�del�nes  to  ensure  the  pr�vacy  concerns  of  the 

 part�c�pants.  As  a  researcher,  I  d�d  my  best  to  respect  the  subject�v�ty  and  �nd�v�dual�ty  of  the 

 part�c�pants  �n  my  study.  Munhall  (1988:  150)  states  “Natural�st�c,  d�rect  �nvolvement  and 

 part�c�pat�on  w�th  people  necess�tates  acknowledg�ng  the  subject�ve  nature  and  act�v�ty  of  the 

 researcher  as  the  ma�n  ‘tool’  of  research.”.  Th�s  �s  why,  �n  the  analys�s  part  of  the  thes�s,  �t  �s 

 taken  �nto  cons�derat�on  that  there  are  �nterpretat�ons  of  the  part�c�pants  that  reflect  the  wr�ter's 
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 pos�t�on and stance. 

 The  thes�s  ensured  the  anonym�ty  and  pr�vacy  of  the  part�c�pants  �n  the  study.  Before  start�ng, 

 quest�ons  and  mot�ves  expla�ned  to  the  part�c�pants  what  the  object�ves  of  the  research  are  and 

 how  the  collected  data  w�ll  be  used.  Verbally  �nformat�on  g�ves  them  that  they  can,  at  any  po�nt 

 dur�ng  the  �nterv�ews,  dec�de  to  stop  the  �nterv�ew.  Dur�ng  the  �nterv�ew,  �t  was  also  planned  to 

 ensure  that  all  of  the  part�c�pants  were  above  the  age  of  18.  Due  to  the  extreme  c�rcumstances 

 surround�ng  the  COVID-19  pandem�c,  part�c�pants  made  sure  to  follow  the  soc�al  d�stanc�ng 

 rules  suggested  by  WHO,  ma�nta�n�ng  at  least  one-meter  (3  feet)  d�stance  between  themselves 

 and  me  (WHO,  2019).  I  also  prov�ded  the  part�c�pants  w�th  the  opt�on  to  conduct  the  �nterv�ew 

 onl�ne  rather  than  face-to-face  to  ensure  the  safety  of  all  �nvolved  part�es.  Th�s  reflects  my 

 attent�on  to  current  events  and  reflex�ve  methodology  about  the  collected  data.  Analys�s  w�ll 

 d�scuss the a�ms of th�s study from the perspect�ves of the part�c�pants. 

 3.2 L�m�tat�ons 

 Dur�ng  the  research  process,  there  were  var�ous  l�m�tat�ons  wh�le  I  was  analyz�ng  the  data.  One 

 of  these  problems  was  �n  the  qual�tat�ve  analys�s  pract�ces  used  �n  th�s  thes�s.  The  nature  of 

 conduct�ng  a  case  study  br�ngs  about  problems  regard�ng  the  framework  that  �s  be�ng  appl�ed. 

 Case  stud�es  m�ght  make  �t  so  that  only  one  perspect�ve  �s  v�s�ble  �n  the  research,  reveal�ng  a 

 narrow  construct�on.  Com�ng  up  w�th  general�zat�ons  about  the  perspect�ves  of  a  commun�ty 

 m�ght  also  prove  problemat�c  �n  the  grand  scheme  of  th�ngs,  as  well  as  my  own  perspect�ve 

 affect�ng  the  results.  Wh�le  qual�tat�ve  research  has  �ts  many  advantages,  as  �s  the  case  for  any 

 other  method,  �t  has  �ts  shortcom�ngs  just  as  well.  The  researcher  be�ng  both  the  subject  and  the 

 object  of  the�r  research  �n  qual�tat�ve  analys�s  becomes  problemat�c  as  they  are  l�m�ted  by  the�r 
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 knowledge  and  �ns�ght,  mak�ng  m�stakes  unavo�dable.  (Far�a,  Almed�a  &  Que�ros,  2017:  370; 

 K�ng,  Keohane  &  Verba,  1994:  9).  The  var�able  data,  l�m�tat�ons  of  �nformat�on  and  the  l�m�ts  of 

 the explanat�on can be d�sadvantageous for my research. 

 Another  poss�ble  l�m�tat�on  of  the  study  m�ght  stem  from  the  use  of  the  part�c�pant  observat�on 

 method.  Us�ng  th�s  method  means  that  the  part�c�pants  w�ll  be  observed  v�a  the  researcher’s  lens 

 and  f�lter  and  �t  �s  not  poss�ble  to  �nfer  what  may  be  go�ng  through  part�c�pants’  m�nds  as  the 

 researcher  observes  them.  (Saldana,  2011:  76)  Th�s,  unfortunately,  means  that  there  m�ght  be 

 other  aspects  to  the  subject  that  are  not  touched  upon  the  research  process.  Moreover,  wh�le  BL 

 started  �n  2018,  �t  �s  st�ll  ongo�ng  and  �ts  full  �mpl�cat�ons  and  consequences  m�ght  not  be  v�s�ble 

 at  th�s  t�me,  requ�r�ng  further  research  to  evaluate  �ts  full  �mpl�cat�ons  �n  the  future  after  the 

 campa�gn  �s  concluded.  The  relevance  of  the  research  could  change  over  t�me  as  the  campa�gn  �s 

 wrapped  up.  It  �s  also  worth  not�ng  that  the  l�terature  on  th�s  spec�f�c  subject,  pol�t�c�zat�on  �n 

 Turk�sh  football  el�tes,  �s  rather  l�m�ted.  All  these  problems  proved  challeng�ng  to  the  research 

 espec�ally  w�th�n  an  anthropolog�cal  sense,  as  there  are  s�mply  not  enough  resources  to  rely  on  �n 

 the research. 

 4. Part�c�pants 

 In the thes�s,  the op�n�ons of ten part�c�pants, aged between  19 and 73, n�ne of whom were 

 Fenerbahçe fans,  about the BL campa�gn were collected. They have also pos�t�oned themselves 

 for the structure of the campa�gn. Table 1. summar�zes the part�c�pants. 

 Table 1. Study Part�c�pants 
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 The l�st of part�c�pants’ age and fan status are l�sted �n the table. 
 Part�c�pant  Age  Fenerbahçe Fan 
 A  48  YES 
 B  55  YES 
 C  54  YES 
 D  23  YES 
 E  19  YES 
 F  73  YES 
 G  22  NO 
 H  21  YES 
 I  30  YES 
 J  37  YES 
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 Chapter 4 – Analys�s 

 1. Analys�s 

 In  th�s  chapter,  the  thes�s  �s  go�ng  to  expla�n  the  perspect�ves  of  the  �nd�v�dual 

 part�c�pants,  onl�ne  forum  comments,  and  how  they  def�ne  the�r  own  part�c�pat�on  and 

 non-part�c�pat�on  of  the  BL  campa�gn.  Before  go�ng  �nto  that,  however,  the  thes�s  w�ll 

 explore  the  relat�onsh�p  between  the  part�c�pants  and  �nst�tut�onal  management.  The 

 analys�s,  therefore,  w�ll  not  only  cover  the  part�c�pant  data  but  also  the  relat�onsh�p 

 between the fans and Fenerbahçe as the organ�zer of the campa�gn. 

 The  a�m  of  the  research  �s  to  expla�n  the  establ�shment  of  the  fans’  roles  and  how  fandom 

 �s  created  �n  the  �nst�tut�onal  realm.  A  soc�ety  �s  made  up  of  humans  who  create  systems 

 and  convent�ons  to  gu�de  the  behav�or  and  act�ons  of  others  (Cleland,  Do�dge,  M�llward 

 &  W�ddop,  2018:  4).  W�th�n  the  framework  of  football  fandom,  the  relat�onsh�p  between 

 the  fans  and  the  �nst�tut�on  has  had  a  construct�ve  role.  “The  var�ety  of  soc�al  actors  �n  the 

 soc�al  worlds  shap�ng  football  means  there  are  many  networks  that  pattern  soc�al 

 relat�onsh�ps.”  (Cleland,  Do�dge,  M�llward  &  W�ddop,  2018:  5).  Therefore,  the 

 �nst�tut�onal  role  played  by  the  campa�gn  should  not  be  underest�mated,  wh�ch  �s  why  I 

 w�ll  not  just  focus  on  the  part�c�pants’  v�ewpo�nt  but  also  on  the  campa�gn  �tself  and  how 

 Fenerbahçe  SC  adm�n�strat�on  uses  �nst�tut�onal  d�scourses  and  management  to  have  an 

 �nfluent�al effect on the perspect�ves of the fans wh�ch �s related w�th the�r el�te pos�t�on. 
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 As  Fenerbahçe’s  el�te  constructed  the  BL  campa�gn  not  only  for  f�nanc�al  reasons  but  also 

 to  be  able  to  �nfluence  the  fandom  pract�ces,  that  leads  to  analyz�ng  the  campa�gn  from 

 the  perspect�ve  of  the  football  club  as  well.  In  the  analys�s  chapter,  onl�ne  content 

 analys�s  was  ut�l�zed  by  exam�n�ng  the  comments  on  the  BL  campa�gn  on  Fenerbahçe’s 

 off�c�al  webs�tes,  off�c�al  soc�al  med�a  accounts,  and  the  personal  soc�al  med�a  accounts 

 of  the  managers.  The  donors’  v�ews  had  an  �nfluent�al  role  �n  form�ng  the  relat�onsh�p 

 between  the  fans  and  the  club.  The  �ntersubject�ve  d�lemmas  were  v�s�ble  from  the 

 perspect�ve  of  the  �nd�v�duals.  Football  fandom  �s  a  collect�ve  behav�or  and  �t  const�tutes 

 a  network  of  fans.  (Cleland,  Do�dge,  M�llward  &  W�ddop,  2018:  48).  Fans’  �nterpretat�on 

 of  the  campa�gn,  therefore,  reflects  the  soc�al  aspects  of  �t,  wh�ch  �s  the  campa�gn 

 format�on, led by the Fenerbahçe’s el�te. 

 For  th�s  reason,  the  thes�s  w�ll  analyze  the  campa�gn  through  the  perspect�ve  of  the 

 part�c�pants,  comb�ned  w�th  the  approaches  of  the  football  clubs  el�tes  or  management 

 and  the�r  strateg�es.  The  organ�c  l�nk  between  the  part�c�pants  and  the  club's  el�te  w�ll  be 

 reflected  �n  th�s  strategy  as  well.  The  connect�ons  between  the  fans  and  the  clubs  are 

 more  �mportant  than  just  ‘matter�ng’  �n  the  soc�al  worlds  that  �nvolve  the  consumpt�on 

 and  product�on  of  football  (Cleland,  Do�dge,  M�llward  &  W�ddop,  2018:  189).  Therefore, 

 the  perspect�ve  of  the  fans  and  how  the�r  connect�on  w�th  el�tes  of  the  club  to  each  other 

 v�a the campa�gn �s essent�al �n the analys�s. 

 1.1 The Dr�v�ng Factors (and the Strategy) Beh�nd the BL Campa�gn 

 There  are  some  structural  cond�t�ons  that  �nfluence  how  Fenerbahçe’s  el�te  managed  the 

 BL  campa�gn  and  these  cond�t�ons  should  be  �nvest�gated  to  see  the�r  �mpact  on 
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 Fenerbahçe’s  surv�val.  Therefore,  �t  �s  �mportant  to  �nspect  the  campa�gn  page  on 

 Fenerbahçe’s  off�c�al  webs�te,  read�ng  through  the  frequently  asked  quest�ons  page. 

 Informat�on  prov�ded  by  the  club  on  the  web  page  �nforms  the  readers  that  Fenerbahçe 

 was  faced  w�th  grave  f�nanc�al  problems.  These  problems  were  off�c�ally  announced  �n 

 2018  after  the  elect�on  of  the  new  pres�dent,  Al�  Koç.  The  newly  elected  pres�dent 

 revealed  the  huge  debt  after  prom�s�ng  transparent  f�nanc�al  pol�c�es  w�th�n  the  club.  In  a 

 press  conference  on  the  28  th  of  July  2018,  he  stated  that  transparency  and  f�nanc�al 

 accountab�l�ty  were  the  ma�n  pr�nc�ples  of  the  club  and  stated  that  he  welcomed  cr�t�c�sm 

 to  ensure  a  better  future  for  the  club.  Koç  �ns�sted  on  h�s  des�re  to  create  strong 

 �nst�tut�onal  management  for  Fenerbahçe  through  f�nanc�al  transparency  and  eff�c�ent 

 management. (f�nansgundem.com, 2018). 

 Some  restr�ct�ons  �mposed  by  the  Internat�onal  Football  Assoc�at�ons  m�ght  put 

 Fenerbahçe  �n  a  t�ght  spot  �n  terms  of  f�nanc�al  management  and  �ts  �nvolvement  �n  future 

 cups.  The  FAQ  on  Fenerbahçe’s  webs�te,  therefore,  ment�ons  the  sanct�ons  �mposed  by 

 the  UEFA  on  the  club.  “Involvement  �n  UEFA’s  World  Cups  are  essent�al  not  only  for 

 f�nanc�al  reasons  but  also  for  �ts  soc�al  �mpl�cat�ons  on  the  sports  culture.” 

 (Fenerbahçe.org,  n.d.)  It  �s  obv�ous  from  th�s  statement  that  the  Fenerbahçe’s 

 management  wants  to  be  able  to  jo�n  the  future  European  cups.  The  statement  also 

 �mpl�es  that  Fenerbahçe’s  �dent�ty  �s  not  l�m�ted  to  Turk�sh  football  but  also  has  roots  �n 

 the  European  Football  landscape  as  well.  Putt�ng  th�s  statement  on  the�r  webs�te  �s  a 

 strateg�c  step  from  the  Fenerbahçe  management  �n  try�ng  to  �ncrease  the  popular�ty  of  the 

 campa�gn  by  ‘play�ng  the  UEFA  card’  w�th  the�r  fans.  The  compet�t�on  �n  UEFA  cups  has 

 an  �mportant  role  �n  ga�n�ng  popular�ty  and  f�nanc�al  support  for  the  football  clubs. 
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 Fenerbahçe’s  des�re  to  establ�sh  transparent  f�nanc�al  management  through  BL  prov�ded 

 the  fans  w�th  an  organ�c  relat�onsh�p  w�th  the  club.  The  club  pa�nted  the  campa�gn  as  the 

 future of the club and as a fandom pract�ce. 

 Other  statements  �n  the  FAQ  content  refer  to  the  un�queness  of  the  campa�gn  as  well  as 

 the  �mperat�veness  of  work�ng  together  to  ensure  the  future  success  of  ‘the  Fenerbahçe 

 youth  and  k�ds’.  (Fenerbahçe.org,  n.d.)  Th�s  statement  h�ghl�ghts  the  communal  and 

 soc�al  aspects  of  the  campa�gn,  stress�ng  the  group  �dent�ty.  As  Blackshaw  (2008:  336) 

 states,  the  football  commun�ty  �s  ‘an  agreement  of  cultural  �dent�ty,  compan�onsh�p,  and 

 breath�ng  space,  one  of  the  most  �nt�mate  th�ngs  perm�ss�ble  �n  a  modern  publ�c  space’. 

 The  v�ctor�es  and  success  of  Fenerbahçe  are  therefore  enjoyed  by  the  fans  through  the�r 

 strong  group  �dent�t�es.  The  football  clubs  prov�de  a  reference  po�nt  for  the  support 

 �dent�ty �n an otherw�se fast-chang�ng and unstable env�ronment (Kennedy, 2012: 312). 

