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1 Introduction 

 

Travel motives, engagement, social behavior and practices provide an interesting 

intersection for an investigation of the role of digital media in forming future behavior of 

fans travelling to places associated with popular culture such as music. Literature lacks 

empirical studies on music tourists and in particular the digital aspects of online practices. 

Therefore, the purpose of this study was to examine how digital media and online practices 

moderates the effect of involvement, social identity and motive on perceived value of 

tourist experiences and future travel behavior.  

 

ABBA is a legendary pop music band from Sweden who had their last live performance 

in the 1980’s. ABBA is highly associated with being from Sweden and it was therefore with 

great interest that ABBA fans received the news about the opening of ABBA the Museum 

in Stockholm in 2013. There is a big international fan community around ABBA even today 

and people who visit Sweden may have ABBA as a main or secondary motive for their trip. 

So far, there has not been any empirical scientific study of ABBA tourists in Sweden and 

therefore a main purpose of this study is to describe this group of tourists. There are two 

research questions for this study: 1) what is the ABBA tourists’ profile and their respective 

online practices, and 2) what is the effect of social identity, involvement and travel motives 

on perceived value of ABBA tourism experiences as well as future interest in travelling, 

especially considering their online practices and experiences.  

 

Further analysis on the empirical material of this study can be found in the publication 

of a book chapter; Lexhagen, M. (2018). Music fans as tourists: the mysterious ways of 

individual and social dimensions. In C. Lundberg and V. Ziakas (eds), The Routledge 

Handbook on Popular Culture and Tourism, Routledge, UK. Chapter 21, pp. 234-247. 
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2 Method 

The results presented in this paper are based on an online survey of ABBA fans from 

2013. The survey used a non-probabilistic snowball sampling and a link was available on 

the official ABBA fan club website, other ABBA fan club websites, ABBA-related Facebook 

groups, Twitter, and on ABBA the Museums Facebook page. The total number of 

respondents was 1 286. 

 

The survey included questions about respondents’ most recent ABBA-related trip such 

as visiting a location or destination associated with ABBA or participating in an event. It 

also included questions about their activities and previous experiences as an ABBA fan, 

information sources used, spending related to travel and purchasing ABBA products, web 

usage, future behavior, and background information (age, family situation, income, 

educational level, gender, and country of origin). Furthermore, questions on fan 

involvement, social identity, travel motives, social media use for ABBA-related trips, 

emotions related to web usage, and perceived value from ABBA related travel experiences, 

were included. The study employed a variety of univariate (proportions, medians and 

means), bivariate and multivariate analyses. The transformation of variables measured on 

an agreement scale was divided into two groups. Responses in the range from definitely 

disagree to neutral and in the range from somewhat to highly agree, was used as the 

grouping variables for in-depth analysis. Besides, categorization of numerical variables 

such as income and expenditures into four groups on the interquartile range basis was 

used to deal with the issue of extremely high values. Bivariate analysis include chi-square 

tests, t-tests and ANOVA, which was used to assess the differences between various 

groups of ABBA fans. 

 

The cluster analysis performed in two steps assisted in classification of ABBA fans into 

segments based on a set of variables measured on a 7-point agreement scale. Examination 

of the agglomeration schedule and a dendogram as an output of hierarchical clustering 

(Ward's method, squared euqlidean distance) suggested the number of clusters. 

Consequently, K-means clustering classified the ABBA fans and helped evaluate the 

clusters' profiles and labeling. Cluster membership was then used as the grouping variable 

for bivariate analyses and significant differences between the clusters serve as evidence for 

cluster validity. 

Finally, in order to empirically test the relationships between the offline and online fan 

involvement, social identity, web usage, web experience, travel motives, perceived value, 

social value, and future behavior intentions, the study utilized the structural equation 

modelling (SEM) technique by using the IBM SPSS AMOS (ver. 25).   
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2.1 Survey items for motives, social identity and involvement 

 

 

Table 2.1.1 Survey items motives 

Motives measurement items 

1= strongly disagree, 7= strongly agree 

Developed from previous research 

 

To experience a sense of belongingness 

to ABBA  

 

To experience a sense of belongingness 

to the ABBA community 

Crompton, J. L. and McKay, S. L. (1997) ‘Motives of visitors 

attending festival events’, Annals of Tourism Research, 24: 426-39. 

 

Crompton, J. L. and McKay, S. L. (1997) ‘Motives of visitors 

attending festival events’, Annals of Tourism Research, 24: 426-39 

 

Faulkner, B., Fredline, E. Larson, M. and Tomljenovic, R. (1999) ‘A 

marketing analysis of Sweden’s Storsjöyran musical festival’, 

Tourism Analysis, 4:157-71. 

 

Formica, S. and Uysal, M. (1998) ‘Market segmentation of an 

international cultural-historical event’, Journal of Travel Research, 36: 

16-24. 

 

Kim, N-S. and Chalip, L. (2004) ‘Why travel to the FIFA World 

Cup? Effects of motives, background, interest, and constraints’, 

Tourism Management, 25: 695-707.  

 

Mohr, K., Backman, K. E., Gahan, L. and Backman, S. J. (1993) ‘An 

investigation of festival motivations and event satisfaction by 

visitor type’, Festival Management and Event Tourism, 1: 89-98. 

 

Scott, D. (1996) ‘A comparison of visitors’ motivations to attend 

three urban festivals’, Festival Management and Event Tourism, 3: 

121-28. 

 

Smith, A.C.T. and Stewart, B. (2007) ‘The travelling fan: 

understanding the mechanisms of sport fan consumption in a sport 

tourism setting’, Journal of Sport & Tourism, 12: 155-81.  

 

Trail, G.T., and James, J.D. (2001) ‘The motivation scale for sport 

consumption: Assessment of the  

scale’s psychometric properties’, Journal of Sport Behaviour, 24: 108–

27.  

Uysal, M., Backman, K., Backman, S. and Potts, T. (1991) ‘An 

examination of event tourism motivations and activity’, paper 

presented at New Horizons Conference, Calgary, Canada, July 

1991. 

Uysal, M., Gahan, L. and Martin, B. (1993) ‘An examination of 

event motivations’, Festival Management and Event Tourism, 1: 5-10. 

 

To experience a "ABBA atmosphere" 

 

 

 

To participate in activities that are fun 

 

 

 

To experience new and different things 

 

 

 

To get away from the usual routine 

 

 

 

To experience excitement 

 

 

 

To party and drink 

 

 

 

To be with people who are enjoying 

themselves 

 

 

To meet old friends 

 

 

 

To meet new friends 
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To share the experience with the people 

travelling with me 

Wann, D.L. (1995) ‘Preliminary validation of the sport fan 

motivation scale’, Journal of Sport and Social Issues, 19: 377–96.  

Authors’ own 

 

Authors’ own 

 

Authors’ own 

Authors’ own 

 

Authors’ own 

 

To have fun with my friends and/or 

family 

To participate in other activities that are 

not ABBA related 

To visit an attractive destination 

To have an opportunity to visit this 

particular destination 

To watch people and be a part of the 

event/trip 

 

 

 

Table 2.1.2. Survey items perceived value 

Perceived value measurement items 

1= strongly disagree, 7= strongly agree  

Developed from previous research 

The event/trip had a consistent quality Babin, B. J., Darden, W. R. and 

Griffin, M. (1994) ‘Work and/or 

fun: measuring hedonic and 

utilitarian shopping value’, Journal 

of Consumer Research, 20: 644-56. 

 

Overby, J. W. and Lee E-J. (2006) 

‘The effects of utilitarian and 

hedonic online shopping value on 

consumer preferences and 

intentions’, Journal of Business 

Research, 59: 1160-66. 