 Fenerbahçe’s  el�tes  expected  to  rece�ve  good  results  from  the  BL  campa�gn  because  the 

 future  success  of  the  club  would  prov�de  econom�c  success  as  well.  Th�s  �s  also  why  the 

 �nvolvement  w�th  the  European  cups  �s  cruc�al  for  the  future  of  the  club.  Berument  and 

 Yucel  (2005:  843)  report:  “Perform�ng  a  transfer  funct�on  analys�s  on  our  data  set,  we 

 reveal  pos�t�ve  feedback  from  Fenerbahçe  success  to  econom�c  performance  such  that  the 

 monthly  �ndustr�al  growth  rate  �ncreases  by  0.26%  w�th  the  number  of  games  won  by 

 Fenerbahçe  �n  European  cups,  regardless  of  where  the  game  �s  played.”  All  these 

 var�ables  comb�ned  make  �t  eas�er  to  understand  the  dr�v�ng  factors  beh�nd  the  BL 

 campa�gn  for  Fenerbahçe  el�tes.  Fenerbahçe  el�tes  also  made  use  of  th�s  campa�gn  to 

 ‘reach’ d�fferent parts of the fanbase and to un�te the fans towards a common goal. 
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 Another  expectat�on  of  the  club  management  el�tes  was  to  �ncrease  the  popular�ty  and 

 �dent�f�ab�l�ty  of  the  club  through  the  campa�gn.  A  slogan  long  used  by  the  club,  ‘Long 

 l�ve  Fenerbahçe’  makes  these  a�ms  clearer.  The  slogan,  often  assoc�ated  w�th  the  phrase 

 ‘Fenerbahçe  Republ�c’,  shows  that  the  fans  see  the  club  and  the  team  as  a  symbol  of  a 

 long-l�ved  sports  �nst�tut�on  and  supporters’  strong  loyalty  to  �t.  (Berument  &  Yucel, 

 2005:  843)  The  BL  campa�gn,  however,  challenged  th�s  �dea  and  made  �t  so  that  the  fans 

 now  had  to  show  the�r  loyalty  by  donat�ng  money  wh�ch  �s  measurable  through  the  l�m�ts 

 of money. 

 The  last  statement  on  the  FAQ  content  was  focused  on  the  susta�nab�l�ty  of  the  campa�gn. 

 The  club  states  that  what  �s  �mportant  �n  th�s  f�nanc�al  a�d  campa�gn  �s  not  how  much  one 

 donates  but  the  cont�nuous  support  from  a  large  number  of  fans.  (Fenerbahçe.org,  n.d.) 

 Th�s  remark  was  part  of  the  strategy  to  max�m�ze  donat�ons  and  to  reach  the  max�mum 

 number  of  people.  That  statement  also  elaborates  the  a�ms  of  the  el�tes,  mean�ngfully  that 

 creates  the  tens�on  between  the  fans  wh�ch  �s  h�erarch�cally  measurable  w�th  donat�on  of 

 money. 

 Easy  access�b�l�ty  was  an  �mportant  aspect  of  BL  as  well.  Fans  com�ng  from  d�ffer�ng 

 soc�al  and  f�nanc�al  backgrounds  have  d�fferent  amounts  of  support  they  can  prov�de  the 

 club  w�thout  any  tang�ble  returns  but  the  soc�al  �deas  of  un�f�cat�on  pushed  by  the 

 campa�gn  would  reach  everyone  �n  the  fanbase  and  prov�de  soc�al  cohes�on.  “The  term 

 soc�al  cohes�on  �s  often  used  to  descr�be  a  pos�t�ve  character�st�c  of  a  soc�ety  that  deals 

 w�th  the  relat�onsh�ps  among  members  of  that  soc�ety.”  (Berument  &  Yucel,  2005:  844). 

 There  �s  a  large  number  of  Fenerbahçe  fans  that  donated  to  the  campa�gn  w�th  th�s 

 mot�vat�onal  background  �n  m�nd,  wh�ch  prov�ded  both  a  sense  of  self  and  club  �dent�ty. 
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 Th�s  strategy  led  to  a  huge  not�ceab�l�ty  of  the  campa�gn  among  the  fans  w�th  d�verse 

 soc�al  and  f�nanc�al  backgrounds  and  w�th�n  a  short  per�od  of  t�me.  Eventually,  the 

 campa�gn enjoyed an extens�ve amount of �nterest and part�c�pants. 

 The  stress  on  “donate  however  much  you  can  afford”  by  the  club  also  proved  to  be  an 

 effect�ve  strategy.  What  �s  more  understandable  from  th�s  �s  that  the  statement  of  the  club 

 reflects  the  �nd�v�dual  stance  of  the  fans.  Fenerbahçe  el�tes  tr�ed  to  get  the  fans  to 

 understand  the�r  econom�c  s�tuat�on  and  from  that,  get  them  to  donate  to  BL.  The 

 �nd�v�duals  and  the�r  relat�onsh�p  w�th  the  football  clubs  el�te  constructed  the  dynam�cs 

 between  Fenerbahçe  management  and  the  BL  campa�gn.  These  dynam�cs  determ�ned  the 

 d�alect�c  relat�onsh�p  comb�ned  w�th  fandom  pract�ce.  “However,  to  cla�m  that  all  fans 

 are  part�c�patory  and  act�ve  on  all  occas�ons  m�sconstrues  the  complex  role  of  fandom  �n 

 everyday  l�fe.  Somet�mes  fans  are  not  enthus�ast�c  or  part�c�patory.”  (Sandvoss,  2003: 

 19).  So  there  �s  a  tens�on  occurr�ng  w�th�n  these  h�erarch�cal  relat�ons  beneath  the 

 system. 

 1.2 Fans and Club Relat�on 

 Now  we  need  to  understand  how  the  Fenerbahçe  adm�n�strat�on  or  el�tes  created  the 

 debate  of  BL  related  to  the  assoc�at�on  of  the  campa�gn  dynam�cs  and  fan  base 

 expectanc�es  from  the  new  management  of  Fenerbahçe.  The  relat�onsh�p  between  the  fans 

 and  the  club  adm�n�strator  el�tes  has  had  an  �nfluent�al  role  �n  th�s.  The  mutual  trust  and 

 loyalty  between  the  �nst�tut�on  and  the  part�c�pants  led  to  a  d�fferent  understand�ng  of  the 

 campa�gn.  Both  the  success  and  the  fa�lure  exper�enced  by  the  group  become  the 

 members’  success  and  fa�lure,  the  prest�ge  and  hum�l�at�on  become  the  members’  prest�ge 
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 and  hum�l�at�on.  (Berument  &  Yucel,  2005:  845).  For  the  club  el�tes,  the  campa�gn  was  a 

 ‘w�n-w�n’ for both the fans and the club �tself. 

 Th�s  ‘w�n-w�n’  was  about  the  collaborat�on  between  the  fans  and  the  club  el�tes.  The 

 Fenerbahçe  adm�n�strat�on  pushed  the  d�scourse  that  they  were  prov�d�ng  the  fans  w�th  a 

 substant�al  return  �n  exchange  for  the�r  support  �n  the  campa�gn.  For  example;  the  future 

 success  of  the  club,  accord�ng  to  Fenerbahçe,  would  ensure  a  pos�t�ve  and  happy  future 

 for  the  fans.  The  BL  campa�gn  prov�ded  the  fans  w�th  a  chance  to  change  the�r  �dent�ty  �n 

 an  �ntersubject�ve  way.  Th�s  cont�nuous  upkeep  of  one’s  �dent�ty  �s  an  �ntersubject�ve 

 process  that  makes  the  self  am�d  and  through  effect  and  by  relat�ng  to  other  fans.  (Nuhrat, 

 2018:  395).  The  campa�gn  could,  therefore,  be  analyzed  through  d�scourses,  wh�ch  have 

 already  been  prov�ded  by  the  Fenerbahçe  el�tes'  dec�s�ons.  The  d�scourse  here  �s 

 “embod�ed  �n  ways  of  exper�enc�ng,  and  that  as  a  part�cular  ‘doma�n  of  language-use’ 

 (th�nk�ng,  talk�ng  and  exper�enc�ng)  �t  resembles  a  parad�gm,  and  moves  beyond  the 

 ‘language-�n-use’  concept.”  (Hogan,  2013:  4).  The  ‘w�n-w�n’  d�scourse,  therefore,  would 

 expand  among  the  fans  �n  many  ways  wh�le  �ncreas�ng  the  popular�ty  of  the  campa�gn 

 from  the  �ntersubject�vely  related  perspect�ves  of  Fenerbahçe  fans.  There  are  some  fans 

 who feel h�erarch�es as well. 

 Over  t�me,  the  relat�onsh�p  among  the  fans  turned  �nto  a  d�fferent  doma�n.  G�llesp�e  and 

 Corn�sh  (2019:  19)  suggest  that  �f  we  were  to  take  soc�al  l�fe  to  be  founded  on 

 �nteract�ons,  then  subject�v�ty  becomes  a  core  concept  for  soc�al  sc�ences  and  for 

 understand�ng  soc�al  behav�or.  Intersubject�v�ty  �s  v�s�ble  w�th�n  d�verse  perspect�ves  as 

 well,  wh�ch  �s  why  the  perspect�ve  of  the  Fenerbahçe  adm�n�strat�on  and  the  �dent�ty  of 

 the  fans  collaborated  w�th  each  other.  These  perspect�ves  belong�ng  to  �nd�v�duals, 
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 groups,  or  trad�t�ons  and  d�scourses,  can  man�fest  as  both  �mpl�c�t  (or  taken  for  granted) 

 and  expl�c�t  (or  reflected  upon).  (G�llesp�e,  Corn�sh,  2009:  20)  Analyz�ng  the  campa�gn 

 w�th�n  these  perspect�ves  and  relat�ons  �s  cruc�al.  That’s  why  there  �s  a  clear  el�te 

 adm�n�strator parad�gm that affects the many s�des of the campa�gn format�on. 

 1.3 Donat�on Methods Used �n BL Campa�gn 

 The  club's  el�te  dec�s�ons  have  had  an  �nfluent�al  role  �n  the  campa�gn.  The  donat�on 

 methods,  therefore,  reflect  how  the  campa�gn  �s  managed.  The  part�c�pants  can  donate  to 

 the  campa�gn  us�ng  one  of  the  four  methods:  cred�t  card,  electron�c  funds  transfer  (EFT), 

 SMS,  or  money  order  through  PTT  (Turk�sh  Postal  Serv�ce).  These  cho�ces  reflect  a 

 global�zat�on  process  employed  by  the  club  adm�n�strat�on,  espec�ally  cons�der�ng  the 

 deterr�tor�al  and  fast  mob�l�zed  methods  l�sted  above.  The  deterr�tor�al�zat�on  of  both 

 �nformat�on  technolog�es,  l�ke  telev�s�on,  and  commun�cat�on  technolog�es,  l�ke  ema�l 

 and  telephones,  prov�de  human  be�ngs  everywhere  w�th  a  sense  of  becom�ng 

 contemporar�es.  (Er�kssen,  2014:  50)  There  �s  also  strong  ev�dence  of  fandom  becom�ng 

 deterr�tor�al�zed and more mater�al�zed  as well  . 

 Along  w�th  the  deterr�tor�al�zat�on  of  the  campa�gn,  med�a  management  had  a  cruc�al 

 effect  on  the  management  of  the  campa�gn  �n  general.  Sandvoss  (2003:  39)  states  that 

 “med�a  (whether  electron�c  med�a  such  as  telev�s�on  or  s�mple  phys�cal  med�a  such  as  the 

 football  stad�um)  funct�on  as  an  extens�on  of  the  world  to  ourselves  and  v�ce  versa.”  Th�s 

 �s  because  the  role  of  the  med�a  embedded  w�th�n  the  BL  campa�gn  through 

 deterr�tor�al�zed  networks  became  more  �nterrelated  through  the  med�a  landscapes.  Th�s 

 expla�ns  why  TV  channels  publ�c�zed  the  campa�gn  more  than  the  off�c�al  webs�tes  of  the 
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 club. These k�nds of mob�l�zat�ons led to advert�sement effects  as well  . 

 Thes�s  tr�ed  to  expla�n  how  BL  was  �ntersubject�vely  prov�ded  to  the  fans  �n  the  prev�ous 

 sect�ons.  Th�s  was  made  poss�ble  by  the  TV  shows  publ�c�z�ng  the  campa�gn.  Espec�ally 

 after  the  1980s,  many  fandom  pract�ces  had  become  embedded  �n  med�a  spheres 

 comb�ned  w�th  popular  culture.  “It  �s  not  only  the  med�a  as  a  technolog�cal  structure  but 

 also  the�r  consumpt�on  that  const�tutes  an  extens�on  of  self.”  (Sandvoss,  2003:  39).  Th�s 

 �s  why  throughout  BL,  the  Fenerbahçe  fandom  reflected  some  of  the  extens�on  of 

 self-models  or  el�tes,  of  wh�ch  med�a  was  a  part.  In  contemporary  soc�ety,  everyone  �s  an 

 aud�ence  all  the  t�me.  Be�ng  a  member  of  an  aud�ence  �s  not  except�onal  anymore,  not 

 even  an  everyday  event.  It  �s  s�mply  everyday  l�fe.  (Abercromb�e  &  Longhurst  1998: 

 68-69)  The  campa�gn,  therefore,  was  exposed  to  var�ed  aud�ences  and  these  aud�ences 

 prov�ded further popular�ty to the campa�gn under the �nfluence of the el�tes. 

 There  were  many  other  complex  dynam�cs  �nvolved  �n  the  promot�on  of  the  campa�gn 

 and  the  TV  channels  as  well.  It  �s,  therefore,  �mportant  to  understand  the  role  of  the  BL 

 campa�gn  through  these  relat�ons.  Sandvoss  (2003:  43),  conduct�ng  a  m�cro-level 

 �nvest�gat�on  on  fandom,  concludes  that  understand�ng  football  fandom  as  a 

 contemporary  cultural  phenomenon  �n  �solat�on  from  the  preva�l�ng  macro  foundat�on  of 

 contemporary  l�fe  �s  not  poss�ble.  Each  team  and  the�r  fans  add  some  un�que  stance  to 

 the�r  fandom,  wh�ch  �s  why  the  football  fans  have  always  had  some  organ�c  relat�ons  w�th 

 the�r  favor�te  club.  The  clubs  and  the�r  support  ex�st  �n  the�r  own  un�que  nat�onal  and 

 local  contexts,  mak�ng  some  clubs/fans  more  or  less  prone  to  be�ng  drawn  �nto  the 

 commerc�al  pressures  sweep�ng  through  profess�onal  football.  (Kennedy  &  Kennedy, 

 2012: 332). 
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 The  nat�onal  TV  channels  and  the�r  pos�t�ons  formulate  the  fandom  pract�ces  along  w�th 

 the  club  management.  There  are  some  famous  and/or  r�ch  people  that  contr�buted  to  the 

 process  thanks  to  the�r  fandom  and  loyalty  to  Fenerbahçe.  These  �nfluent�al  el�te  people 

 openly  offer�ng  the�r  support  on  TV  to  Fenerbahçe  was  also  an  �mportant  step  �n  the 

 publ�cat�on  of  BL.  Some  med�a  channels  were  �nvolved  �n  the  process  dur�ng  the 

 campa�gn  as  well.  It  �s  worth  not�ng  that  the  popular�ty  of  BL  was  partly  due  to  th�s 

 �nvolvement.  The  transparency  beh�nd  the  reason�ng  of  the  campa�gn  also  leg�t�m�zed  the 

 reasons the fans should donate to the campa�gn. 

 The  pres�dent  of  Fenerbahçe  clar�fy�ng  the  reasons  they  were  launch�ng  the  campa�gn 

 before  they  started  BL  helped  th�s  process.  Koç  expla�ned  that  not  just  Fenerbahçe  but  all 

 Turk�sh  football  clubs  were  f�nanc�ally  struggl�ng  and  that  these  f�nanc�al  problems  d�d 

 not  happen  overn�ght  and  w�ll  not  be  solved  overn�ght.  He  �ns�sted  on  the  �mportance  of 

 short-,  m�d-,  and  long-term  plans  that  must  be  concocted  to  prevent  further  f�nanc�al 

 problems.  He  also  stressed  how  valuable  and  �mportant  �t  �s  for  everyone  to  contr�bute  as 

 much as they can and take on respons�b�l�ty. (futbolarena.com, 2020) 

 Koç’s  explanat�on  of  the  reasons  the  campa�gn  was  necessary  and  how  the  huge  debts  of 

 the  club  could  be  resolved  helped  BL  ga�n  popular�ty  among  both  Fenerbahçe  and 

 non-Fenerbahçe  fans.  When  the  campa�gn  �s  cons�dered  through  these  complex  relat�ons 

 and  dynam�cs,  �t  becomes  ev�dent  that  there  �s  a  su�table  explanat�on  for  the  �ncorporat�on 

 of  commun�tar�an  �deolog�es  �nto  the  football  fandom  also  affected  by  the  el�te  dynam�cs. 

 Blackshaw  (2008:  331)  suggests  that  s�nce  football  fandom  �s  more  transferrable,  fan 

 commun�t�es  are  becom�ng  less  l�kely  to  be  bound  by  prop�nqu�ty  and  more  l�kely  to  form 

 deterr�tor�al�zed  group�ngs.  Th�s  �s  why  the  role  of  the  med�a  channels  ended  up  be�ng 
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 more �nfluent�al �n popular�z�ng the campa�gn at a larger scale comb�ned w�th popular�ty. 

 1.4 Draw�ng Advantage from the Power of TV Shows 

 Some  �nfluent�al  med�a-el�te  f�gures  offer�ng  the�r  support  to  Fenerbahçe  and  BL  to  show 

 the�r  loyalty  to  the  club  prov�ded  the  campa�gn  w�th  more  support  from  the  fans.  One 

 such  f�gure  was  Acun  Ilıcalı,  a  TV  producer  and  a  TV  �con,  publ�c�z�ng  the  campa�gn  on 

 a  ded�cated  TV  show  t�tled  ‘w�n-w�n’.  Jo�n�ng  h�m  on  stage,  Cem  Yılmaz,  a  famous 

 comed�an,  and  the  pres�dent  of  Fenerbahçe,  Al�  Koç,  asked  the  publ�c  for  the�r  support. 

 Ilıcalı  announced  on  the  show  that  he  was  go�ng  to  buy  1907  football  sh�rts  and  donate 

 the advert�s�ng revenue of the program on that day. (t24.com.tr, 2019). 

 The  �nvolvement  of  celebr�t�es  and  well  known  TV  el�tes  �n  the  campa�gn  prov�ded  �t 

 w�th  huge  popular�ty  and  publ�c�ty.  The  v�ce-pres�dent  of  Fenerbahçe  at  the  t�me,  Burhan 

 Karaçam,  expla�ned  how  v�tal  th�s  publ�c�ty  campa�gn  led  by  Ilıcalı  has  been  on  BL. 

 Karaçam  expressed  h�s  grat�tude  to  Acun  Ilıcalı  and  Cem  Yılmaz  as  well  as  the  donors. 

 (hurr�yet.com,  2019).  The  �nvolvement  of  such  famous  celebr�t�es  �s  bound  to  br�ng  �n 

 sympathy  and  donat�ons  of  those  who  are  fans  of  these  celebr�t�es.  BL  became  a  fandom 

 pract�ce  �n  the  eyes  of  the  part�c�pants  and  donors  espec�ally  w�th  the  �nvolvement  of 

 these well-known people. 

 The  popular  TV  show  w�n-w�n  ensured  the  campa�gn’s  �nvolvement  w�th  the  med�a.  In 

 turn,  �t  became  poss�ble  to  reach  more  fans  through  med�a,  both  for  f�nanc�al  donat�ons 

 and other non-f�nanc�al voluntary serv�ces. 

 F�nanc�al  ga�n  was  not  the  only  pos�t�ve  outcome  of  BL  �n  favor  of  Fenerbahçe  el�tes 
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 e�ther.  The  campa�gn  served  to  un�fy  the  fans  and  constructed  new  relat�onsh�ps  both 

 between  the  fans  themselves  and  also  between  the  fans  and  the  club.  Koç’s  publ�c 

 statements  and  thank-yous  to  the  fans  cult�vated  a  pos�t�ve  react�on  from  the  publ�c 

 towards  the  club.  The  club  adm�n�strat�on  also  awarded  some  of  the  volunteers  for  the�r 

 serv�ce  dur�ng  BL  on  another  ded�cated  TV  show  ‘Ilker  Ayrık  �le  Fener-ol  Özel’  [EN. 

 ‘BL  Spec�al  w�th  Ilker  Ayrık],  broadcast  on  Fenerbahçe’s  ded�cated  TV  channel, 

 Fenerbahçe  TV.  Al�  Koç,  attend�ng  the  program  v�a  a  phone  call,  expressed  h�s  grat�tude 

 to  everyone  that  donated  to,  volunteered  for,  and  worked  on  the  campa�gn  on  behalf  of 

 the  club  adm�n�strat�on.  He  added  that  the  success  of  the  campa�gn  depends  on  the 

 cont�nuous  support  of  everyone,  young  and  old,  r�ch  or  poor,  famous  or  non-famous 

 al�ke. 

 Koç  ment�oned  that  the  day  the  TV  show  was  broadcasted,  the  3  rd  of  May,  was  an 

 �mportant  date  for  Fenerbahçe  as  �t  was  the  club’s  ‘b�rthday’  and  also  the  day  Mustafa 

 Kemal  Atatürk,  the  founder  and  the  f�rst  pres�dent  of  Turk�sh  Republ�c,  v�s�ted  the  club. 

 He  stressed  the  �mportance  of  Ataturk�sm  as  a  value  and  re�terated  h�s  grat�tude  to  all 

 Fenerbahçe  fans  before  d�sconnect�ng.  (Fenerbahçe.org,  2019).  H�s  statements  on  TV 

 showed  not  only  that  the  Fenerbahçe  adm�n�strat�on  had  h�gh  regard  for  the  donat�ons  but 

 also  publ�cly  �dent�f�ed  what  k�nd  of  dynam�cs  and  d�scourses  were  embedded  �n 

 Fenerbahçe  fandom  �dent�ty  and  how  these  dynam�cs  re-surfaced  from  thanks  to  the  BL 

 campa�gn. 

 Moreover,  the  statements  on  the  TV  shows  and  other  events  prov�ded  d�rect�on  to  BL  for 

 el�tes.  For  example,  one  explanat�on  of  th�s  could  be  �n  the  role  of  telev�s�on  and  �ts 
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 dynam�cs.  Dur�ng  the  TV  show  w�n-w�n,  Al�  Koç  revealed  that  he  was  go�ng  to  donate  to 

 BL  as  well.  Acun  Ilıcalı  expla�ns:  “Wh�le  some  fore�gn  football  clubs  l�ke  Chelsea  FC  are 

 owned  by  pr�vate  compan�es  or  �nd�v�duals,  Fenerbahçe  does  not  have  an  owner.  Any 

 donat�on  that  �s  made  to  the  club  stays  �n  the  club  to  be  spent  for  club-related  expenses. 

 When  Abramov�ch  g�ves  money  to  Chelsea,  he  �s  �nvest�ng  h�s  money,  not  donat�ng  �t. 

 What  Al�  Koç  d�d  by  donat�ng  to  Fenerbahçe  was  merely  a  donat�on  wh�le  not  expect�ng 

 to  get  anyth�ng  �n  return.  Al�  Koç  m�ght  have  set  a  precedent  �n  that  sense  �n  football 

 h�story.  We  have  to  thank  Al�  Koç  w�th  all  our  hearts  for  h�s  donat�on  and  support  to  the 

 club.  H�s  efforts  are  mot�vat�ng  us.”  (superfb.com,  2020)  Thus,  the  �mage  of  Al�  Koç  as 

 an  el�te  f�gure  �n  Fenerbahçe  prov�ded  some  popular�ty  among  the  fans  wh�ch  �n  turn 

 mot�vated  them.  However,  th�s  �mage  leads  to  some  asymmetr�cal  relat�ons  between  the 

 fans wh�ch �s based on the calculat�on of money. 

 When  the  club  atmosphere  �s  cons�dered  �n  general,  �t  �s  clear  that  there  are  good,  pos�t�ve 

 relat�onsh�ps  between  the  el�te  members.  BL  brought  out  the  loyalty  feel�ngs  �n  the  fans 

 and  showed  that  the  fans  and  the  members  can  gather  together.  Here,  we  need  to  real�ze 

 that  both  the  Fenerbahçe  fans  and  the  el�tes  that  donated  to  the  campa�gn  showed  the�r 

 loyalty  to  the  club  and  proved  the  ex�stence  of  a  harmon�ous  relat�onsh�p  between  the 

 fans  and  the  �nst�tut�onal  management.  Th�s  allowed  BL  to  be  part  of  the  fandom  �dent�ty 

 �n  the  context  of  the  �nst�tut�onal  landscape  of  Fenerbahçe.  Yet,  that  created  some  tens�on 

 as  well  wh�ch  meant  that  fans'  donat�ons  could  be  related  w�th  �ts  amounts.  The 

 Fenerbahçe  adm�n�strat�on  also  gave  out  5000  rewards  to  the  donors  to  ensure  larger 

 part�c�pat�on.  Some  of  these  rewards  were  h�gh-value  �tems  l�ke  cars  and  houses.  Dur�ng 

 the  TV  show  w�n-w�n  ,  the  club  announced  the  w�nners  of  the  5  houses  and  20  cars. 
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 Dur�ng  the  TV  event,  the  fans  bought  more  than  125  thousand  football  sh�rts  to  help 

 Fenerbahçe  out.  The  harmony  between  the  fans  and  the  club  was  made  apparent  dur�ng 

 these  el�te  gu�ded  events,  wh�ch  showed  the  success  of  the  campa�gn  not  only  f�nanc�ally 

 but also soc�ally and �nst�tut�onally �n favor of �nst�tut�onal el�te management. 

 1.5 Alternat�ve Methods by Fan/Volunteer Groups Used �n the Campa�gn 

 Up  to  th�s  po�nt  �n  the  thes�s,  I  mostly  ment�oned  the  f�nanc�al  donat�ons,  part�c�pat�on 

 towards  the  BL  was  not  l�m�ted  to  f�nanc�al  a�d,  though.  That  also  �ncluded  teams  of 

 volunteers to publ�c�ze the campa�gn. 

 These  teams  set  up  promot�on  tables  and  counters  �n  shopp�ng  malls,  un�vers�ty 

 campuses,  on  streets  and  squares  all  over  Turkey.  Some  of  these  promo  tables  were 

 espec�ally  successful.  For  example,  �n  a  major  southern  Turk�sh  c�ty,  Adana,  the 

 volunteers  organ�zed  breakfast  events  to  draw  more  people  who  could  be  �nterested  �n 

 e�ther  donat�on  or  club  membersh�p.  Fenerbahçe  support  groups  and  un�ons  also  bu�lt 

 new  organ�c  relat�onsh�ps  w�th  the  club  management  as  well.  These  support  groups  took 

 the  opportun�ty  to  create  soc�al  meet�ngs  �n  order  to  publ�c�ze  BL  both  nat�onally  and 

 globally.  Through  these  meet�ngs  and  gather�ngs,  fans  had  the  opportun�ty  to  share  the�r 

 perspect�ves  on  fan  �dent�ty  w�th  other  fans.  These  relat�onsh�ps  and  �ntersubject�ve 

 dynam�cs created a consensus on fandom strategy. 

 Because  of  th�s,  the  part�c�pants  of  the  events  organ�zed  by  Fenerbahçe  support  groups  to 

 help  BL  have  had  an  �mportant  role  w�th�n  the  emp�r�cal  dynam�cs  of  the  research.  That  �s 

 why  the  role  of  the  part�c�pat�on  �n  these  events  �s  of  great  s�gn�f�cance  �n  the  context  of 

 BL.  For  example,  dur�ng  another  breakfast  event  organ�zed  by  a  support  group, 
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 Fenerbahçel�ler  (EN.  ‘Fenerbahçe  Supporters’)  �n  Hamburg,  Germany,  the  pres�dent  of 

 the  group  offered  the�r  support  to  BL,  wh�ch  was  an  �mportant  move  �n  the  eyes  of  a  lot 

 of  fans.  Fenerbahçe’s  off�c�al  webs�te  reports  the  event,  expla�n�ng  that  the  group’s 

 pres�dent,  Mustafa  Çömlek,  gave  a  speech  dur�ng  the  event,  declar�ng  that  they  gathered 

 together  �n  order  to  help  Fenerbahçe  ga�n  �ts  f�nanc�al  �ndependence.  (Fenerbahçe.org, 

 2019:  4).  That's  why  there  �s  a  strong  coherence  w�th�n  these  soc�al  meet�ngs.  Under  the 

 gu�dance  of  the  el�tes  of  the  club  they  shared  the  �dent�ty  of  the  fans  and  understood  how 

 they m�ght be more �nvolved �n the atmosphere. 

 Fenerbahçel�ler  �n  Hamburg  was  not  the  only  group  that  expressed  �ts  support  to  the 

 campa�gn.  Many  other  groups  also  offered  the�r  help,  �nclud�ng  Fenerbahçel�ler  Sweden: 

 “111  years  and  count�ng,  our  deeply  loved  club  has  encountered  countless  d�ff�cult�es.  We 

 have  always  found  a  way  to  overcome  these  troubles  through  h�story  and  we  have  made  �t 

 become  one  of  the  most  beloved  clubs  �n  the  World,  and  th�s  would  not  be  poss�ble 

 w�thout  support  of  our  world-known  loyal  fan  base.  And  today  we  are  go�ng  through  one 

 of  the  most  d�ff�cult  t�mes  we  ever  had  to  face  as  a  sports  club.  We  are  deal�ng  w�th  an 

 extremely  d�ff�cult  f�nanc�al  s�tuat�on  and  �t’s  gett�ng  harder  to  f�x  �t  each  and  every 

 pass�ng  day.”  (Fenerbahçem.se).  On  th�s  webs�te  comment  there  was  ment�on  about  the 

 un�on  �nvolvement  w�th�n  the  campa�gn.  The  role  of  the  fan  un�on  also  elaborates  that 

 relat�on w�th el�tes and fans as well. 

 These  support  groups,  call�ng  upon  strong  group  �dent�t�es  of  the  members,  popular�zed 

 BL  globally  as  well.  Wh�le  the  nat�onal  d�mens�ons  of  football  and  �ts  consumpt�on  have 

 been  reshaped,  there  seems  to  be  no  end  to  processes  of  global�zat�on  and  local�zat�on. 

 (Sandvoss,  2004:81).  From  the  �nst�tut�onal  perspect�ve  of  the  team,  support  groups, 
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 �nfluent�al  people  and  most  of  the  part�c�pants,  the  d�rect�on  of  the  campa�gn  was 

 sat�sfactory. Th�s means that �t was under the control of the el�tes. 