 

Petrick, J.F. (2002) ‘Development of 

a multi-dimensional scale for 

measuring the perceived value of a 

service’, Journal of Leisure Research, 

34: 119-34. 

 

Sánchez, J., Callrisa, L., Rodriguez 

R. M and Moliner, M. A. (2006) 

‘Perceived value of the purchase of 

a tourism product’, Tourism 

Management, 27, 394-409. 

 

Steenkamp, J-B. E.M. and 

Geyskens, I. (2006) ‘How Country 

characteristics affect perceived 

 

 

 

 

 

 

Relative to other events/trips I have participated at, this event/trip had an 

acceptable level of quality 

 

 

 

 

 

 

The result was expected 

 

 

 

 

 

 

The event/trip exceeded my expectations 
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The event/trip was a good purchase for the price paid 

value of web sites’, Journal of 

Marketing, 70: 136-50. 

 

Sweeney, J. C. and Soutar G. N. 

(2001) ‘Consumer perceived value: 

The development of a multiple 

item scale’, Journal of Retailing, 77: 

203-20. 

 

Authors’ own 

Authors’ own 

Authors’ own 

Authors’ own 

Authors’ own 

Authors’ own 

Authors’ own 

Authors’ own 

Authors’ own 

Authors’ own 

Authors’ own 

Authors’ own 

 

Authors’ own 

Authors’ own 

Authors’ own 

Authors’ own 

Authors’ own 

Authors’ own 

 

 

 

 

 

 

 

The event/trip purchased was reasonably priced 

The event/trip was well worth the time and effort spent 

The price was the main criterion for the decision 

By participating at an ABBA related event/trip I accomplished just what I need 

I am comfortable with the event/trip I purchased 

I enjoyed the event/trip 

The event/trip made me feel good 

During the event/trip I felt absorbed by the experience 

The event/trip was an escape 

The event/trip gave me a chance to learn about new information and trends 

The event/trip made me excited 

Compared to other things I could have done, the time and effort spent on this 

event/trip was truly enjoyable 

Participating at this event/trip helped me to feel acceptable 

This type of event/trip is taken by many people I know 

Participating at this event/trip improved the way I am perceived by others 

People who participate at this type of event/trip obtain social approval 

I participated at this event/trip to make a good impression on other people 

I participated at this event/trip to be able to interact and communicate with 

other people 

 

 

Table 2.1.3. Survey items social identity and involvement 

Social identity and involvement items 

1= strongly disagree, 7= strongly agree 

Developed from previous research 

Please evaluate the following statements as regards to 

your use of ABBA blogs/communities: 

My self-image overlaps with the identity of the user 

group as I perceive it 

When I’m interacting with other users on 

blogs/communities I feel there is an overlap between my 

personal identity and the identity of the group 

I am very attached to the user group 

I have a strong feeling of belongingness toward the user 

group 

I am a valuable member of the group 

I am an important member of the group 

 

 

Social identity (Dholakia et al., 2004; 

Cheung et al., 2010) Item 1 and 2: 

cognitive social identity, item 3 and 4: 

affective social identity, item 5 and 6 

evaluative social identity. 
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Please evaluate the following statements in relation to 

your involvement in ABBA: 

I’m interested in reading blogs about ABBA information 

and photos etc. 

When reading information in blogs I feel the 

information is appealing 

When reading information in blogs I feel that ABBA is 

relevant in my life 

When reading information in blogs I feel that ABBA  

means a lot to me 

I’m interested in ABBA 

ABBA is essential to me, thus it is difficult to choose 

between ABBA and my other hobbies 

Purchasing ABBA products is a ways of rewarding 

myself 

The ABBA products I purchase symbolize my 

personality and character 

I think ABBA blogs provide good efficiency in 

information searching 

I think ABBA blogs provide sufficient information 

I think what is written in ABBA blogs is reliable 

I think the communication in ABBA blogs is free from 

being interfered by sales-persons 

I think the communication in ABBA blogs is free from 

being interfered by friends outside the ABBA 

community 

 

 

Involvement (Huang et al., (2010). 

Item 1-4: personal involvement, items 

5-8: product involvement, items 9-13: 

situation involvement. 

 

2.2 Other survey items  
 

 

Table 2.2.1. Other survey items  

Items 

 

Scale 

 

Background: 

To what extent would you say you are an ABBA 

fan? 

How often do you listen to ABBA? 

If applicable, which year did you become an 

ABBA fan? 

How old were you when you became an ABBA 

fan? 

 

1= strongly disagree, 7= strongly agree 

 

Numerical 

Numerical 

 

Numerical 
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Are you currently a paying member of the 

International ABBA Fan Club? 

Do you plan to renew your membership when 

your subscription ends? 

Where do you get MOST of your news and 

information on ABBA? 

Have you ever gone to see an ABBA tribute band 

play? 

Do you have a collection of any ABBA 

memorabilia or merchandise? (i.e. something 

more than common albums and singles) 

Do you own all of ABBA's albums? 

Who is your favourite band member? 

Which band member's personality seems closest 

to yours? 

How many ABBA concerts have you seen live? 

(i.e. not on TV, etc) 

What is the farthest you've traveled to see ABBA 

live in concert? 

Have you seen the musical Chess? 

Have you seen the musical Kristina from 

Duvemala? 

Have you ever traveled to Sweden due to its 

status as ABBA's birthplace? 

Have you visited ABBA The Museum in 

Stockholm, Sweden? 

What is your gender? 

Sexual orientation? 

Age? 

Family? 

 

What is the highest level of education you have 

completed? 

 

Country of origin? 

Annual household income (before tax in US 

dollars)? 

 

 

Travel behavior 

Have you traveled or participated in events due 

to your interest in ABBA OTHER than ABBA The 

Museum (e.g. attended album releases, 

conventions or get-togethers, visited locations 

associated with ABBA, etc.)? 

Have you ever traveled farther than 100 

kilometers (62 miles) to participate in an ABBA 

related event/trip? 

Yes/No 

 

Yes/No 

 

Online/Traditional media/Friends or family 

 

Yes/No 

 

Yes/No 

 

 

Yes/No 

Name list 

Name list 

 

Numerical 

 

Another continent/another country/another city/I 

haven’t traveled beyond my hometown 

Yes/No 

Yes/No 

 

Yes/No 

 

Yes/No 

 

Male/Female/Transsexual 

Heterosexual/Homosexual/Bisexual 

Numerical 

Singel/Singel w children <18, married/partner, 

married/partner w children <18, other 

Less than high school/High school/GED, some college, 

2-year college degree, 4 year college degree, master’s 

degree, doctoral degree, professional degree 

List of all countries in the world 

12 categories ranging from less than $10 000 to more 

than $150 000 

 

 

 

Yes/No 

 

 

 

 

Yes/No 
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How many ABBA related events/trips have you 

participated in (total number), where ABBA was 

the PRIMARY motive for your participation? 

How many of these (total number) were 

domestic? 

How many of these (total number) were 

international? 

How many ABBA related events/trips have you 

participated in (total number), where ABBA was a 

SECONDARY motive for your participation? 

How many of these (total number) were 

domestic? 

How many of these (total number) were 

international? 

Who organized these events/trips?  

 

Regarding your most recent trip/event: Where did 

it take place and was your interest in ABBA a 

primary or secondary motive for this trip/event? 

Regarding your most recent trip/event: In what 

year and month did you take it?: 

Regarding your most recent trip/event: Would 

you at the time have traveled to this destination if 

it was not for ABBA?: 

Regarding your most recent trip/event: How 

many days was it? : 

Regarding your most recent trip/event: What was 

the primary mode of transportation to the 

destination?: 

Regarding your most recent trip/event: Who did 

you travel with?: 

Regarding your most recent trip/event: What was 

your PRIMARY source of information when 

planning your event/trip?: 

 

Regarding your most recent trip/event: How 

much did you approximately spend in total (in US 

dollars)?: 

Regarding your most recent trip/event: How 

much would you be willing to spend for a similar 

experience in the future (in US dollars)?: 

Regarding your most recent trip/event: Did you 

pay to participate in a packaged event/trip/tour? 