 2. Onl�ne Content Analys�s (D�vergent Responses) 

 The  parts  of  the  campa�gn  regulated  and  planned  by  Fenerbahçe  adm�n�strat�ve  el�tes 

 worked  well  and  everyth�ng  went  smoothly.  However,  the  parts  where  the  Fenerbahçe 

 el�tes  were  not  �nvolved  �n  proved  problemat�c.  Some  comments  and  statements  about  the 

 BL  campa�gn  were  rather  negat�ve.  These  comments  were  often  on  onl�ne  forums  and 

 other  well-known  Turk�sh  webs�tes.  Some  of  these  cr�t�ques  were  focused  on  the  lack  of 

 tang�ble  commerc�al  results  even  after  the  campa�gn  got  a  lot  of  donat�ons  wh�ch  created 

 asymmetr�cal relat�ons among the fans. 

 These  comments  were  posted  by  anonymous  users  on  a  well-known  webs�te,  Ekş� 

 Sözlük.  One  such  comment  posted  there  ment�oned  that  the  Fenerbahçe  adm�n�strat�on 

 needed  to  put  the  people  respons�ble  for  rack�ng  up  such  huge  debts  and  those  respons�ble 

 should  be  the  ones  mak�ng  donat�ons.  The  user  also  accused  the  Fenerbahçe 

 adm�n�strat�on  of  m�smanag�ng  the  f�nances  and  club’s  strateg�c  pol�c�es. 

 (eks�sozluk.com,  2019)  Other  comments  �nd�cated  that  launch�ng  the  campa�gn  was  the 

 wrong  strategy  to  employ  and  what  they  should  have  done  was  to  f�nd  the  root  cause  of 

 the f�nanc�al problems. The problems also f�t w�th top-down dec�s�on mak�ng as well. 

 Another  user  cr�t�c�zed  the  club  for  �ts  cho�ce  of  football  players  and  added  that  �n  a 

 world  where  people  d�e  of  starvat�on,  �t  �s  not  acceptable  to  donate  to  a  football  club  so 

 that  they  can  pay  a  football  player  m�ll�ons  of  dollars.  (eks�sozluk.com,  2019)  These 
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 statements  reflect  the  ontolog�cal  placement  of  the  football  clubs  �n  the  eyes  of  the  fans.  It 

 �s  obv�ous  that  not  all  of  the  fans  were  support�ve  of  the  campa�gn.  Further,  some  fans 

 were cr�t�cal and skept�cal of BL. 

 One  user  expressed  h�s  d�sappo�ntment  over  the  rat�ngs  of  the  show  w�n-w�n.  “The  show 

 wasn’t  even  among  the  top-20  �n  the  rat�ngs  l�st  of  last  n�ght.  I  would  expect  more  from 

 the  Fenerbahçe  fans  even  �f  non-Fenerbahçe  fans  weren’t  watch�ng  �t.  I  guess  the  fans  of 

 Fenerbahçe  are  unhappy  about  the  r�ch  begg�ng  for  money  from  the  poor.  The  club  �tself 

 should  be  donat�ng  the  money  �nstead  of  ask�ng  the  fans  for  help.  What  about  those  that 

 were  respons�ble  for  th�s  debt?  I  read  they  collected  56  m�ll�on  Turk�sh  l�ras.  I  guess 

 that’s enough to pay a footballer or two for a season.” (eks�sozluk.com, 2019) 

 Moreover,  the  cr�t�c�sms  d�d  not  end  there.  Some  other  users  drew  attent�on  to  the 

 astronom�cally  h�gh  salar�es  of  the  football  players:  “Just  th�s  year  Fenerbahçe  w�ll  pay 

 350  m�ll�on  Turk�sh  l�ras  �n  salary  to  the  players.  Th�s  �s  a  shakedown.  As  a  Galatasaray 

 fan,  I  wouldn’t  and  couldn’t  donate  to  my  club  e�ther.  What  �s  go�ng  to  save  Turk�sh 

 football  �s  not  tax  amnest�es  or  fan  donat�ons  but  hold�ng  the  club  management 

 respons�ble  for  the�r  act�ons  and  the�r  accumulated  debt.  Clubs  need  to  start  controll�ng 

 the�r  spend�ng  and  the  adm�n�strators  should  manage  the  clubs  l�ke  they  manage  the�r 

 compan�es.  Ask�ng  the  fans  to  cover  up  the�r  f�nanc�al  m�stakes  �s  not  acceptable.” 

 (eks�sozluk.com,  2019).  Thus,  �n  order  to  understand  th�s  campa�gn,  we  need  to  take  �nto 

 account  fan  comments.  Some  Fenerbahçe  fans  commented  on  how  el�tes  of  the  club 

 m�smanaged the campa�gn w�th�n many regards. 

 The  problemat�c  pol�c�es  of  Fenerbahçe’s  el�te  have  been  a  po�nt  of  cr�t�c�sm  for  a  long 
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 t�me  and  th�s  campa�gn  has  brought  them  to  the  surface.  The  abundance  of  cr�t�c�z�ng 

 comments  on  the  �nternet  shows  us  that  there  �s  some  d�ssat�sfact�on  about  the  campa�gn 

 and  �ts  �nternal  dynam�cs.  In  part�cular,  the  �ssue  surround�ng  the  pay  gap  between  the 

 football  players  and  the  donors  has  become  a  major  problem.  Another  user  comments  “I 

 w�ll  ne�ther  donate  nor  let  any  of  my  fr�ends  donate  to  th�s  campa�gn.  W�ll  you  really  pay 

 the  salar�es  of  players  l�ke  Alper  Potuk,  Benz�a  and  Comoll�?  W�ll  you  pay  the  managers 

 that  brought  garbage  players  �nto  the  team?  If  they  want  awareness,  the  players  can 

 donate  to  the  campa�gn,  not  the  fans.  No  one  should  donate  to  a  campa�gn  l�ke  th�s 

 regardless  of  the  team.”  (eks�sozluk.com,  2019)  The  fans  could  understand  th�s  monetary 

 relat�ons  �n  the  context  of  some  pay  gap  �ssues  wh�ch  also  ment�on  the  m�smanagement 

 of Fenerbahçe el�tes. 

 The  webs�te  does  not  only  harbor  negat�ve  comments,  of  course.  Other  commentators 

 po�nt  out  that  the  fans  w�ll  show  the�r  support  and  loyalty  to  the�r  team  dur�ng  these  hard 

 t�mes  both  f�nanc�ally  and  emot�onally.  These  comments  show  that  self-�dent�ty  of  fans 

 �s  embedded  �n  BL.  The  fans  perce�ve  the  campa�gn  as  a  fandom  pract�ce,  a  way  to  show 

 the�r  loyalty.  The  campa�gn  has  ra�sed  expectat�ons  of  the  fans  from  the  club.  It  �s 

 poss�ble  to  see  the  trust  of  the  fans  �n  the  club  �n  the  comments  as  well.  That’s  why  the 

 club’s  el�te  try  to  promote  th�s  k�nd  of  agenda  to  med�ate  the  campa�gn  �n  the  med�a  and 

 other soc�al un�ts to tell the fans that we are a un�on. 

 Accord�ng  to  the  f�nd�ngs  on  the  �nternet  forums,  there  are  many  comments  from  both 

 Fenerbahçe  fans  and  non-Fenerbahçe  fans  that  cr�t�c�zed  the  BL  donat�on  campa�gn  as 

 be�ng  problemat�c.  Outs�de  of  the  �nst�tut�onal�zat�on  of  the  club,  there  are  many 

 �nd�v�duals  who  could  not  donate  due  to  the�r  f�nanc�al  s�tuat�on  and/  or  emot�onal  stance 
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 so  that  there  �s  a  some  ex�stent�al  problem  occurr�ng  w�th�n  the  campa�gn.  There  are  some 

 fans  who  cr�t�c�ze  Fenerbahçe  el�tes  for  do�ng  a  bus�ness  wh�ch  �s  seek�ng  the�r  own 

 �nterest.  For  example,  some  of  the  fans  accused  the  club  of  ‘runn�ng  a  show  bus�ness’, 

 pr�or�t�z�ng  the  well-off  fans  on  an  �nst�tut�onal  bas�s.  A  comment  states  “W�th  all  the  r�ch 

 bus�nessmen  around,  th�s  campa�gn  should  collect  200-300  m�ll�on.  They  are  say�ng  there 

 are  20  m�ll�on  Fenerbahçe  fans  but  not  everyone  can  donate.  The  r�ch,  however,  can 

 donate  thousands,  even  m�ll�ons.”  (eks�sozluk.com,  2019).  So,  the  l�nk  between  a 

 cap�tal�st  (world)  economy,  �ndustr�al�sm  and  the  global�zat�on  of  football  becomes  even 

 more  ev�dent  �n  the  analys�s  of  football  clubs  as  central  un�ts  of  product�on  �n 

 �nternat�onal  football.  (Sandvoss,  2004:  68).  That’s  why  Fenerbahçe’s  el�te  lacked  some 

 understand�ng  of  the  behav�or  of  the  fans  wh�le  conduct�ng  th�s  campa�gn.  Accord�ng  to 

 these  explanat�ons,  apart  from  the  �nst�tut�onal  dynam�cs,  the  coherence  between  the 

 Fenerbahçe  fans  and  the  leg�t�macy  of  the  campa�gn  had  been  cr�t�c�zed  w�th�n  many 

 perspect�ves. The �nfluence of el�te v�ews �s also  an �mportant aspect . 

 3. Interv�ews 

 My  �nterv�ews  w�th  the  BL  donors  showed  me  some  of  the  key  words  that  were  necessary 

 to  expla�n  my  f�nd�ngs.  Us�ng  these  keywords,  I  tr�ed  to  expla�n  some  �mportant 

 d�lemmas  w�th�n  the  campa�gn.  The  thes�s  also  tr�ed  to  frame  �ts  explanat�ons  w�th�n  a 

 relat�onal-soc�olog�cal  approach  �n  relat�on  to  the  other  soc�al  un�ts,  events,  d�lemmas, 

 el�tes  etc.  Th�s  thes�s  a�med  to  establ�sh  the  connect�ons  between  the  fans  who  perce�ved 

 the  BL  campa�gn  as  a  form  of  fandom  pract�ce.  “Connect�ons  matter.  Indeed,  for 

 soc�olog�sts  they  are  or  should  be  ‘what  �t  �s  all  about’.  Th�s  �s  often  recogn�zed  �n 
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 relat�on  to  the  m�crocosm  but  �s  no  less  �mportant  �n  relat�on  to  the  macrocosm.  Soc�al 

 l�fe  does  not  cease  be�ng  about  what  actors  ach�eve  �n  �nteract�on,  whatever  scale  we 

 choose  to  analyze  �t  and  whatever  abstract�ons  we  br�ng  to  bear.  From  ch�ldren  �n  the 

 playground  to  the  ‘world  econom�c  order’,  soc�et�es  are  networks  of  �nteract�ng  and 

 co-const�tut�ng  actors,  or�entat�ng  to  convent�ons,  exchang�ng  resources  and  more 

 generally  ‘be�ng  soc�al’.”  (Crossley,  2011:  206).  Therefore,  the  thes�s  attempts  to  analyze 

 th�s  campa�gn  w�th  �mportant  d�scourses  d�rectly  from  the  fans’  perspect�ve  and  how 

 these  d�scourses  of  the  fans  reflect  the  fandom  pract�ce  constructed  by  el�tes  narrat�ve 

 embedded w�th�n the h�story and soc�al pos�t�on of Fenerbahçe and �ts fans. 

 3.1 D�scourses 

 Most  fans  assoc�ate  BL  w�th  self-devot�on  and  sacr�f�ce.  Wh�le  answer�ng  my  f�rst 

 quest�on  (“Why  d�d  you  choose  to  donate?”),  the  part�c�pants  �n  my  study  used  the  words 

 self-devot�on  and  sacr�f�ce  a  lot.  For  �nstance,  A  sa�d  “The  ma�n  reason  I  donated  was  my 

 respect  for  the  team  that  I  support  and  my  bel�ef  that  I  should  sacr�f�ce  for  the  future 

 success  of  the  team.  I  don’t  see  BL  as  an  ord�nary  f�nanc�al  a�d  event.  I  th�nk  most 

 Fenerbahçe  fans  should  donate  however  much  they  can  .  We  should  show  other  clubs  that 

 we  are  one.”  By  us�ng  th�s  d�scourse,  fans  have  shown  the�r  devot�on  to  the  club  wh�ch 

 �s  assoc�ated  w�th  the  club’s  el�tes,  because  the  campa�gn  was  formed  and  publ�c�zed 

 under the gu�dance of the club’s management. 

 The  fans  also  name  the�r  loyalty  as  the  reason  they  donated  along  w�th  self-devot�on. 

 Another  fan  responded  as  follows:  “At  f�rst  I  was  skept�cal  of  the  authent�c�ty  of  the 

 campa�gn,  wh�ch  �s  why  I  refra�ned  from  donat�ng  at  the  beg�nn�ng.  However,  upon 
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 see�ng  most  of  the  people  around  me  donat�ng  to  the  campa�gn,  I  changed  my  m�nd  and 

 dec�ded  that  �t  was  a  small  sacr�f�ce  and  devot�on  to  the  club.”  Th�s  statement  shows  how 

 BL  became  a  fandom  pract�ce  related  w�th  the  �ntersubject�ve  relat�ons  among  the  fans 

 gu�ded  by  el�tes.  Nuhrat  (2018:  392)  states:  “Affect  engages  the  ‘soc�al,  relat�onal, 

 commun�cat�ve,  and  cultural  aspects’  (Lutz  and  Wh�te,  1986:  405)  of  emot�on,  but  �ts 

 modal�ty  �s  d�fferent.  Affect  �s  not  the  attr�bute  of  a  person  or  group:  �t  reaches  beyond 

 the  self  (Navaro-Yash�n,  2012)”.  That  �s  why,  there  were  even  comments  about  how  the 

 campa�gn  allowed  for  relat�ons  between  the  fans  and  the�r  percept�ons  of  the  campa�gn’s 

 movement. 

 Moreover,  part�c�pant  B  reported:  “The  b�ggest  reason  I  donated  was  to  help  Fenerbahçe 

 get  out  of  the  d�ff�cult  s�tuat�on  �t  was  �n.  The  d�rect�on  of  the  campa�gn  �n  general  �s 

 amaz�ng,  a  lot  of  fans  and  adm�n�strators  are  devot�ng  themselves  e�ther  f�nanc�ally  or 

 emot�onally.  Mak�ng  a  donat�on  to  the  team  I  support  has  become  cruc�al  to  me. 

 Donat�ons  are  extremely  �mportant  to  preserve  all  the  work  and  effort  that  has  been  put 

 �ntoFenerbahçe’s  success.”  B’s  explanat�on  shows  that  the  reason  he  donated  was  to 

 respect  the  �nst�tut�onal  devot�on  and  effort  dr�ven  by  Fenerbahçe  el�tes.  H�s  trust  �n  the 

 el�tes  and  the  harmony  between  the  fans  and  the  club  dur�ng  BL  was  a  b�g  push  for  B  to 

 donate.  Desp�te  a  un�ty  �n  the  bel�ef  ‘that  transact�ons,  �nteract�ons,  soc�al  t�es  and 

 conversat�ons  const�tute  the  central  stuff  of  soc�al  l�fe’  (T�lly  2002:  72)  cümle  yarım? 

 B  also  assoc�ated  the  campa�gn  w�th  the  �nst�tut�onal  and  fan  relat�ons  and  that’s  why  B 

 cons�dered the campa�gn as a fandom pract�ce. 
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 3.2 Interv�ew Quest�ons 

 In  the  prev�ous  chapters  of  th�s  thes�s,  I  tr�ed  to  expla�n  the  adm�n�strat�ve  aspects  of  the 

 campa�gn  and  through  the  use  of  some  key  concepts  l�ke  fandom,  global�zat�on  and 

 relat�onal  soc�ology,  I  tr�ed  to  establ�sh  how  the  Fenerbahçe  adm�n�strat�on  managed  the 

 campa�gn.  I  also  str�ved  to  show  how  the  construct�on  of  the  fandom  appeared  w�th�n 

 these relat�ons. 

 In  th�s  chapter,  the  thes�s  a�ms  to  expla�n  the  ontolog�cal  statements  w�th  sem�-structured 

 �nterv�ews  w�th  the  fans  and  to  unearth  how  they  perce�ve  the  BL  campa�gn  as  a  fandom 

 pract�ce  related  w�th  pol�t�cal  and  �dent�cal  approach  d�rected  from  el�tes.  Moreover,  the 

 thes�s  w�ll  try  to  reveal  how  the  el�te  conf�gurat�on  �s  v�s�ble  �n  these  �nd�v�dual 

 statements. 

 My  f�rst  set  of  quest�ons  was  “Why  do  you  th�nk  the  Fenerbahçe  adm�n�strat�on  launched 

 th�s  campa�gn?  What  k�nd  of  �nternal  reasons  m�ght  have  dr�ven  Fenerbahçe  to  do  th�s? 

 Do  your  ma�n  reasons  for  donat�on  co�nc�de  w�th  the  reasons  proposed  by  the 

 adm�n�strat�on?”.  Through  th�s  group  of  quest�ons,  the  thes�s  a�med  to  �dent�fy  what  the 

 fans  and  �nst�tut�on  expected  from  the  club  and  from  the  campa�gn.  Thes�s  also  w�shed  to 

 see  how  much  overlap  there  was  between  the  part�c�pants’  perspect�ves  and  the 

 campa�gn’s �deals. 

 The  part�c�pants  had  d�ffer�ng  op�n�ons.  Some  of  them  strongly  re�terated  the�r  trust  �n  the 

 club  management  and  el�tes.  D  expla�ned:  “I  th�nk  the  reason  for  the  campa�gn  was  the 

 f�nanc�al  m�smanagement  of  the  prev�ous  adm�n�strat�ons  of  Fenerbahçe.  It  would  also 

 be  bad  for  the  team  both  f�nanc�ally  and  soc�ally  to  be  barred  from  attend�ng  European 
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 cups  �f  the  debt  �sn’t  settled.  Th�s  �s  why  I  donated.  Fenerbahçe’s  success  makes  all  of  us 

 happy  and  the  amount  of  money  we  donate  �s  not  that  �mportant.”  Part�c�pant  E  added: 

 “The  reason  Fenerbahçe  has  such  an  outstand�ng  debt  �s  the  h�gh  salar�es  pa�d  to  the 

 players.  W�ll  th�s  campa�gn  solve  th�s  problem?  I  don’t  know.  I  donated  because  I  hope 

 th�s  w�ll  br�ng  about  a  change  �n  the  club’s  management  for  a  better  future.  Espec�ally  the 

 remarks  of  Koç  about  be�ng  more  m�ndful  of  the  future  players  �n  the  club  helped  me 

 make  up  my  m�nd  to  donate.  We,  as  the  fans,  should  support  our  team  dur�ng  these 

 strateg�c  changes.”  E’s  remarks  show  that  he  trusts  the  new  management  to  make  better 

 f�nanc�al  and  manager�al  dec�s�ons.  The  comments  reflect  the  �mportance  of  campa�gn 

 d�rect�on and publ�c�zat�on gu�ded by the el�tes of the club. 

 D  commented:  “To  be  honest,  I  only  dec�ded  to  donate  after  my  fr�ends  asked  me  to.  A 

 close  fr�end  of  m�ne  espec�ally  �ns�sted  that  I  donate,  so  I  d�d,  even  �f  �t  wasn’t  a  large 

 amount  of  money.  So,  I  th�nk  the  reasons  Fenerbahçe  launched  the  campa�gn  and  my 

 reasons  do  not  overlap  much.  I  bel�eve  Fenerbahçe  des�gned  the  campa�gn  �n  a  way  to 

 create  a  new  bond  between  the  club  and  the  fans,  and  th�s  bond  was  f�nanc�al  �n  th�s  case. 

 BL  �s  �mportant  both  for  f�nanc�al  reasons  and  for  rece�v�ng  fan  support.  The  campa�gn 

 was  unprecedented  �n  �ts  k�nd  �n  club  management  h�story  and  �t  �s  t�meless.”  D’s 

 comments  could  be  related  w�th  �ntersubject�ve  relat�ons  w�th  fr�endsh�p  comb�ned  w�th 

 the�r  bel�ef  �n  Fenerbahçe  el�tes.  H�s  explanat�ons  make  �t  clear  that  the  soc�al  bonds  that 

 have  been  created  dur�ng  the  campa�gn  are  not  str�ctly  between  the  fans  and  the  club  but 

 also  between  the  fans.  Other  dynam�cs  l�ke  fr�endsh�p  and  fam�ly  have  had  an  �mportant 

 role  �n  fans’  l�ves.  D�xon  (2013:  48–50)  suggests  that  these  soc�al�zat�ons  may  ar�se  so 

 early  �n  some  football  fans’  l�ves  through  �nteract�ons  w�th  fam�ly  members  that  they 
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 cla�m  the�r  aff�l�at�ons  and  modes  of  support  to  be  ‘natural’.  Cult�vat�on  of  the  fandom 

 became  relevant  through  these  �deas.  W�thout  �ntersubject�v�ty,  the  fans  cannot  prov�de 

 the�r  reason  for  donat�on.  We  see  BL  becom�ng  more  relatable  through  these  complex 

 relat�onsh�ps wh�ch are d�rected by el�tes. 

 The  next  set  of  quest�ons  I  asked  was  “Do  you  th�nk  BL  was  successful?  Do  you  th�nk 

 that  your  part�c�pat�on  was  essent�al  for  the  club?”  Through  th�s  quest�on,  I  a�med  to 

 �dent�fy  the  perspect�ves  of  the  fans  about  the  campa�gn  and  how  they  perce�ved  the�r 

 donat�on  �n  terms  of  the�r  approach.  Th�s  also  served  to  expla�n  how  the  fans  perce�ved 

 the relat�onsh�p between the club and themselves. 

 E  answered:  “I  th�nk  BL  was  successful  overall.  However,  because  the  club  spends  a 

 large  amount  of  money  on  football  players,  the  collected  money  was  not  as  �mpactful  as  �t 

 would  have  been  otherw�se.  It  seems  unl�kely  that  th�s  w�ll  solve  the  problems  �n  the 

 general  sense  unless  the  club  puts  an  end  to  the  extravagant  spend�ng.  What  I  donated  �s 

 probably  qu�te  �ns�gn�f�cant  when  compared  to  what  well-off  fans  donated.  But  I  bel�eve  I 

 d�d  what  I  had  to  do  to  carry  out  my  respons�b�l�ty.  My  consc�ence  �s  clear  as  th�s  was  the 

 max�mum  amount  I  could  donate,  keep�ng  my  f�nanc�al  s�tuat�on  �n  m�nd.”  E’s  answer 

 h�ghl�ghts  the  dynam�cs  w�th�n  the  club  such  as  f�nanc�al  management  and  �nequal�t�es  �n 

 the  club’s  pol�c�es  d�rected  by  Fenerbahçe  el�tes.  The  h�erarchy  and  el�t�st  relat�ons 

 among  the  fans  are  also  v�s�ble.  The  amount  donated  by  the  fans  created  some  h�erarchy 

 w�th�n  the  ontolog�cal  stance  of  commentators  related  w�th  fan’s  def�n�t�on  about  donated 

 cap�tal.  Accord�ng  to  the  Marx�st  analys�s  Brohm  (1978)  �dent�f�es  sport  as  a 

 man�festat�on  of  bourgeo�s  �ndustr�al  soc�ety.  To  Brohm,  (  1978:  49)  “the  vert�cal 

 h�erarch�cal  structure  of  sport  models  the  soc�al  structure  of  bureaucrat�c  cap�tal�sm,  w�th 
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 �ts  system  of  compet�t�ve  select�on,  promot�on,  h�erarchy  and  soc�al  advancement”.  Th�s 

 �s  why  there  were  some  cap�tal  relat�ons  among  the  fans  and  el�tes  dur�ng  the  campa�gn, 

 wh�ch  had  structural  �mportance  �n  the  dynam�cs  of  the  campa�gn  related  towards  the 

 soc�al  status  comb�ned  w�th  the  money  that  was  donated.  The  d�rect�on  and  el�te  role 

 model pos�t�on had an effect on that as well. 

 F  commented:  “I  don’t  th�nk  �t  was  a  successful  campa�gn.  Espec�ally  the  use  of 

 celebr�t�es  to  boost  the  campa�gn’s  popular�ty  created  a  h�erarchy  among  the  fans.  I  would 

 not  have  donated  �f  I  hadn’t  had  trust  �n  Al�  Koç  as  a  pres�dent  and  h�s  new  pol�c�es. 

 Dur�ng  the  campa�gn,  donat�ons  made  by  celebr�t�es  or  r�ch  people  were  talked  about  the 

 most  and  th�s  caused  a  h�erarchy  between  the  donors.  Some  people  even  donated  to  the 

 campa�gn  to  ga�n  popular�ty  �n  the  eyes  of  the  publ�c.  Nevertheless,  I  donated  to  the 

 campa�gn  and  I  do  not  regret  my  part�c�pat�on.”  F’s  comments  show  us  what  some  of  the 

 fans  th�nk  about  the  collected  money  and  the  campa�gn  �n  general.  H�s  comments  also 

 reflect  that  the  essent�al�ty  of  the  campa�gn  �ncludes  some  top-down  el�te  dec�s�ons 

 related  w�th  the  way  of  do�ng  campa�gn  wh�ch  g�ves  �mportance  to  el�tes  rather  than  the 

 management.  So,  th�s  d�ssat�sfact�on  appears  �n  the  statements  of  the  donors.  The 

 emot�ons of the fans also reflect that wh�le they talk about the rates of the donat�on. 

 G  repl�ed:  “I  th�nk  the  campa�gn  was  successful.  I’m  not  sure  �f  they  collected  enough 

 money  but  a  lot  of  people  donated,  wh�ch  helped  create  a  sense  of  un�ty  among  the  fans 

 and  I  th�nk  th�s  m�ght  be  the  start  of  a  new  relat�onsh�p  between  the  fans  and  the  club. 

 Fenerbahçe  fans  have  had  a  lot  of  problems  over  the  course  of  h�story  and  I  th�nk  th�s 

 campa�gn  was  a  good  �dea  to  solve  some  of  those  problems.  However,  I’m  not  conv�nced 

 that  a  donat�on  campa�gn  �s  a  great  �dea  cons�der�ng  the  f�nanc�al  s�tuat�on  of  the  people 
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 �n  Turkey.  I  try  to  support  the  club  �n  d�fferent  ways  and  I  donated  to  th�s  campa�gn  as 

 well,  but  to  be  fa�r,  what  I  donated  �sn’t  enough  to  cover  the  da�ly  wage  of  one  footballer. 

 I  don’t  know  �f  the  amount  of  money  collected  �n  the  campa�gn  w�ll  ensure  the  team’s 

 success.  An  average  Anatol�an  team  can  accompl�sh  more  w�th  a  str�ct  budget  but  b�gger 

 teams  don’t  cons�der  that.”  G’s  statement  also  touches  upon  the  newly  formed  bond 

 between  the  fans  and  the  club.  The  concern  about  the  expend�ture  of  the  club  �s  re�terated 

 by  D  as  well,  drawn  from  the  example  of  Anatol�an  clubs.  He  th�nks  that  even  after 

 exper�enc�ng  so  many  f�nanc�al  problems,  the  team  �s  not  tak�ng  new  approaches  to  cut 

 down  the  expenses.  That  demonstrates  the  �ntent�on  of  the  fan  towards  the  campa�gn 

 �nclude some un-trusted relat�on between the club management. 

 H  stated:  “BL  was  a  success!  From  what  I  could  see  on  TV,  soc�al  med�a,  and  webs�tes,  I 

 th�nk  the  campa�gn  went  pretty  well.  I  know  some  people  are  cr�t�cal  of  the  campa�gn  but 

 I  don’t  th�nk  those  cr�t�ques  are  com�ng  from  Fenerbahçe  fans.  I  don’t  bel�eve  that  anyone 

 who  loves  the�r  team  would  defame  a  campa�gn  l�ke  BL.  Fenerbahçe  has  a  huge 

 commun�ty  and  �t  shows  �tself  �n  the  campa�gn  results.  I  donated  an  amount  of  money 

 that  was  proport�onal  to  my  own  f�nanc�al  cond�t�ons  and  I  bel�eve  all  other  donors  d�d 

 so,  too.”  H’s  comments  show  a  strong  trust  �n  Fenerbahçe  as  an  accountable  �nst�tut�on. 

 H�s  statements  demonstrate  how  much  he  supports  and  l�kes  Fenerbahçe  as  a  football 

 team.  Berument  and  Yucel  sa�d,  “Be�ng  a  fan  of  a  football  team  �s  a  spec�f�c  form  of 

 soc�al  �dent�f�cat�on.  Fan-sh�p  �s  an  assoc�at�on  �n  wh�ch  a  great  deal  of  emot�onal 

 s�gn�f�cance  �s  der�ved  from  membersh�p  (Berument,  Yucel,  2005:845).”  H  also  reflects 

 how  other  part�c�pants  perce�ve  the  group  relat�onsh�p  as  a  commun�tar�an  way  and  how 

 many  Fenerbahçe  fans  perce�ve  the  campa�gn  as  a  fandom  pract�ce.  H�s  remarks  about 
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 other  Fenerbahçe  fans  prove  that.  For  H,  then,  there  �s  a  strong  group  �dent�ty  assoc�ated 

 w�th Fenerbahçe and the campa�gn. 

 The  next  quest�on  was  “What  k�nd  of  external  reasons,  do  you  th�nk,  drove  Fenerbahçe  to 

 launch  the  campa�gn?  Do  you  feel  your  reasons  you  donated  overlap  w�th  the  reasons 

 Fenerbahçe  launched  BL?”.  W�th  th�s  quest�on,  I  wanted  to  �dent�fy  what  reasons  forced 

 Fenerbahçe  to  launch  the  campa�gn  and  to  see  �f  these  reasons  were  also  relevant  for  the 

 part�c�pants. I sought to clar�fy how these dynam�cs played out �n the campa�gn. 