If yes, please name the organizer(s).: 

 

Online behavior 

I have used information in blogs/communities to 

plan my participation 

Numerical 

 

 

Numerical 

 

Numerical 

 

Numerical 

 

 

Numerical 

 

Numerical 

 

Agency or organization/online group or 

community/me, my family or close friends/other 

Name the destination you visited 

 

 

List of years from 1970-2013, list of months 

 

Yes/No 

 

 

1-14 days or more 

 

Car/train/bus/airplane/boat/other 

 

 

Family/Real life friends/Family and friends/online 

friends/online and real life friends/by myself/other 

Travel operator or agency online and offline/Social 

media/ABBA related websites/other websites/other 

ABBA related sources/Word-of-mouth in real 

life/Other 

Open numerical 

 

 

Open numerical 

 

 

Yes/No 

 

 

 

 

1=Not at all, 7=to a large extent 
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Information in blogs/communities influenced my 

decision to participate 

Information in blogs/communities was helpful 

while I participated 

After I participated, I have shared my experiences 

on blogs/communities 

How often, on average, do you visit an ABBA 

related website/blog/community? 

 

 

Which year did you first start searching for ABBA 

related content on the Internet? 

When searching for ABBA related content on the 

Internet, which are your THREE main purposes? 

 

 

 

 

 

 

 

Online experience 

If you visit ABBA blogs/communities, to what 

extent do you agree with the following statement: 

"The blog/community where I found the link to 

this survey makes me feel…" 

 

1=Not at all, 7=to a large extent 

 

1=Not at all, 7=to a large extent 

 

1=Not at all, 7=to a large extent 

 

Several times a day/Every day/a few times every 

week/once every week/a few times every month/once 

every month less than every month/less than every six 

months/never 

Open numerical 

 

To find information on events and trips/to plan 

participation at events and trips/To book participation 

at events and trips/To find general information/To find 

information on the band members/To purchase ABBA 

related products/To read or watch ABBA related 

content/To find exclusive ABBA content/To look or 

download ABBA related pictures and applications/To 

watch or download fan-made videos/To interact with 

other fans/Other 

 

1-7 scale for; Unhappy/Happy; Annoyed/Pleased; Not 

contented/Contented; Despairing/Hopeful; 

Relaxed/Stimulated; Unaroused/Aroused; 

Sluggish/Frenzied; Calm/Excited; Sleepy/Wide awake 

(Semantic differential scale. Coan, James A. & Allen, 

John, J. B., 2007) 
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3 Findings 

3.1. The ABBA fan sample background 
 

In this study, 58.3% were men, 41.6% women and 0.1 transsexual. In terms of age, the 

respondents were between 16-65< where the majority, 58%, were 45-55 and 23% were 35-

44 (fig. 3.1). 

 

 
Figure 3.1. The ABBA fan sample age distribution 

 

The survey respondents were from 58 different countries around the world, but mainly 

United Kingdom, 17.6%, Netherlands, 11.7%, and Germany, 11% (fig. 3.2). Nearly half of 

them were singles with or without children, 44.5%, followed by 26.2% who were in a 

relationship without children under 18 and 15.4% were in a relationship with children 

under 18. In terms of sexual orientation, 59% state a heterosexual orientation, while 36.2% 

state a homosexual or 4.8% bi-sexual orientation.  

 

The results show that the respondents to a large degree regard themselves as a fan of 

ABBA (mean 6.5 on a scale of 1-7) (table 3.1). They listen to ABBA mostly every day or 

between 1-6 times a week and most of them became fans when ABBA was still actively 

recording and performing. However, a number of respondents indicated they have become 

fans of ABBA at a later or much later date. The absolute majority became fans at the age 

between under 12 years of age and up to 19 year of age. 
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Figure 3.2. The country of origin 

 

The results demonstrate a strong interest by respondents in ABBA since more than 80% 

own all of ABBAs albums, more than 75% have ABBA memorabilia or merchandise, 34% 

are currently members of the international ABBA fan club and 32% have visited the ABBA 

museum in Stockholm, but 77% have not seen a live ABBA concert. In terms of travel, 51% 

have travelled to Sweden due to its association to ABBA and 86% have travelled based on 

their interest in ABBA. 37% of those who had ABBA as the primary motive for travel (with 

19% taking international trips) have travelled more than 10 times  and 62% between 1 and 

10 times. 
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Table 3.1. Fan involvement and social identity (1 – strongly disagree, 7 – strongly agree) 

Variable N Mean Std. 

Dev. 

Offline fan involvement - interest in ABBA       

To what extent would you say you are an ABBA fan? 921 6,5 1,110 

I'm interested in ABBA 1223 6,5 1,141 

I feel that ABBA is essential to me, therefore I prioritize ABBA over my other 

hobbies 

1217 4,6 1,909 

Purchasing ABBA products is a way of rewarding myself 1219 4,6 2,047 

The ABBA products I purchase symbolize my personality and character 1221 4,3 2,061 

Online involvement - interest in ABBA and social media usage       

I’m interested in reading information and seeing photos of ABBA in 

blogs/communities 

976 5,8 1,622 

When reading information in blogs/communities I feel that ABBA means a lot to 

me 

966 5,1 1,883 

I think ABBA blogs/communities provide good efficiency in information 

searching 

964 5,0 1,747 

When reading information in blogs/communities I feel the information is 

appealing 

962 5,0 1,669 

I think ABBA blogs/communities provide sufficient information 963 4,9 1,685 

When reading information in blogs/communities I feel that ABBA is relevant in 

my life 

971 4,8 1,904 

I think the communication in ABBA blogs/communities is free from being 

interfered by friends outside the ABBA community 

959 4,5 1,761 

I think the communication in ABBA blogs/communities is free from being 

interfered by sales-persons 

957 4,5 1,781 

I think what is written in ABBA blogs/communities is reliable 960 4,4 1,674 

Social identity - Use of ABBA blogs/communities       

My self-image fits with the identity of the community 962 3,5 1,946 

When I’m interacting with the community my personal identity is strengthened 957 3,2 1,927 

I have a strong feeling of belonging toward the user group 950 3,1 1,935 

I am very attached to the user group 946 2,9 1,889 

I am a valuable member of the group 951 2,9 1,919 

I am an important member of the group 950 2,7 1,899 
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In addition, ABBA fan involvement is manifested through various ABBA related 

activities such as: 1) membership in the international ABBA fan club, 2) ownership of all 

ABBA albums and an ABBA memorabilia collection, 3) attendance of ABBA tribute band 

concerts, musicals and other ABBA-related events, 4) travelling for the purpose of 

attending an ABBA related event, 5) travelling to Sweden due to its status as ABBA’s 

birthplace and, 6) visiting ABBA The Museum in Stockholm, Sweden (table 3.2). 

 

Table 3.2. Involvement in various ABBA-related activities 

Variable N % 

Are you currently a paying member of the International ABBA Fan Club? 1220 33,9% 

Do you own all of ABBA's albums? 1204 84,8% 

Do you have a collection of any ABBA memorabilia or merchandise? (i.e. something 

more than common albums and singles) 

1206 76,8% 

Have you ever gone to see an ABBA tribute band play? 1212 63,5% 

Have you seen the musical Chess? 1199 50,1% 

Have you seen the musical Kristina from Duvemala? 1196 25,7% 

Have you visited ABBA The Museum in Stockholm, Sweden? 849 32,3% 

Have you ever traveled to Sweden due to its status as ABBA's birthplace? 1194 50,7% 

Have you ever traveled farther than 100 kilometers (62 miles) to participate in an ABBA 

related event/trip? 