 Part�c�pant  H  sa�d:  “I  th�nk  understand�ng  the  reasons  for  the  campa�gn  requ�res  one  to 

 th�nk  beyond  the  current  events.  Fenerbahçe  was  under  pressure  for  a  long  t�me, 

 espec�ally  start�ng  w�th  the  match-f�x�ng  allegat�ons  �n  2011.  Pr�or  to  that  season,  the 

 team  was  ready  for  anyth�ng.  The  path  to  European  cups  was  clear,  the  f�nanc�al  s�tuat�on 

 was  sol�d.  I  th�nk  the  allegat�ons  were  pol�t�cal  and  the  whole  event  st�ll  haunts 

 Fenerbahçe.  The  club  couldn’t  go  back  to  the  success  of  prev�ous  years.  The  team  �tself  �s 

 also  under  constant  pressure.  I  don’t  remember  exactly  when  but  �n  2015,  for  example, 

 the  bus  carry�ng  the  footballers  was  attacked  by  an  armed  perpetrator.  The  team  was 

 demoral�zed  after  that  and  lost  out  on  the  champ�onsh�p.  So,  I  th�nk  my  reasons  for 

 donat�ng  and  the  reasons  Fenerbahçe  launched  the  campa�gn  overlap.”  H�s  answer  shows 

 that  there  �s  a  strong,  cohes�ve  group  and  pol�t�cal  �dent�ty  among  the  fans.  The  el�te 

 polar�zat�on  �s  also  v�s�ble  �n  th�s  answer,  the  donor  clearly  �nd�cates  th�s  pos�t�on  through 

 h�s  stance  towards  the  campa�gn,  wh�ch  �s  pos�t�oned  �n  favor  of  Fenerbahçe  el�tes.  Many 

 Fenerbahçe  fans  also  cons�der  the  2011  match-f�x�ng  allegat�ons  to  be  a  consp�racy  by  the 

 AKP  and  Gülen  aga�nst  the�r  club.  (Irak,  2018:  406).  For  th�s  reason,  many  fans  expla�n 

 the�r  pos�t�on  towards  the  BL  campa�gn  �n  terms  of  th�s  polar�zat�on  �n  favor  of 
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 Fenerbahçe el�tes. 

 Moreover,  F  bel�eves  that,  the  reason  the  campa�gn  was  launched  was  not  just  the 

 m�smanagement  of  the  funds  on  the  Fenerbahçe  front,  but  also  other  pol�t�cal  and  soc�al 

 reasons  that  leg�t�m�zed  the  campa�gn  as  well  as  reasons  related  to  fan  �dent�ty  and  soc�al 

 construct�ons wh�ch �s related w�th the el�te polar�zes accord�ng to the�r mot�ves. 

 Part�c�pant  I  added:  “Unfortunately  �n  Turkey,  when  you  talk  about  sports,  �t’s 

 �mmed�ately  thought  to  be  about  football.  That’s  not  a  good  th�ng,  �f  you  ask  me.  Th�s 

 causes  a  lot  of  the  fans  to  become  hool�gans  and  personal  ga�ns  and  certa�n  groups  take  a 

 hold  of  sports.  In  other  words,  �f  sports  equal  football,  �t  leads  to  a  world  where  certa�n 

 people  can  explo�t  th�s  s�tuat�on  and  people  do�ng  other  sports  are  al�en�zed.  Oppos�ng 

 �nclus�v�ty  �s  the  b�ggest  problem  of  hool�gans.  If  everyone  only  thought  about  the�r  team 

 and  only  about  football  when  �t  comes  to  sports,  that  would  prove  problemat�c.  I  th�nk 

 th�s  �s  one  of  the  reasons  pol�t�cs  and  sports  go  hand  �n  hand.  Even  �n  th�s  campa�gn, 

 people  donated  because  they  wanted  to  support  the  football  team.  I  donated  because  I 

 wanted  to  support  the  club,  not  just  the  football  team.”  I’s  �deas  show  how  sports  culture 

 �n  Turkey  has  parallel�sm  w�th  football-centr�c  approaches  related  w�th  cl�entel�sm  among 

 the  patronage  relat�ons.  The  el�te  gu�dance  on  football  also  hand  �n  hand  w�th  other  aspect 

 of  the  campa�gn.  There  are  many  donors  who  see  Fenerbahçe  as  a  football  club,  and  the 

 money that they g�ve to the club �s d�rectly related to the�r expectat�ons from football . 

 J  commented:  “F�rst  of  all,  the  campa�gn  shouldn’t  be  cons�dered  a  temporary  event.  I 

 don’t  th�nk  Fenerbahçe  would  have  launched  th�s  campa�gn  �f  the  f�nanc�al  problems 

 weren’t  ser�ous.  BL  �sn’t  rooted  �n  one  reason  or  another  but  rather  a  comb�nat�on  of 
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 reasons.  Espec�ally  cons�der�ng  the  post-2011  events,  �t  �s  not  surpr�s�ng  that  the  club  �s  �n 

 shambles  f�nanc�ally.  However,  we  shouldn’t  �gnore  m�smanagement  on  Fenerbahçe’s 

 part  that  led  the  club  to  where  �t  �s  today.  It’s  rumored  that  the  club  took  on  debt  w�thout 

 much  plann�ng.  Both  f�nanc�al  m�smanagement  and  pol�t�cal  events  are  factors  �n  th�s 

 s�tuat�on.  Some  fans  don’t  see  th�ngs  l�ke  that  but  �f  I  were  to  �nterpret  the  events  and  the 

 campa�gn,  I’d  st�ll  �nterpret  �t  the  same  way.  I  donated  because  I  love  and  support 

 Fenerbahçe.  I  also  trust  Al�  Koç  and  h�s  team  and  I  th�nk  they  w�ll  obta�n  great  results  for 

 Fenerbahçe.”  The  statements  of  J  show  us  that  J  has  an  organ�c  emot�onal  bond  w�th 

 Fenerbahçe  SC  and  h�s  comments  about  pol�t�cs  and  fan  �dent�ty  �s  related  to  how  BL 

 cemented  the  fandom  �dent�ty  �n  many  Fenerbahçe  fans  under  the  �nfluence  of 

 Fenerbahçe  adm�n�strat�on.  Th�s  �nd�cates  that  fandom  w�th�n  Fenerbahçe  �s  related  to  a 

 strong  commun�tar�an  approach  comb�ned  w�th  organ�c  evolut�ons  gu�ded  by  el�tes.  The 

 commentator  also  makes  �t  clear  how  attached  they  are  to  the  club.  Some  even  cons�der 

 themselves  ‘lovers’  of  football.  Scores,  f�xtures,  recru�tments  determ�ne  the  course  of 

 the�r  everyday  l�ves.  (Bora,  2006:  17)  The  sympathy  harbored  by  the  fans  towards  the 

 club  �ncludes  �ntersubject�v�ty  as  well.  That  collect�ve  �ntersubject�v�ty  was  the  reason  a 

 lot of the fans dec�ded to donate. 

 3.3 Comments About How They Donated 

 Some  of  the  part�c�pants  also  commented  on  the  donat�on  methods.  These  comments 

 show  the  �nfluence  of  el�te  management  on  the  campa�gn:  “The  reasons  Fenerbahçe 

 launched  the  campa�gn  are  obv�ous.  They  wanted  to  f�x  what  the  prev�ous  management 

 d�d  wrong,  restructure  the  team,  and  reestabl�sh  the  bond  between  the  club  and  the  fans.  I 
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 th�nk  Fenerbahçe  should  have  employed  a  d�fferent  solut�on  but  I  guess  they  d�dn’t  have 

 any  other  cho�ce,  so  I  donated  as  well.  It  �s  �ncred�bly  easy  to  donate  v�a  SMS  and  you 

 can  even  donate  v�a  onl�ne  bank  transfer.  They  are  also  offer�ng  rewards  to  those  that 

 donate  as  well,  �nclud�ng  houses  and  cars.  So,  I  th�nk  the  campa�gn  was  well 

 thought-out.”  These  comments  show  that  even  though  the  part�c�pant  d�d  not  fully 

 support  the  campa�gn  �dea,  he  st�ll  chose  to  donate  for  other  reasons  l�ke  h�s  fan  �dent�ty. 

 Also,  h�s  statements  about  how  easy  �t  �s  to  donate  reflect  some  relat�ons  about 

 post-fandom  �dent�ty,  wh�ch  demonstrates  new  dynam�cs  surround�ng  the  part�c�pat�on  to 

 the  campa�gn,  espec�ally  how  the  fandom  has  become  deterr�tor�al�zed.  “The  r�se  of 

 football  was  as  much  an  express�on  of  the  attempts  of  an  enl�ghtened  m�ddle  class  to 

 establ�sh  new  soc�al  and  cultural  values  of  rat�onal�sm  as  �t  was  a  reflect�on  of 

 technolog�cal  change.”  (Sandvoss,  2003:  5).  The  technolog�cal  change  and  new  dynam�cs 

 w�th�n  the  football  fandom  �dent�ty  caused  an  evolut�on  of  fandom  methodolog�es.  The 

 gu�dance  of  el�tes  �s  also  v�s�ble  �n  the  comment  through  the  def�n�t�on  of  the  new 

 Fenerbahçe adm�n�strat�on. 

 The  next  quest�on  was  “What  do  you  th�nk  of  Fenerbahçe’s  adm�n�strat�on  as  an 

 �nst�tut�on?  D�d  your  thoughts  on  Fenerbahçe  as  an  �nst�tut�on  affect  your  dec�s�on  to 

 donate?”  K's  answer  to  the  quest�on  was  �mportant:  “I  th�nk  Fenerbahçe  as  an  �nst�tut�on 

 �s  be�ng  m�smanaged.  Both  �n  terms  of  expend�tures  and  f�nanc�al  pol�c�es,  there  have 

 been  a  lot  of  m�stakes  made  by  the  club  over  t�me.  The  club  made  some  bad  �nvestments 

 �n  the  past  and  �t  �s  no  wonder  where  they  are  now.  However,  �t  wouldn’t  be  r�ght  to 

 �gnore  the  effect  of  pol�t�cs  �n  th�s.  What  brought  Fenerbahçe  here  today  �s  not  just  bad 

 f�nanc�al  dec�s�ons.  I  made  the  dec�s�on  to  donate  out  of  my  respect  and  trust  �n  the  new 
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 management.  Espec�ally  the  statements  of  the  club  about  the�r  des�re  to  separate  football 

 and  pol�t�cs  helped  me  make  up  my  m�nd.”  K’s  comments  show  h�s  trust  �n  Koç’s  team  �n 

 manag�ng  the  club  as  well  as  h�s  lack  of  sympathy  towards  the  prev�ous  pres�dent  and  h�s 

 team.  It  �s  clear  that  the  reason  why  some  fans  donated  was  the�r  trust  �n  the  new 

 management. 

 For  Example,  �n  mak�ng  these  po�nts,  Kádár  (2013)  argues  conform�ty  to  �ntra-network 

 commun�cat�ve  expectat�ons,  wh�ch  he  calls  ‘convent�ons’,  are  necessary  for  a  collect�ve 

 to  smoothly  ‘funct�on’  and  develop  �ts  own  l�ngu�st�c  r�tuals  (wh�ch  may  �nclude 

 ‘pol�teness’,  a  set  of  lex�cal  terms  and/or  d�scurs�ve  top�cs).  These  modes  of 

 commun�cat�on  help  to  bu�ld  ‘trust’  among  group  members  and  help  to  ‘network  �dent�ty 

 format�on’  �n  the  group  (Cleland,  Do�dge,  M�llward  &  W�ddop,  2018:  38).  In  add�t�on, 

 the  commun�cat�on  strategy  dr�ven  by  the  management  pos�t�vely  has  affected  the 

 campa�gn  parad�gm  as  well.  There  are  some  fans  who  trust  the  el�te  dynam�c  of  the 

 campa�gn  wh�ch  �s  why  th�s  trust  had  an  �mpact  on  fan’s  dec�s�on  to  part�c�pate  �n  the 

 campa�gn. 

 The  comments  also  show  how  the  club’s  soc�al  respons�b�l�ty  pol�c�es  led  to  an  �ncrease 

 �n  the  popular�ty  of  the  campa�gn.  The  el�tes'  �nfluence  over  these  campa�gns  are  v�s�ble 

 w�th�n  the  context  of  Fenerbahçe.  Indeed,  these  pol�c�es  even  helped  some  donors  make 

 up  the�r  m�nd:  “Fenerbahçe  as  a  sports  club  have  gone  through  some  rad�cal  changes  over 

 t�me  and  some  of  these  occurred  under  the  leadersh�p  of  Al�  Koç.  The  he-for-she 

 movement  �s  the  b�ggest  example  of  th�s.  In  a  country  where  football  �s  pretty  mascul�ne, 

 jo�n�ng  a  movement  focused  on  gender  roles  �s  a  b�g  step.  I  hope  other  sports  clubs  take  �t 

 as  an  example.  It  �s  hard  be�ng  a  female  fan  �n  Turkey.  These  projects  also  helped  me 
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 make  up  my  m�nd  about  donat�ng.  I  wanted  to  support  my  club  for  runn�ng  soc�al 

 respons�b�l�ty  projects  l�ke  th�s.  I  hope  Fenerbahçe  �sn’t  only  remembered  for  �ts  sports 

 act�v�t�es  but  also  other  projects  l�ke  th�s.  I  bel�eve  Fenerbahçe’s  success  �n  sports  w�ll  be 

 doubled  w�th  the  effect  of  soc�al  respons�b�l�ty  projects.”  In  th�s  way,  soc�al  respons�b�l�ty 

 projects such as  he-for-she  have affected the dec�s�on of fans gu�ded by el�tes. 

 The  he-for-she  movement  was  launched  to  battle  gender  �nequal�ty  �n  soc�ety.  Fenerbahçe 

 management  expla�ned:  “We  jo�ned  the  he-for-she  movement  to  create  a  clear  and  brave 

 stance  aga�nst  gender  �nequal�ty  �n  sports.  We,  male  or  female,  stand  together  �n  th�s. 

 Ach�ev�ng  gender  equal�ty  requ�res  everyone’s  help.  Together,  as  the  Fenerbahçe 

 commun�ty,  we  can  make  a  d�fference.”  (fenerbahce.org,  n.d.)  The  project,  �n�t�ated  by 

 UN  �n  2014,  helped  the  fans  have  a  stronger  bond  w�th  the  club  and  made  the  stad�ums 

 and  other  spaces  less  male-dom�nant.  Th�s  change  �n  the  dynam�cs  helped  the  fans 

 assume  a  more  welcom�ng  att�tude  towards  female  fans  �n  Turkey.  The  Fenerbahçe  el�te's 

 dec�s�on about  he-for-she  also helped the female �ntegrat�on on the club parad�gm. 

 The  �mpact  of  the  campa�gn  was  not  l�m�ted  to  the  sports  world,  but  spread  to  the  rest  of 

 the  world,  just  as  Sweden’s  fem�n�st  fore�gn  pol�cy  �n  favor  of  gender  equal�ty.  One  of  the 

 goals  of  the  sol�dar�ty  movement  he-for-she  ,  wh�ch  �s  supported  by  the  Swed�sh 

 government  as  well,  �s  to  make  men  more  act�vely  engaged  �n  fem�n�st  efforts.  Ever  s�nce 

 the  Swed�sh  Pr�me  M�n�ster  Stefan  Löfven  was  appo�nted  as  an  ‘Impact  Champ�on  World 

 Leader’  by  the  UN  Women  �n  2016,  all  male  Swed�sh  m�n�sters  have  jo�ned  �n  mak�ng 

 the  Swed�sh  government  the  only  one  �n  the  world  un�ted  �n  �ts  support  for  the  he-for-she 

 movement.  (Aggestam  &  Rosamond,  2016:  328)  Some  fans,  �ndeed,  dec�ded  to  donate  to 

 BL  for  such  soc�al  respons�b�l�ty  reasons,  �n  wh�ch  Fenerbahçe’s  part�c�pat�on  to 
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 he-for-she  was a factor. 

 K’s  comments  also  show  that  gender  equal�ty  and  other  soc�al  respons�b�l�ty  movements 

 m�ght  create  a  new  bond  between  Fenerbahçe  as  an  �nst�tut�on  and  �ts  fans  as  an  good 

 example.  “Those  �deas  are  �ncons�stent  w�th  Swed�sh  not�ons  of  the  welfare  state,  as  the 

 bast�on  of  gender  equal�ty  and  egal�tar�an�sm,  by  �ntroduc�ng  pr�vate  health  �nsurance  and 

 ch�ld  care  prov�s�ons,  allow�ng  for  wealthy  people  to  opt  out  of  the  un�versal�st  welfare 

 system  and  others  lack�ng  the  funds  to  do  so.”  (Rosamond,  2020:  7).  Understand�ng  th�s 

 statement  lets  us  see  how  fandom  pract�ces  surround�ng  BL  m�ght  �nclude  soc�al 

 respons�b�l�ty  projects  and  movements,  as  well  as  how  �mportant  �t  �s  to  the  major  global 

 changes  �n  the  soc�ety  from  local  and  �nst�tut�onal  level.  Thus  �t  �s  ev�dent  there  are  some 

 construct�ve  soc�al  respons�b�l�t�es  gu�ded  by  Fenerbahçe  el�tes  w�th�n  the  team 

 management. Th�s leads to the creat�on of a good atmosphere w�th�n the club. 

 The  �mportance  and  �mpact  of  the  el�te  �nfluence  can  also  be  seen  �n  the  campa�gns 

 w�th�n  the  framework  of  el�te  theory.  L  ment�oned:  “Fenerbahçe’s  reg�me  no  doubt 

 changed  drast�cally  w�th  Al�  Koç.  However,  �f  we  were  to  look  at  �t  from  a  d�fferent  po�nt 

 of  v�ew,  Al�  Koç’s  personal  charm  and  char�sma  m�ght  have  outshone  the  campa�gn.  I 

 th�nk  �t’s  not  okay  to  lay  so  much  respons�b�l�ty  on  Al�  Koç.  I  agree  that  he  can  be  the  b�g 

 break  Fenerbahçe  was  wa�t�ng  for  but  I’m  skept�cal  of  putt�ng  too  much  trust  �n  h�m 

 before  he  proves  h�s  worth.  I  th�nk  �t  m�ght  not  be  the  best  course  of  act�on  for 

 Fenerbahçe  as  an  �nst�tut�on  to  rely  so  much  on  an  �nd�v�dual.  The  club  should  g�ve  more 

 �mportance  to  the  bond  and  cooperat�on  between  the  fans,  the  adm�n�strat�on,  and  the 

 athletes.  I  donated  wh�le  keep�ng  th�s  bond  and  cooperat�on  �n  m�nd.  The  �dea  of 

 ‘Fenerbahçe  Republ�c’  �s  tremendously  �mportant  for  our  fandom,  so  I  thought  of  my 
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 place  �n  th�s  republ�c  and  my  respons�b�l�t�es  to  the  club  wh�le  th�nk�ng  about  donat�ng.  I 

 hope  BL  w�ll  be  benef�c�al  to  the  club’s  future.”  L’s  concerns  about  Al�  Koç’s  char�sma 

 and  el�te  �nfluence  becom�ng  the  pr�or�ty  over  the  �nst�tut�onal  management  were  v�s�ble 

 �n  h�s  comments.  Personal  mot�vat�on  of  L  for  donat�on  took  more  of  a  commun�tar�an 

 approach,  focus�ng  on  the  bond  between  the  fans  and  the  �nst�tut�onal  el�tes.  H�s  ment�on 

 of  ‘Fenerbahçe  Republ�c’  reflects  th�s  commun�tar�an  �deology  under  the  construct�on  of 

 group real�ty. 

 The  term  ‘Fenerbahçe  Republ�c’  refers  to  Fenerbahçe  as  an  �ndependent  �nst�tut�on. 

 “What  �s  meant  by  th�s  phrase  �s  the  vastness  of  love  for  Fenerbahçe  and  how  that  love  �s 

 embedded  �n  the  hearts  of  the  fans.”  (Der�ngör,  Ayd�nl�k,  2015).  Al�  Koç,  therefore, 

 should  not  replace  Fenerbahçe  as  an  �nst�tut�on.  Moreover,  L  ment�ons  ‘republ�c’,  wh�ch 

 �nd�cates  the  ‘�ndependency’  of  the  club.  However,  that  �mpl�es  that  the  fans,  the  players, 

 and the club management all must take on respons�b�l�ty to ach�eve that �ndependency. 

 The  motto  ‘Fenerbahçe  Republ�c’  �nd�cates  the  pol�t�cal  nature  of  the  club  as  well.  That  �s 

 also  why  there  are  some  consp�racy  theor�es  about  Fenerbahçe  secretly  be�ng  an 

 oppos�t�on  group.  Some  con-Fenerbahçe  statements  and  even  statements  by  the  other 

 �nst�tut�onal  el�tes  and  representat�ves  suggest  th�s.  Some  newspapers  �n  Turkey,  for 

 example,  released  some  fake  news  regard�ng  Fenerbahçe,  wh�ch  led  to  a  popular  culture 

 clash.  There  also  ex�sts  some  fake  cla�ms  that  suggest  Al�  Koç  w�ll  enter  pol�t�cs  �n  the 

 future.  Con-Fenerbahçe  sources  ment�on  “lobby�ng”:  “Whenever  we  lend  an  ear  to  a 

 lobby,  whenever  they  ment�on  the  fa�lures  of  CHP  [ma�n  oppos�t�onal  party  �n  Turkey], 

 they  also  ment�on  Fenerbahçe’s  pres�dent,  Al�  Koç.  These  rumors  are  not  even  be�ng 

 secret�ve  anymore,  some  CHP  members  openly  say  that  Koç  w�ll  be  a  pres�dent�al 
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 cand�date  �n  the  future.”  (Övür,  Sabah,  2020).  Th�s  �s  because  there  �s  an  �mportant  el�te 

 �dent�ty  construct�on  at  stake  there.  Moreover,  �n  th�s  context,  st�gmat�zat�on  and 

 problemat�c statements  comb�ned w�th el�te perspect�ves have occurred. 

 Th�s  led  me  to  my  next  quest�on:  “Why  and  how  do  you  th�nk  Fenerbahçe  became  a  top�c 

 �n  popular  cultural  debates?  How  does  Fenerbahçe’s  �mage  play  out  �n  pol�t�cs  currently? 

 Do  you  th�nk  the  campa�gn  re�nforced  th�s  �dea?”  The  part�c�pants’  answers  exh�b�t  the 

 connect�on  between  pol�t�cs  and  football  �n  Turkey  �n  the  context  of  Fenerbahçe  and  how 

 that  connect�on  plays  out.  The�r  comments  also  reflect  how  the  donors  themselves 

 leg�t�m�zed donat�ng to the campa�gn �n the�r own m�nd. 

 M  answered:  “One  of  the  reasons  Fenerbahçe  became  a  pol�t�cal  �tem  �s  �ts  �deolog�cal 

 footsteps.  Fenerbahçe  was  always  advocat�ng  for  order  and  an  �ndependent  management. 

 These  �deals  have  been  rece�ved  as  threaten�ng  by  other  football  fans,  wh�ch  creates  a 

 follow�ng  for  be�ng  an  ant�-Fenerbahçe  fan  �n  Turk�sh  football.  Pol�t�cs  and  football  are 

 �ntertw�ned  �n  Turkey  and  be�ng  ant�-Fenerbahçe  can  earn  you  some  votes  �n  pol�t�cs  too. 

 The  match-f�x�ng  allegat�ons  of  2011,  Fenerbahçe  fans’  stance  on  Gez�  Park  protests  of 

 2013  and  the  shoot�ng  of  Fenerbahçe’s  bus  all  result  from  th�s  concentr�c  relat�on 

 between  pol�t�cs  and  football.  Fenerbahçe,  however,  always  tr�ed  to  d�stance  �tself  from 

 pol�t�cs  and  the  statements  of  the  pres�dents  prove  th�s.  The  part�c�pat�on  of  the  fans  to  the 

 BL  campa�gn  �s  just  an  accumulat�on  of  all  these  facts  along  w�th  the  pol�c�es  of  the 

 Fenerbahçe  management  and  �t  �s  no  wonder  that  a  lot  of  the  fans  chose  to  donate.  Us�ng 

 such  mottos  l�ke  ‘Fenerbahçe  Republ�c’  and  ‘�ndependent  Fenerbahçe’  �s  the  b�ggest 

 �nd�cator  of  th�s.”  H�s  explanat�on  shows  how  fandom  �dent�ty  �s  constructed  �n  a  way  to 

 reflect  the  �nst�tut�onal  dynam�cs  �n  the  club.  The  stances  and  reflect�ons  of  the  club  also 
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 �nfluence the fans ontolog�cal approach towards the fandom as well. 

 Comb�ned  w�th  these  dynam�cs,  however,  the  �nd�v�dual  ontolog�cal  aspects  m�ght  also 

 lead  to  d�fferent  v�rtually  fandom  types  w�th  the  effects  of  �nst�tut�onal  el�tes  of  the  club. 

 For  example;  McManus  suggests  (2012:  2):  “V�rtual  space,  I  suggest,  �s  produced 

 d�alect�cally,  out  of  an  oppos�t�on  w�th  'actual'  space:  soc�al  processes  l�ke  fandom 

 emerge  through  how  �nd�v�duals  and  commun�t�es  med�ate  between  the  v�rtual  and  the 

 actual,  between  determ�ned  and  potent�al  not�ons  of  how  to  be  fans.”  Moreover,  the 

 cosmopol�tan  nature  of  the  football  clubs  of  Istanbul  proves  that.  It  �s  essent�al  to  know 

 that  comb�n�ng  the  football  fandom  w�th  d�fferent  dynam�cs  and  w�th  the  not�on  of 

 �nst�tut�onal  dynam�cs  g�ves  us  the  soc�al  �dent�ty  of  the  fans  wh�ch  �s  proven  to  el�te 

 dynam�cs and �ts relat�on w�th fans. 

 There  are  other  explanat�ons  to  reflect  the  dynam�cs  of  the  fandom  outs�de  of  the  pol�t�cs 

 w�th�n  a  d�fferent  context  as  well.  For  example;  M  expla�ns:  “I  th�nk  the  cla�ms  about 

 Fenerbahçe  be�ng  a  pol�t�cal  f�gure  or  a  tool  are  hyperbol�c  and  s�mply  unreal�st�c.  Yes, 

 there  have  been  some  �nc�dents  �n  the  past  but  that  doesn’t  mean  Fenerbahçe  has  a 

 un�que,  marg�nal  place  �n  Turk�sh  football.  Espec�ally  �n  the  case  of  the  football  teams 

 from  Istanbul,  the  clubs  have  w�ldly  d�ffer�ng  fan  �dent�t�es  and  every  team  has  hool�gans 

 �n  the�r  fanbase.  If  you  ask  me,  I  don’t  bel�eve  there  �s  a  pol�t�cal  reason  for  the 

 part�c�pat�on  to  BL.  I  myself  donated  but  not  because  of  pol�t�cs.”  H�s  statements  reflect 

 h�s/her  stance  aga�nst  pol�t�cal  relat�ons  of  the  fandom.  The  role  of  fandom  and  h�s 

 �dent�ty  are  s�tuated  far  away  from  pol�t�cal  �deas  and  descr�pt�ons.  So  that  �s  �mportant  to 

 understand fandom w�th�n d�fferent approaches. 
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 Moreover,  every  football  team  �n  Turkey,  espec�ally  the  Istanbul  teams,  has  the�r  own 

 dynam�cs  and  connect�ons.  So  that  �t  �s  �mportant  to  f�gure  out  these  dynam�cs  w�th�n  �ts 

 own  essence  and  type  affects  towards  the  fandom.  “Each  of  the  Istanbul  teams  has  �ts 

 own  stereotype.  Galatasaray,  the  oldest,  �s  assoc�ated  w�th  the  él�te  Ottoman-era 

 Galatasaray  Lycée.  Fenerbahçe  has  the  b�ggest  budget  and  the  most  �llustr�ous  fan  base  (�t 

 �ncludes  Pr�me  M�n�ster  Recep  Tayy�p  Erdogan  and  the  Nobel  Laureate  Orhan  Pamuk).” 

 (Batuman,  2012:  687).  Because  of  that  the  fans  can  affect  the  fandom,  too.  The  plural 

 nature of the fandom can create d�fferent types of fandom as well. 

 The  cosmopol�tan  nature  of  the  football  clubs  was  ev�dent  �n  the  Istanbul  context,  where 

 fans  are  as  d�verse  as  �t  gets.  However,  there  ex�st  some  �nc�dents  or  traged�es  that  had  a 

 b�gger  �mpact  on  Fenerbahçe  fans  overall  and  on  the  construct�on  of  fandom/fan  �dent�ty. 

 Such  �nc�dents  cause  some  common  bel�ef  systems  among  the  fans  �n  the  stad�ums, 

 dur�ng  games  and  other  deterr�tor�al  events.  “As  the  self-reflect�on  �n  football  fandom 

 prestructures  membersh�p  of  fan  commun�t�es,  these  commun�t�es  are  themselves 

 �ncreas�ngly  unbound  of  phys�cal  space  and  therefore  deterr�tor�al�zed.”  (Sandvoss, 

 2003:92).  Few  of  these  ment�oned  �nc�dents,  some  of  wh�ch  were  pol�t�cal,  affected 

 part�c�pat�on �n BL as well. 

 Also,  football  fandom  �n  Turkey  has  mult�ple  relat�ons  among  the  fans  that’s  why  there 

 d�fferent  mot�vat�on  m�ght  affect  the  dynam�cs  of  BL  campa�gn  parad�gm.  Part�c�pant  A 

 stated:  “Everyth�ng  �s  �nterconnected  w�th  pol�t�cs  �n  Turkey  and  football  �s  no  except�on. 

 It  �s  a  fact  regardless  of  how  anyone  feels  about  �t.  Th�s  became  even  more  ev�dent  dur�ng 

 Gez�  Protests  �n  2013,  when  fans  of  d�fferent  football  clubs  gathered  under  the  name 

 ‘Istanbul  Un�ted’  to  oppose  the  government.  Fenerbahçe  fans  were  also  a  part  of  th�s 
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 group  and  they  fought  for  the�r  �deals  both  on  the  streets  and  �n  the  stad�ums  dur�ng 

 games.  Al�  Isma�l  Korkmaz,  for  �nstance,  a  19-year-old  student  who  was  k�lled  by  the 

 pol�ce  dur�ng  the  protests,  left  a  deep  mark  �n  Fenerbahçe.  The  fans  composed  anthems  �n 

 h�s  memory  and  the  Fenerbahçe  pres�dent  at  the  t�me  publ�cly  vo�ced  h�s  contentment 

 about  these  anthems.  Football  and  pol�t�cs  should  go  hand  �n  hand  when  �t  comes  to 

 events  and  �nc�dents  l�ke  th�s  to  make  sure  there  �s  enough  publ�c  awareness  and  to  ensure 

 the  people  understand  what  �s  go�ng  on  currently  �n  the  country.  Moreover,  the  fact  that 

 hotels  owned  by  the  Koç  fam�ly  harbored  protesters  dur�ng  the  Gez�  Protests  was  used  by 

 the  pro-government  med�a  to  further  pol�t�c�ze  Fenerbahçe.  Ult�mately,  keep�ng  all  these 

 pol�t�cal  reasons  �n  m�nd,  I  dec�ded  to  donate  to  BL  as  a  fan.”  Accord�ng  to  A,  the 

 pol�t�cal  stance  a  fan  assumes  plays  a  role  �n  h�s  dec�s�on  to  whether  or  not  to  donate  to 

 BL.  It  �s  ev�dent  from  A’s  statements  that  pol�t�c�zat�on  and  polar�zat�on  of  football  has 

 had a strong �mpact on how fan �dent�t�es and fandom pract�ces are constructed. 