634 85,8% 

Have you traveled or participated in events due to your interest in ABBA OTHER than 

ABBA The Museum (e.g. attended album releases, conventions or get-togethers, visited 

locations associated with ABBA, etc.)? 

1147 55,1% 

 

 

The involvement in various ABBA-related activities has been summarized as an index 

ranging from 0 to 10 (fig. 3.3). 

 

 
Figure 3.3. Fan involvement index (n=1222) 

 

 

For the majority of the respondents, their most recent trip lasted 4-7 days (fig. 3.4) and 

they travelled mostly with real life friends or family. However, 27% travelled by 

themselves, and slightly more than 5% travelled with online friends or real-life and online 

friends (fig. 3.5). 

2,9%

7,1%

11,5%
12,6%

11,5%
10,5%

11,4% 11,0%
10,3%

8,6%

2,8%

0 1 2 3 4 5 6 7 8 9 10
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Figure 3.4. Duration of ABBA related trip/event 

 

 
Figure 3.5. Travel/event participation accompaniment 

 

Their primary source of information prior to the trip was ABBA related websites, 

followed by other websites, social media, travel operator/travel agency, other ABBA-

related sources, and offline word-of-mouth (fig. 3.6). 
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Figure 3.6. The information sources prior to ABBA-related trip/event 

 

The maximum expenditure for the trip or event was $35,000 but the majority (i.e., 75%) 

spent up to $1,000 (median $500) (fig. 3.7). 

 

 
Figure 3.7. Expenditures in connection to ABBA-related trip/event 
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Fans have also stated that they are interested in participating in ABBA-related travel in 

the future (mean of 5.4 on a scale from 1-7) and to recommend others to do so (mean 5). 

Adding to this, they have also to some extent shared their experiences after traveling in 

blogs and communities (mean 4.1). 

 

Online fan practices are evident and 66.3% visited ABBA-related websites, blogs or 

communities from several times a day to a few times every week (fig. 3.8). 

 

 
Figure 3.8. Average ABBA-related web usage 

 

The most commonly mentioned reasons, in order of importance, for being online is to 

1) find information about band members, 2) to read or watch ABBA-related content, 3) to 

find information in general about ABBA, 4) to purchase ABBA-related product, 5) to find 

exclusive content, or 6) interact with other fans (fig. 3.9). The emotional experiences of 

visiting ABBA blogs and communities mostly center on feeling happy, pleased and 

contented, as well as somewhat excited, aroused and frenzied (table 3.3). 

 

 

Table 3.3. Emotional experience of visiting ABBA blogs and communities (If you visit 

ABBA blogs/communities, to what extent do you agree with the following statement: 

"The blog/community where I found the link to this survey makes me feel"; 1-7) 

Variable N Mean Std. Dev. 

Unhappy - Happy 900 5,7 1,381 

Annoyed - Pleased 880 5,5 1,488 

Not contented- Contented 857 5,3 1,471 

Calm - Excited 860 4,8 1,648 

Unaroused - Aroused 838 4,3 1,705 

Sluggish - Frenzied 831 4,3 1,569 

 

On a scale from 1-7 the results show that fans have used blogs and communities to plan 

their participation in ABBA-related travel (mean 4.9) and that the information they found 

influenced their decision to participate (mean 4.1).  
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Figure 3.9. Reasons for being online 
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3.2. ABBA fan segmentation based on fan involvement and 

social identity 
 

Examination of descriptive analysis results suggested that ABBA fans do not constitute 

a homogeneous group. This result is coherent in particular with leisure research studies on 

involvement where Havitz and Dimanche (144) propose the use of segmentation in order 

to capture the various facets of how involvement influences behavior. Hence, a cluster 

analysis was used to categorize ABBA fans into sub-groups and identified three distinct 

ABBA fan-segments related to involvement and perceptions of social identity among fans: 

(1) interested non-devoted; (2) hooked independent; and (3) eager-enthusiastic-group-

member (table 3.4).  

 

Table 3.4. Fan identity and involvement cluster membership 

Variable 1 – Interested 

non-devoted 

2 – Hooked 

independent 

3 – Eager 

enthusiastic 

group member 

Sig. 

N Mean N Mean N Mean 

To what extent would you say you are an 

ABBA fan? 

269 5,9 356 6,6 296 6,9 <0.001 

I'm interested in ABBA 331 5,9 508 6,7 384 6,9 <0.001 

I feel that ABBA is essential to me, therefore 

I prioritize ABBA over my other hobbies 

329 2,9 504 4,7 384 6,0 <0.001 

Purchasing ABBA products is a way of 

rewarding myself 

330 2,5 505 4,8 384 6,1 <0.001 

The ABBA products I purchase symbolize 

my personality and character 

328 2,4 507 4,3 386 6,0 <0.001 

I’m interested in reading information and 

seeing photos of ABBA in 

blogs/communities 

232 4,2 435 6,1 309 6,7 <0.001 

When reading information in 

blogs/communities I feel the information is 

appealing 

226 3,1 431 5,2 305 6,2 <0.001 

When reading information in 

blogs/communities I feel that ABBA is 

relevant in my life 

230 2,4 433 5,1 308 6,3 <0.001 

When reading information in 

blogs/communities I feel that ABBA means a 

lot to me 

230 2,7 429 5,5 307 6,5 <0.001 

I think ABBA blogs/communities provide 

good efficiency in information searching 

231 3,0 430 5,3 303 6,3 <0.001 

I think ABBA blogs/communities provide 

sufficient information 

232 3,1 427 5,1 304 6,1 <0.001 

I think what is written in ABBA 

blogs/communities is reliable 

230 2,8 424 4,4 306 5,6 <0.001 

I think the communication in ABBA 

blogs/communities is free from being 

interfered by sales-persons 

228 2,9 426 4,5 303 5,6 <0.001 
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I think the communication in ABBA 

blogs/communities is free from being 

interfered by friends outside the ABBA com 

227 2,9 430 4,5 302 5,7 <0.001 

My self-image fits with the identity of the 

community 

229 1,9 431 3,1 302 5,3 <0.001 

When I’m interacting with the community 

my personal identity is strengthened 

226 1,7 430 2,7 301 5,1 <0.001 

I am very attached to the user group 225 1,5 424 2,2 297 5,0 <0.001 

I have a strong feeling of belonging toward 

the user group 

226 1,5 428 2,4 296 5,2 <0.001 

I am a valuable member of the group 227 1,5 428 2,2 296 5,0 <0.001 

I am an important member of the group 227 1,4 427 2,0 296 4,8 <0.001 

 

The interested non-devoted group, the smallest group, have a generally low level of 

involvement and social identity but still with a high level of general interest in ABBA. They 

express this as an interest in ABBA and they actually label themselves as ABBA fans. 

 

The hooked independent group, the largest segment, are more involved in their ABBA 

interest, where they prioritize their interest over other things and purchase ABBA-related 

products as a reward or symbol of their personality and character. They are also more 

involved and interested in online information and interaction, especially in terms of 

looking for information that is appealing, relevant and meaningful on a personal level, is 

an efficient way of finding information, and represents a place that is not interfered by 

people outside the ABBA community. However, they have low scores for all measures on 

social identity, implying they do not have a sense of attachment, belongingness, 

membership or sense of fit between self-image and identity of the community. At the same 

time, they also identify themselves as an ABBA fan. 

 

The group of fans who belong to the eager-enthusiastic-group-member segment 

identify themselves as an ABBA fan, have high scores for both involvement, on- and offline, 

as well as social identity. They are highly involved with their interest in ABBA, their online 

activities as well as experience support a sense of fit between their own self and the group 

identity. Especially those ABBA fans travelling together with their online friends, as well 

as fans who attended more than 10 ABBA related events or trips view themselves as 

valuable members of the online ABBA community (i.e., social identity). 

 

Remarkably, the eager fans segment has much more singles with or without children 

(62.5) than those who are married or live in a common law relationships (37.5), while the 

proportion of singles and couples is relatively even among other two segments (fig. 3.10). 
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Figure 3.10. Relationship status (sig. <0.001) 

 

 It is also interesting that singles are significantly more interested in purchasing ABBA 

merchandise, reading and showing more trust in blogs and communities, and score higher 

on all indicators of social identity (table 3.5). 

 

 

Table 3.5. Comparison of offline and online fan involvement and social identity based on 

relationship status (1-7) 

Variable Singles Couples Sig. 

I’m interested in reading information and seeing photos of ABBA in 

blogs/communities 

5,8 5,9 n.s. 

I'm interested in ABBA 6,6 6,6 n.s. 

I feel that ABBA is essential to me, therefore I prioritize ABBA over my 

other hobbies 

4,8 4,5 * 

Purchasing ABBA products is a way of rewarding myself 4,9 4,5 ** 

The ABBA products I purchase symbolize my personality and character 4,6 4,1 *** 

To what extent would you say you are an ABBA fan? 6,6 6,5 n.s. 

When reading information in blogs/communities I feel the information 

is appealing 

5,2 4,9 ** 

When reading information in blogs/communities I feel that ABBA is 

relevant in my life 

5,0 4,6 *** 

When reading information in blogs/communities I feel that ABBA 

means a lot to me 

5,3 4,9 ** 

I think ABBA blogs/communities provide good efficiency in 

information searching 

5,2 4,9 n.s. 

I think ABBA blogs/communities provide sufficient information 5,0 4,8 n.s. 

I think what is written in ABBA blogs/communities is reliable 4,6 4,2 *** 

I think the communication in ABBA blogs/communities is free from 

being interfered by sales-persons 

4,6 4,2 ** 

45,6%

47,4%

62,5%

54,4%

52,6%

37,5%

1 – Interested non-devoted

2 – Hooked independent

3 – Eager enthusiastic group member

Single with or without children

Married/Common law husband/wife with or without children
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I think the communication in ABBA blogs/communities is free from 

being interfered by friends outside the ABBA com 

4,7 4,2 *** 

My self-image fits with the identity of the community 3,8 3,3 *** 

When I’m interacting with the community my personal identity is 

strengthened 

3,5 3,0 *** 

I am very attached to the user group 3,2 2,7 ** 

I have a strong feeling of belonging toward the user group 3,4 2,8 *** 

I am a valuable member of the group 3,2 2,6 *** 

I am an important member of the group 3,0 2,5 *** 

Significance level (t-test): *** (<0.001), ** (<0.01), * (<0.1) 

 

The group of eager-enthusiastic-group-member fans has a significantly lower income 

level compared to the other two fan segments, as 62% of this group, 49% of hooked 

independents and 47% interested non-devoted fans reported income below $50,000 (fig. 

3.11). 

 

 
Figure 3.11. Income (sig. <0.001) 

 

Fans with income below $20,000 have the highest online and off-line involvement and 

social identity scores and fans with income above $90,000 have the lowest (table 3.6). 

 

 

Table 3.6. Comparison of offline and online fan involvement and social identity based on 

the income level (1-7) 

Variables Less than 

$19 999 

$20 000-49 

999 

$50 000-89 

999 

Over 

$90000 

Sig. 

To what extent would you say you are an 

ABBA fan? 

6,6 6,6 6,5 6,5 n.s. 

I'm interested in ABBA 6,7 6,6 6,6 6,5 n.s. 

I feel that ABBA is essential to me, therefore 

I prioritize ABBA over my other hobbies 

5,3 4,7 4,7 4,3 *** 

Purchasing ABBA products is a way of 

rewarding myself 

5,0 4,7 4,7 4,4 * 

18,1%

16,8%

29,6%

28,7%

32,2%

32,4%

23,6%

28,1%

22,9%

29,6%

23,0%

15,1%

1 – Interested non-devoted

2 – Hooked independent

3 – Eager enthusiastic group member

Less than $19 999 $20 000-49 999 $50 000-89 999 More than $90 000
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The ABBA products I purchase symbolize 

my personality and character 

4,8 4,5 4,3 4,1 ** 

I’m interested in reading information and 

seeing photos of ABBA in 

blogs/communities 

6,2 5,8 5,8 5,8 * 

When reading information in 

blogs/communities I feel the information is 

appealing 

5,4 5,1 4,9 4,8 ** 

When reading information in 

blogs/communities I feel that ABBA is 

relevant in my life 

5,4 4,9 4,7 4,6 *** 

When reading information in 

blogs/communities I feel that ABBA means a 

lot to me 

5,6 5,2 5,1 4,8 ** 

I think ABBA blogs/communities provide 

good efficiency in information searching 

5,4 5,1 5,0 4,8 * 

I think ABBA blogs/communities provide 

sufficient information 

5,3 4,9 4,9 4,7 ** 

I think what is written in ABBA 

blogs/communities is reliable 

4,9 4,5 4,4 4,0 *** 

I think the communication in ABBA 

blogs/communities is free from being 

interfered by sales-persons 

4,8 4,5 4,5 4,2 ** 

I think the communication in ABBA 

blogs/communities is free from being 

interfered by friends outside the ABBA com 

4,9 4,5 4,5 4,3 * 

My self-image fits with the identity of the 

community 

3,9 3,6 3,6 3,1 *** 

When I’m interacting with the community 

my personal identity is strengthened 

3,7 3,3 3,3 2,7 *** 

I am very attached to the user group 3,4 3,0 3,0 2,6 *** 

I have a strong feeling of belonging toward 

the user group 

3,7 3,1 3,1 2,7 *** 

I am a valuable member of the group 3,3 3,0 2,9 2,5 *** 

I am an important member of the group 3,1 2,9 2,7 2,3 *** 

Significance level (ANOVA): *** (<0.001), ** (<0.01), * (<0.1) 

 

 Income goes hand in hand with price sensitivity, as 38% of eager fans, 22% of hooked 

independent fans and only 10% of interested non-devoted fans agreed with the statement 

that the price was the main criterion for the decision to participate in ABBA-related trips 

and events. 

 

3.3. Motivation-based segmentation of ABBA fans 
 

A cluster analysis was also used to group fans with respect to types of motives for 

ABBA-related travel and participation in ABBA events: (1) highly motivated; (2) 

shillyshallies; (3) get-togethers; (4) thrill seekers; and (5) emotional junkies (table 3.7). The 

highly motivated group of fans, which is also the biggest segment, have high scores for all 
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types of motives, which means they are motivated by ABBA specific things like belonging 

to an ABBA community, belongingness with ABBA, and an ABBA atmosphere, and 

participating in ABBA-related activities. Nevertheless, other traditional types of tourism 

motives are also important for this group, such as being with friends and family, having 

fun and enjoying themselves, experiencing new, exciting and different things, getting away, 

or visit an attractive or particular destination. The shillyshallies, the smallest segment, 

mostly have low scores and scattered across all types of motives without any distinct 

pattern. The third segment, the get-togethers (equal in size with segment four and five), 

focus on social aspects. Experiencing an ABBA atmosphere, meeting old friends, and 

having fun with friends and family are typical motives. 