 3.4 Conclud�ng Remarks 

 To  sum  up,  �t  �s  poss�ble  to  say  that  the  fans’  perspect�ves  on  the  campa�gn  should  be 

 cons�dered  on  an  �nd�v�dual�st�c  bas�s  affected  by  the  el�tes  of  supporters’  club.  When  we 

 �nspect  fans’  �nd�v�dual  stances,  there  are  var�ous  factors  that  affected  the�r  cho�ces  to 

 donate  to  BL.  Th�s  means  that  �t  would  not  be  correct  to  assume  the  mot�vat�on  for 

 donat�on  was  result�ng  s�mply  from  an  el�te  gu�ded  stance,  but  �t  �s  a  m�x  of  both 

 ontolog�cal  and  el�te  gu�ded  stances  wh�ch  prov�de  the  emot�on  of  the  fans.  “Emot�ons 

 are  generally  thought  to  be  subject�ve,  cogn�t�ve  exper�ences  that  are  character�zed  by 

 b�olog�cal,  psycholog�cal,  and  phys�olog�cal  express�ons  and  react�ons  (Barbalet,  2001; 
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 Katz,  1999;  Pr�nz,  2004;  Ten  Houten,  1996)  that  are  understood  as  s�tuat�onal, 

 �nteract�onal,  and  temporally  s�tuated  (Denz�n,  1984;  Kemper,  1978;  Shott,  1979).” 

 (Cleland  et  al,  2018:  34).  So  the  BL  campa�gn  affects  fans  accord�ng  to  the�r  own 

 dec�s�ons. 

 It  �s  �mportant  to  understand  how  �nd�v�duals  created  a  bond  w�th�n  �nst�tut�onal 

 dynam�cs.  Act�ons,  Cleland  et  al  (2018:  132)  states,  are  �solated  from  ne�ther  each  other 

 nor  other  �nst�tut�onal  systems  that  �nfluence  behav�or.  They  are  cont�nually  shaped, 

 constra�ned,  and  d�storted  by  network  structures.  Because  of  th�s,  the  �nst�tut�onal  events 

 and  �nc�dents  �nteract  w�th  the  �ntersubject�ve  relat�ons  among  the  fans  and  th�s 

 �ntersubject�v�ty  then  turns  �nto  fandom  pract�ce.  The  reasons  beh�nd  the  ontolog�cal 

 stance  of  a  fan  also  affects  part�c�pat�on  to  the  campa�gn,  as  th�s  stance  �s  also  a  reflect�on 

 of the relat�onal �ssues between the �nst�tut�ons and the�r �nd�v�dual dynam�cs. 

 The  reason  of  the  ontolog�cal  stance  has  a  construct�ve  factor  for  or  aga�nst  the  campa�gn 

 because  the  ontolog�cal  stance  of  the  fan  �s  a  construct�ve  and  determ�nant  factor  w�th�n 

 the  BL  campa�gn.  The  ontolog�cal  stance  also  reflects  the  relat�onal  �ssues  between  the 

 �nst�tut�ons  and  the�r  �nd�v�dual  dynam�c.  Cleland,  Do�dge,  M�llward  and  W�ddop  (2018: 

 4)  report,  accord�ng  to  Crossley  (2011:  23),  relat�ons  are  real  and  the  soc�al  world 

 compr�ses  actors-�n-relat�on  and  for  K�ng  (2012:  17),  ‘soc�ety  cons�sts  of  human  soc�al 

 relat�ons  wh�ch  are  the  bas�s  of  even  the  most  powerful  assoc�at�ons’.  Therefore,  the 

 thes�s  tr�ed  to  form  a  connect�on  between  the  �nst�tut�onal  dynam�cs  of  the  club  l�ke  el�tes 

 and  other  adm�n�strat�ve  members  and  also  the  part�c�pants’  approach  to  BL  w�th�n  the�r 

 commun�tar�an sense and belong�ngs. 
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 Cleland,  Do�dge,  M�llward  and  W�ddop  (2018:  59)  expla�n  that  football  r�tuals  allow  the 

 fans  to  meet  and  �nteract  w�th  each  other  �n  a  number  of  spaces,  such  as  stad�ums, 

 supporters’  clubs,  bars,  onl�ne.  They  prov�de  ‘foc�’  where  fans  can  meet  and  ‘top  up’ 

 the�r  bel�efs  �n  the  movements’  a�ms  and  g�ve  the  avo�dance  of  d�s�llus�onment  that  �s 

 needed  for  cont�nued  act�on.  Work�ng  utop�as  prov�de  places  where  the  movement’s 

 culture  �s  reformed  and  that  ‘people  v�s�t  them  �n  order  to  learn  how  to  pract�ce 

 d�fferently:  how  to  perce�ve,  th�nk  and  act’  �n  relat�on  to  other  members  of  the 

 commun�ty  (Crossley,  1999:  817).  The  fact  that  the  el�tes  of  Fenerbahçe  knew  th�s  real�ty 

 and  constructed  the  BL  campa�gn  to  create  a  d�lemma  w�th�n  the  club  �s  a�med  at 

 establ�sh�ng a group coherence. 

 Accord�ng  to  my  f�nd�ngs,  then,  these  relat�ons  created  the  two  s�des  of  relat�onal�ty.  One 

 of  them  �s  the  person  who  belongs  and  feels  �nvolved  w�th  the  commun�tar�an  dynam�cs 

 �n  the  context  of  BL  and  the  other  �s  the  person  who  could  not  be  �nvolved,  one  way  or 

 the  other.  Th�s  �s  because  the  performance  of  the  BL  campa�gn  can  be  expla�ned  �n  two 

 ways:  “However,  these  boundar�es  are  culturally  constructed  through  networks  of  human 

 relat�ons  g�ven  that  outs�ders  from  beyond  the  elast�c  boundar�es  are  occas�onally  allowed 

 to  jo�n  the  group  of  ‘real’  trad�t�onal  fans.”  (Cleland,  Do�dge,  M�llward  &  W�ddop,  2018: 

 42).  Accord�ngly,  the  dynam�cs  and  d�chotom�es  of  th�s  relat�onal  s�de  led  to  d�fferent 

 comments  about  the  campa�gn.  Also,  to  show  how  el�te  dynam�cs  affect  the  way  of 

 campa�gn. 

 The  f�nd�ngs  of  the  �nterv�ews  have  been  analyzed  �n  the  context  of  the  transformat�on  of 

 the  fandom  w�th�n  a  mult�ple  extent  and  that  fandom  under  the  �nfluence  of  the  clubs 

 comb�ned  w�th  el�te  dec�s�ons.  Th�s  reflects  how  some  technolog�cal  and  soc�etal  changes 
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 have  dr�ven  the  fans  to  d�fferent  pos�t�onal�t�es  related  w�th  the�r  �dent�ty  and  emot�onal 

 attachment  to  the  club  and  how  these  dynam�cs  are  more  understandable  through  el�tes. 

 Moreover,  the  analys�s  of  the  �nterv�ews  reflects  these  pos�t�onal�t�es  �n  a  larger  context 

 accord�ng  to  ontolog�cal  v�ews  of  the  fans.  The�r  trust  �n  the  el�tes  related  to  the 

 ontolog�cal  attachment  of  the  BL  part�c�pants  �s  also  v�s�ble  �n  the  study.  That  �s  why  the 

 role  of  the  m�cro-el�te  dec�s�ons  lead  us  to  understand  the  var�ables  of  the  �nterv�ews 

 w�th�n  a  more  complex  relat�onal  way.  Th�s  complex�ty  could  be  understood  w�th  the 

 effects  of  global�zat�on,  global-econom�c  and  soc�al  transformat�on  and  how  these 

 transformat�ons affect the bel�efs of the fans w�th�n the context of the BL campa�gn. 

 4. Conclus�on 

 Throughout  th�s  thes�s,  I  ma�nly  a�m  to  descr�be  Fenerbahçe’s  BL  campa�gn  and  �ts 

 relat�on  w�th  club  adm�n�strat�ve  el�tes.  Thes�s  started  off  by  g�v�ng  a  short  account  of  the 

 h�story  of  football  and  how  modern  football  spread  across  the  world  w�th  the  �ndustr�al 

 revolut�on,  wh�ch  created  free  t�me  for  people  to  enjoy  do�ng  sports.  Shortly  after  that, 

 football  became  commod�f�ed,  wh�ch  led  to  some  soc�al  exclus�on  and  �nclus�on:  “The 

 relat�onsh�p  of  football’s  advanced  commod�f�cat�on  to  the  poss�ble  soc�al  exclus�on  of 

 supporters  has  generated  some  strong  cr�t�cal  commentar�es  (Conn,  1998,  2004;  McG�ll, 

 2002;  Wagg,  2004).”  (G�ul�anott�,  2005:  398).  The  soc�al  �nclus�on  or  exclus�on  �s 

 becom�ng more ev�dent as the �nfluence of el�tes �s understood. 

 To  understand  the  context  of  BL,  the  thes�s  moved  on  to  �dent�fy�ng  the  genealogy  of 

 Turk�sh  football.  Th�s  el�te  dynam�c  and  effects  analys�s  allowed  us  to  understand  how 
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 football  evolved  �n  Turkey  through  relat�onal  aspects  and  clashes  of  the  el�tes  over  the 

 course  of  h�story.  Polar�zat�on  also  has  had  an  �mportant  role  to  play  �n  th�s  aspect. 

 Y�ld�r�m  (2019:  240)  states  that  pol�t�c�ans,  parl�amentary  representat�ves,  and  other  state 

 off�c�als  also  benef�t  from  the�r  relat�onsh�p  w�th  football  clubs.  Football  clubs  can 

 command  the  masses’  attent�on  and  tend  to  have  the  ab�l�ty  to  shape  publ�c  op�n�on.  So 

 that the dynam�cs of the fandom had been affected by these relat�ons. 

 W�th  that,  the  thes�s  proceeded  to  delve  �nto  the  el�te  dynam�cs  of  Fenerbahçe  Sports 

 Club  �tself.  Thes�s  analyzed  Fenerbahçe’s  pos�t�on  �n  Turk�sh  football,  along  w�th  �ts 

 funct�on  dur�ng  el�te  effect  of  football  �n  Turkey  under  the  not�on  of  BL  campa�gn.  Thes�s 

 �nvest�gated  �f  the  st�gmat�zat�on  m�ght  have  had  a  role  �n  the  construct�on  of  fandom  and 

 how  ontolog�cal  fandom  approaches  affected  part�c�pat�on  to  BL.  Nuhrat  (2018:  399) 

 reports  that  fans  of  Fenerbahçe  del�berately  shop  at  the  club’s  off�c�al  merchand�se  store, 

 Fener�um,  to  support  the  club,  wh�ch  shows  Fenerbahçe’s  role  �n  the  development  of 

 endüstr�yel  futbol  [EN.  ‘�ndustr�al  football’].  Some  of  Nuhrat’s  �nterlocutors  even 

 descr�bed  Fenerbahçe's'l�festyle’  as  endüstr�yel  football  �tself.  Through  these  dynam�cs, 

 the  thes�s  a�med  to  strat�fy  the  relat�onal  approach  to  how  Fenerbahçe  as  an  �nst�tut�on 

 evolved  w�th�n  the  el�te  effect  under  the  Turk�sh  Football  context,  what  k�nd  of  dynam�cs 

 was  a  reason  for  that  construct�on  and  how  the  st�gmat�zat�on  of  Fenerbahçe  occurred. 

 Bear�ng all these facts �n m�nd, was the BL campa�gn a culm�nat�on of such relat�ons? 

 Related  to  th�s,  the  thes�s  also  a�med  to  �dent�fy  the  transformat�on  of  fandom  over  t�me 

 and  space.  Espec�ally  the  �nteract�on  between  the  fans  and  new  technolog�es,  l�ke  the 

 �nternet  or  telev�s�on,  and  the  soc�al  effects  th�s  �nteract�on  caused  was  �nvest�gated  �n  th�s 

 paper.  “All�ed  w�th  the  growth  of  new  forms  of  commun�cat�on,  such  as  �nternet  forums 
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 and  soc�al  network�ng  s�tes  l�ke  Facebook,  the  result  �s  a  push�ng  and  pull�ng  of  the  group 

 �dent�ty  away  from  earl�er  markers  such  as  geography  or  fam�ly  t�es  and  toward  one 

 based  on  a  br�colage  of  symbols  and  �mages,  w�th  the  �nternet  as  the  v�rtual  space  where 

 assemblage  often  takes  place.”  (McManus,  2013:  21).  Keep�ng  th�s  �n  m�nd,  the  thes�s 

 tr�ed  to  evaluate  the  construct�on  of  post-fandom  and  how  BL  evolved  w�th  such 

 relat�ons. 

 To  understand  the  evolut�on  of  Turk�sh  football  fandom,  Fenerbahçe,  el�te  dynam�cs  and 

 fandom,  the  thes�s  used  the  el�te  theory,  wh�ch  allowed  to  expla�n  the  power  and 

 patronage  relat�ons,  polar�zat�on  and  how  these  relat�ons  are  embedded  �n  the  football 

 landscape.  In  the  analys�s  sect�on,  the  thes�s  tr�ed  to  expla�n  the  �nst�tut�onal  dynam�cs  of 

 Fenerbahçe  and  how  the  club  used  var�ous  strateg�es,  �nclud�ng  TV  shows,  to  �ncrease 

 part�c�pat�on  �n  the  campa�gn.  Thes�s  analyzed  comments  made  by  users  onl�ne  to 

 �llustrate  how  fans’  �nvolvement  (or  the  lack  thereof)  �n  the  �nst�tut�onal  and  el�te  gu�ded 

 dynam�cs.  F�nally,  the  thes�s  conducted  sem�-structured  �nterv�ews  w�th  BL  donors,  who 

 part�c�pated  �n  BL  w�th  fandom  and  commun�tar�an  �deolog�es  �n  m�nd  constructed  by 

 Fenerbahçe  el�tes.  The  a�m  of  th�s  thes�s  was  to  clar�fy  the  l�nk  between  �nst�tut�onal  and 

 el�te  gu�ded  pos�t�ons  and  how  �nd�v�duals  created  a  d�fferent  relat�on  based  on  var�ous 

 dynam�cs w�th Fenerbahçe as a team under the spec�f�c context of the BL campa�gn. 

 The  f�nd�ngs  of  the  research  reflect  the  relat�onal  approach  of  the  clubs  and  fans  relat�ons 

 between  club  el�tes.  Th�s  relat�onal  approach  was  also  v�s�ble  �n  the  BL  campa�gn.  The 

 transformat�ons  of  the  soc�ety  �n  general  �n  the  context  of  econom�c  and  soc�al 

 global�zat�ons  had  a  d�fferent  effect  on  the  un�ons  w�th�n  a  d�fferent  relat�onal�ty.  The  BL 

 campa�gn,  therefore,  reflects  the  pos�t�on  of  Fenerbahçe’s  �nst�tut�onal�ty,  related  w�th 
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 some  macro-level  transformat�ons  �n  Turkey,  espec�ally  w�th�n  the  context  of  Turkey's 

 el�te  dynam�cs.  The  club’s  soc�olog�cal  pos�t�on  of  el�tes  leads  to  narrated  d�scourses  of 

 the  BL  campa�gn.  F�nally,  these  narrat�ons  and  events  have  affected  the  role  of  the 

 �nd�v�dual’s  ontolog�cal  stance  w�th�n  the  frame  of  the  BL  campa�gn.  That  �s  why  that 

 thes�s  reflects  how  the  �nd�v�duals  donated  to  the  campa�gn  w�thout  gett�ng  any  tang�ble 

 return comb�ned w�th global�zat�on and el�te affect. 
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