  



 

30 

Table 3.7. Motivation-based cluster membership 

Variables 

Highly 

motivated Shillyshallies 

Get- 

togethers 

Thrill 

seekers 

Emotion 

junkies Total 

Sig. N Mean N Mean N Mean N Mean N Mean N Mean 

To experience a sense of belonging to ABBA 181 6,0 51 3,3 82 4,8 85 3,7 80 6,5 479 5,2 <0.000 

To experience a sense of belonging to the ABBA community 181 6,1 49 2,9 83 4,8 85 2,8 80 6,1 478 4,9 <0.000 

To experience an "ABBA atmosphere" 182 6,6 50 4,2 83 5,5 85 5,1 80 6,6 480 5,9 <0.000 

To participate in activities that are fun 181 6,6 49 3,8 81 5,5 84 5,5 80 6,1 475 5,8 <0.000 

To experience new and different things 180 6,3 49 3,3 83 4,0 85 5,8 79 5,8 476 5,4 <0.000 

To get away from the usual routine 180 6,2 48 2,5 82 3,6 85 5,2 79 4,6 474 4,9 <0.000 

To experience excitement 179 6,6 49 2,9 82 4,4 83 5,6 80 5,8 473 5,6 <0.000 

To party and drink 179 4,7 49 1,9 83 3,0 85 2,6 77 2,1 473 3,3 <0.000 

To be with people who are enjoying themselves 180 6,3 50 2,3 82 4,9 85 4,0 79 4,0 476 4,9 <0.000 

To meet old friends 180 5,8 50 2,6 83 5,6 85 2,2 80 2,4 478 4,2 <0.000 

To meet new friends 180 5,8 48 2,2 81 4,5 85 2,7 79 3,3 473 4,3 <0.000 

To share the experience with the people traveling with me 177 6,2 49 1,9 83 5,0 82 4,9 79 3,5 470 4,8 <0.000 

To have fun with my friends and/or family 178 6,5 49 3,0 83 5,7 85 5,1 79 3,8 474 5,3 <0.000 

To participate in other activities that are not ABBA related 180 5,2 50 2,2 82 3,9 84 5,3 79 2,4 475 4,2 <0.000 

To visit an attractive destination 180 5,9 49 2,5 80 4,5 85 6,3 78 3,5 472 5,0 <0.000 

To visit this particular destination 179 6,0 49 3,0 81 4,8 85 6,3 78 4,3 472 5,2 <0.000 

To watch people and be a part of the event/trip 179 6,0 49 2,1 82 4,5 84 3,9 79 3,9 473 4,6 <0.000 

Significance level (ANOVA): *** (<0.001), ** (<0.01), * (<0.1) 
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The fourth segment, the thrill seekers, are different in that they focus more on 

traditional tourism type motives such as fun and excitement, experiencing new and 

different things, and visiting an attractive or particular destination. Finally, the emotional 

junkies group of fans have high scores for motives related to an ABBA atmosphere, 

belonging to ABBA and the ABBA community in combination with fun and excitement 

and experiencing new and different things. 

 

Among the five segments, the group of highly motivated fans has the highest scores on 

all aspects of fan involvement such as interest in merchandise and engagement with the 

online community, as well as on social identity with the fan community (table 3.8). 

 

The highly motivated fans group is also the dominating segment within the eager-

enthusiastic-group-member segment implying that the highly motivated in fact overlap 

(60%) with the fan segment where fans identify themselves as fans of ABBA and who have 

a strong sense of social identity with the community and engage a lot in online practices 

(fig. 3.12). 

 

 
Figure 3.12. Representation of motivation cluster membership within fan involvement and 

social identity clusters (sig. <0.001) 

 

  

  

9,9%

30,5%

60,2%

30,9%

9,3%

2,8%

18,5%

18,6%

14,8%

32,1%

21,2%

6,3%

8,6%

20,4%

15,9%

1 – Interested non-devoted

2 – Hooked independent

3 – Eager enthusiastic group 
member

1 -  Highly motivated

2 - A-bit-of-everything (fluids/shillyshally)

3 – Get-togethers

4 – Thrill seeking visitors

5 – Social emotional spirits (emotion junkies)
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Table 3.8. Comparison of offline and online fan involvement and social identity based on motivation cluster membership (1-7), sig. <0.001 

Variables Highly 

motivated 

Shillyshallies Get-

togethers 

Thrill 

seekers 

Emotion 

junkies 

To what extent would you say you are an ABBA fan? 6,9 5,8 6,5 6,6 6,9 

I'm interested in ABBA 6,9 6,0 6,6 6,6 6,9 

I feel that ABBA is essential to me, therefore I prioritize ABBA over my other hobbies 5,7 3,6 5,2 4,3 5,5 

Purchasing ABBA products is a way of rewarding myself 5,8 3,4 4,6 4,5 5,3 

The ABBA products I purchase symbolize my personality and character 5,4 2,9 3,7 3,9 5,1 

I’m interested in reading information and seeing photos of ABBA in blogs/communities 6,5 4,9 5,9 5,5 6,3 

When reading information in blogs/communities I feel the information is appealing 5,7 4,0 5,0 4,6 5,5 

When reading information in blogs/communities I feel that ABBA is relevant in my life 5,7 3,7 4,7 4,3 5,5 

When reading information in blogs/communities I feel that ABBA means a lot to me 6,0 3,8 5,1 4,6 5,8 

I think ABBA blogs/communities provide good efficiency in information searching 5,9 4,1 5,1 4,5 5,7 

I think ABBA blogs/communities provide sufficient information 5,6 4,1 4,9 4,3 5,2 

I think what is written in ABBA blogs/communities is reliable 4,9 3,4 4,1 3,9 4,6 

I think the communication in ABBA blogs/communities is free from being interfered by sales-persons 5,0 3,3 4,4 4,3 4,6 

I think the communication in ABBA blogs/communities is free from being interfered by friends outside the 

ABBA com 

4,9 3,6 4,4 4,0 4,7 

My self-image fits with the identity of the community 4,1 2,3 3,0 2,6 3,9 

When I’m interacting with the community my personal identity is strengthened 3,9 2,1 2,9 2,1 3,4 

I am very attached to the user group 3,8 2,4 2,8 2,0 3,1 

I have a strong feeling of belonging toward the user group 3,9 2,1 3,0 2,1 3,3 

I am a valuable member of the group 3,9 2,4 3,1 2,1 3,0 

I am an important member of the group 3,7 2,3 2,8 2,0 2,7 
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There are also other overlaps between involvement and identity segments and the 

motivation segments. The hooked independent fans who really identify with ABBA 

represent more than half of the fans in the get-togethers, thrill seekers and emotional 

junkies segments (fig. 3.13). 

 

 
Figure 3.13. Representation of fan involvement and social identity cluster membership 

within motivation clusters 

 

Emotional junkies and highly motivated fans both have high scores for offline and 

online fan involvement but somewhat lower scores for social identity with the community. 

Thrill seekers have particularly low scores for social identity and they show a lack of 

appreciation of ABBA online communities as an information source. The overlaps between 

segments also offer interesting clarity on how those who are indecisive and have low travel 

motivation (the shillyshallies) overlap (almost 50%) with the interested non-devoted fans 

who are not very involved and do not identify with the community but still consider 

themselves as fans. In terms of digital practices, the shillyshallies segment has the lowest 

scores for all aspects of offline and online fan involvement and social identity and the 

lowest for identification as an ABBA fan. 

 

The highly motivated fans and get-togethers have the highest proportion of fans who 

attended more than 10 ABBA related trips or events (47% and 51% respectively), while 

thrill seeking visitors are the least experienced ABBA travelers as 32% participated in 1-2 

and 49% in 3-10 ABBA related trips or events (fig. 3.14). 

 

4,4%

49,0%

18,1%

30,6%

8,6%

37,7%

41,2%

50,6%

56,5%

56,8%

57,9%

9,8%

31,3%

12,9%

34,6%

1 -  Highly motivated

2 - Shillyshallies

3 – Get-togethers

4 – Thrill seeking visitors

5 – Emotion junkies

1 – Interested non-devoted

2 – Hooked independent

3 – Eager enthusiastic group member
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Figure 3.14. ABBA-related travel and events participation by motivation segments  

(sig. <0.001) 

 

The “emotional junkies” segment has the highest proportion of solo ABBA travelers 

(47%) followed by “shillyshallies” (38%), while around 70% of highly motivated fans, get-

togethers and thrill seekers travel with family and friends (fig. 3.15).  In addition, highly 

motivated fans, shillyshallies and get-togethers, travel together with online friends (6-8%) 

more than thrill seekers and emotional junkies (1%). 

 

 
Figure 3.15. Travel accompaniment by motivation segments 

(sig. <0.001) 
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3.4. ABBA-related web usage 
 

The digital aspects of ABBA fans show that the vast majority of the eager-enthusiastic-

group-member segment visit ABBA websites, blogs or communities very often, i.e. every 

day (63%) or every week (23%). The hooked independent segment is a little less active in 

their ABBA web usage than eager-enthusiastic fans. Nevertheless, about 70% of hooked 

independent fans visit ABBA-related websites, blogs or communities every day or every 

week. The situation is the opposite for the interested non-devoted fans, as the majority 

(60%) visit ABBA online resources a few times every month or less (fig. 3.16). 

 

 
Figure 3.16. Average ABBA-related web sites visitation by fan involvement and social 

identity segments (sig. <0.001) 

 

ABBA fans who visit ABBA websites, blogs or communities every day also show the 

highest degree of fan involvement manifested through the activity-based fan-involvement 

index (fig. 3.17). 

 

 
Figure 3.17. Relationship between activity-based fan involvement (fan involvement index 

score) and average ABBA-related website visitation frequency (sig. <0.001) 
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Active online fans also travel more since about half of those who visit ABBA websites, 

blogs or communities daily also participated in more than 10 ABBA related trips or events. 

 

 
Figure 3.18. Relationship between ABBA-related website usage and participation in 

trips/events (sig. <0.001) 

 

Active online fans also demonstrate the highest degree of social identity and score 

highest on the travel motives related to being part of an ABBA community, experiencing 

the ABBA atmosphere and appreciating the social aspects of ABBA travel such as partying, 

meeting old and new friends, and sharing experience with their travel companions (tables 

3.9 and 3.10). 
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Table 3.9. Fan involvement and social identity based on ABBA web usage behavior (1-7), sig. <0.001 

Variables Daily Weekly Few times a 

month 

Once a month or 

less 

To what extent would you say you are an ABBA fan? 6,8 6,6 6,4 6,2 

I'm interested in ABBA 6,7 6,7 6,5 6,1 

I feel that ABBA is essential to me, therefore I prioritize ABBA over my other hobbies 5,5 4,7 4,1 3,1 

Purchasing ABBA products is a way of rewarding myself 5,3 4,8 4,1 3,2 

The ABBA products I purchase symbolize my personality and character 4,9 4,4 3,9 3,2 

I’m interested in reading information and seeing photos of ABBA in blogs/communities 6,3 6,0 5,4 4,5 

When reading information in blogs/communities I feel the information is appealing 5,5 5,1 4,5 4,0 

When reading information in blogs/communities I feel that ABBA is relevant in my life 5,5 4,9 4,3 3,5 

When reading information in blogs/communities I feel that ABBA means a lot to me 5,8 5,2 4,5 3,7 

I think ABBA blogs/communities provide good efficiency in information searching 5,6 5,1 4,5 3,7 

I think ABBA blogs/communities provide sufficient information 5,4 4,9 4,5 3,7 

I think what is written in ABBA blogs/communities is reliable 4,8 4,4 4,0 3,6 

I think the communication in ABBA blogs/communities is free from being interfered by sales-persons 4,8 4,5 4,1 3,6 

I think the communication in ABBA blogs/communities is free from being interfered by friends outside the 

ABBA community 

4,8 4,6 4,1 3,7 

My self-image fits with the identity of the community 3,9 3,6 3,2 2,4 

When I’m interacting with the community my personal identity is strengthened 3,7 3,2 2,9 2,1 

I am very attached to the user group 3,5 2,8 2,3 1,8 

I have a strong feeling of belonging toward the user group 3,7 3,0 2,5 1,8 

I am a valuable member of the group 3,5 2,8 2,4 1,7 

I am an important member of the group 3,3 2,6 2,3 1,6 
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Table 3.10. Motivation to travel and participate in ABBA-related events based on ABBA web usage behavior (1-7) 

Variables Daily Weekly Few times a 

month 

Once a month 

or less 
Sig. 

To experience a sense of belonging to ABBA 5,5 4,9 4,9 4,4 ** 

To experience a sense of belonging to the ABBA community 5,4 4,6 4,2 3,4 *** 

To experience an "ABBA atmosphere" 6,1 5,7 5,5 5,6 ** 

To participate in activities that are fun 6,0 5,7 5,7 5,5 n.s. 

To experience new and different things 5,4 5,5 5,4 5,2 n.s. 

To get away from the usual routine 5,0 4,9 4,8 4,8 n.s. 

To experience excitement 5,6 5,6 5,3 4,8 n.s. 

To party and drink 3,5 3,2 2,8 2,4 * 

To be with people who are enjoying themselves 5,1 4,7 4,4 3,8 ** 

To meet old friends 4,6 3,9 3,4 3,6 *** 

To meet new friends 4,6 3,9 3,7 3,1 *** 

To share the experience with the people traveling with me 5,0 4,6 4,8 3,6 * 

To have fun with my friends and/or family 5,4 5,4 5,1 4,6 n.s. 

To participate in other activities that are not ABBA related 4,1 4,4 4,1 4,5 n.s. 

To visit an attractive destination 4,9 5,1 5,1 5,4 n.s. 

To visit this particular destination 5,1 5,3 5,2 5,9 n.s. 

To watch people and be a part of the event/trip 4,8 4,5 4,2 4,1 n.s. 

Significance level (ANOVA): *** (<0.001), ** (<0.01), * (<0.1) 
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Unsurprisingly, the travel motive to interact with other fans is essential for the absolute 

majority of ABBA fans travelling with their online friends. The eager-enthusiastic-group-

member segment and those visiting ABBA websites, blogs or communities every day also 

largely identify interaction with other fans as an essential travel motive (table 3.11). 

 

 

Table 3.11. Travel and event participation motive to interact with other fans for travel 

accompaniment, involvement and identity clusters and web usage behavior (1-7) 
 

To party and 

drink 

To be with 

people who 

are enjoying 

themselves 

To meet old 

friends 

To meet new 

friends 

Travel accompaniment 

Family and/or friends 3,3 5,0 4,1 4,1 

On-line friends with or without 

real life friends 

4,1 5,1 5,7 5,2 

By myself 3,0 4,5 4,2 4,4 

Sig. * * ** * 

Fan involvement and social identity clusters 

1 – Interested non-devoted 2,4 3,7 3,6 3,3 

2 – Hooked independent 3,2 4,7 3,8 3,8 

3 – Eager enthusiastic group 

member 

3,9 5,6 5,1 5,3 

Sig. *** *** *** *** 

ABBA websites usage 

Every day 3,5 5,1 4,6 4,6 

Every week 3,2 4,7 3,9 3,9 

A few times every month 2,8 4,4 3,4 3,7 

Once every month or less 2,4 3,8 3,6 3,1 

Sig. * ** *** *** 

Significance level (ANOVA): *** (<0.001), ** (<0.01), * (<0.1) 

 

The daily online users in comparison to other fans score highest on emotional aspects 

of web experience such as being aroused, frenzied, excited, contented, pleased and happy, 

indicating the importance of emotional aspects of online fan practices (table 3.12). Frequent 

web users also have the highest level of general interest in ABBA, identify with ABBA and 

interest in the online ABBA community.  
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Table 3.12. Emotional web experience ("The blog/community where I found the link to 

this survey makes me feel…"; 1-7) 

Variables Daily Weekly Few times a 

month 

Once a 

month or 

less 

Sig. 

 Unaroused - Aroused 4,6 4,1 4,1 3,9 *** 

 Sluggish - Frenzied 4,5 4,1 4,2 4,0 ** 

 Calm - Excited 5,2 4,6 4,5 4,2 *** 

 Unhappy - Happy 5,9 5,7 5,4 4,9 *** 

 Annoyed - Pleased 5,8 5,5 5,2 4,9 *** 

 Not contented- Contented 5,6 5,2 5,1 4,7 *** 

Significance level (ANOVA): *** (<0.001), ** (<0.01) 

 

Relatively frequent web users largely use information in blogs and communities to plan 

their participation in ABBA-related travel. It is clear that online fan practices affect future 

travel intentions since the absolute majority of ABBA fans (92%) that use information in 

blogs and online communities for planning trips and events, agree that it also influenced 

their final decision. There are slight differences between the involvement and identity 

segments where eager-enthusiastic-group-member fans use blogs to plan their ABBA-

related travel more (83%) than the hooked independent fans (62%). There is a similar 

difference between these segments in respect to how this influenced their travel decision. 

Among the interested non-devoted fans there is much less (62% state to a low extent or not 

at all) use of blogs or communities to plan ABBA-related travel and the information mostly 

(81%) did not influence their travel decision. 

 

In respect to the motivation-based segments, highly motivated fans and get-togethers 

to a great extent use blogs or communities to plan ABBA-related travel and over half in 

each group consider blogs or communities important for their decision to travel. Use of 

blogs or communities to plan their travel is lowest among shillyshallies and thrill seekers 

even though over half of them in each group do so (figures 3.19 and 3.20). 

 

The emotions evoked by using blogs or communities show the highest scores for the 

eager enthusiastic ABBA fans, highly motivated fans, fans that widely use blogs or 

communities for travel planning and decision-making, as well as fans with the lowest 

income below $20,000. The emotional junkies segment score high on excitement, happiness 

and pleasure when using ABBA blogs or communities. The singles group as opposed to 

those in a relationship have higher scores for emotional response in terms of arousal, frenzy, 

excitement and happiness (table 3.13).  
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Figure 3.19. Use of information in blogs/communities to plan participation by ABBA-

related trips/events by motivation segments (sig. <0.001) 

 

 
Figure 3.20. Impact of information in blogs/communities on the decision to participate by 

ABBA-related trips/events by motivation segments (sig. <0.05) 
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Table 3.13. Emotional web experience for various groups of fans 

Variables Unaroused - 

Aroused 

Sluggish - Frenzied Calm - Excited Unhappy - Happy Annoyed - Pleased Not contented- 

Contented 

Relationship status 

Singles 4,5 4,4 5,0 5,8 5,6 5,4 

Couples 4,1 4,1 4,6 5,5 5,4 5,2 

Sig. ** * *** * n.s. n.s. 

Income level 

Less than $19 999 4,7 4,7 5,3 6,1 6,0 5,6 

$20 000-49 999 4,4 4,3 4,7 5,7 5,5 5,4 

$50 000-89 999 4,1 4,0 4,5 5,4 5,3 5,1 

More than $90000 4,2 4,2 4,8 5,6 5,4 5,3 

Sig. ** *** *** *** *** * 

Fan involvement and social identity clusters 

Interested non-devoted 3,5 3,5 3,7 4,7 4,7 4,4 

Hooked independent 4,2 4,2 4,7 5,6 5,4 5,2 

Eager enthusiastic group member 5,0 4,9 5,7 6,4 6,2 6,0 

Sig. *** *** *** *** *** *** 

Motivation clusters 

Highly motivated 4,8 4,7 5,4 6,1 5,9 5,7 

Shillyshallies 3,8 3,8 3,9 5,3 5,4 4,9 

Get togethers 4,0 3,9 4,5 5,3 5,4 5,2 

Thrill seekers 3,9 4,1 4,4 5,3 5,1 5,1 

Emotion junkies 4,2 4,0 5,1 6,1 5,8 5,4 

Sig. *** *** *** *** ** ** 

Table 3.13 (continues) 
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Variables Unaroused - 

Aroused 

Sluggish - Frenzied Calm - Excited Unhappy - Happy Annoyed - Pleased Not contented- 

Contented 

Use of information in blogs/communities to plan participation in trips/events 

to a low extent/not at all 3,9 3,9 4,4 5,4 5,3 4,9 

to a large extent 4,5 4,4 5,1 5,9 5,7 5,5 

Sig. *** * *** * * *** 

Impact of information in blogs/communities on the decision to participate in trips/events 

low 4,1 4,1 4,7 5,6 5,4 5,1 

high 4,6 4,5 5,1 5,9 5,8 5,6 

Sig. ** * * * * ** 

Significance level (t-tests, ANOVA): *** (<0.001), ** (<0.01), * (<0.1) 
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3.5. Perceived value and travel intentions 
 

The results show that the involvement and social identity segment of eager-

enthusiastic-group members have the highest scores on all aspects (functional, emotional 

and social) of perceived value of the ABBA related trip or event. This includes the overall 

quality evaluation, value for money, time and effort spent, enjoyment, excitement, escape, 

being absorbed by the experience, novelty value of learning about new information and 

trends, as well as the social value of acceptance, approval, self-esteem, making an 

impression on other people and social interaction (tables 3.14 and 3.15). The same applies 

to the highly motivated fans. The emotional junkies segment has somewhat lower scores 

on the novelty value and social value but high scores on other aspects perceived value. The 

segments with less involved and more indecisive fans (the non-devoted and shillyshallies) 

have the lowest scores on all aspects of perceived value (tables 3.16 and 3.17). 

 

The daily visitors of ABBA websites and online communities experience the highest 

levels of excitement, accomplishment and all social value aspects and the less frequent 

users (i.e., once every month or less) the lowest (table 3.18). The results again demonstrate 

the digital aspects of fan practice in relation to travel since fans who extensively use 

information in blogs and online communities to plan their participation, obtain 

significantly higher levels of perceived value and social value (table 3.19). 

 

The single ABBA fans experience high levels of value in terms of novelty, acceptance, 

approval and the value of social interaction with other people (table 3.20). In addition, fans 

travelling together with their online friends experience social approval more than other 

fans and use ABBA trips and events as an opportunity to interact and communicate with 

other people (table 3.21). An interesting result is that the social value scores are highest 

among the fans in the lowest income group (table 3.22). Finally, expenditures for the trip 

or event does not impact perceived value and social value with the only exception of 

novelty, as the fans with the highest total expenditures above $1,000 use the ABBA-related 

trip or event to learn about new information and trends (5.1 compared to 4.1-4.4 for fans 

with lower expenditures levels, sig. <0.01). 

 

The results indicate how involved, motivated, online active and experienced fans are 

significantly more inclined to participate in ABBA trips and events in the future and to 

recommend others to do so (tables 3.23-3.26). It is also evident that fans that are emotionally 

and socially motivated (emotional junkies and get-togethers) are also quite positive 

regarding their future intentions and willingness to recommend ABBA trips and events to 

others. The eager-enthusiastic-group-members, the highly motivated fans and the 

relatively frequent (at least weekly) users of online platforms as well as those who use 

online information to plan their trip or event participation, actually share their experiences 

on blogs and communities more than others (tables 3.23-3.25, figure 3.21). 
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Table 3.14. Perceived value of ABBA related trip or event by fan involvement and social 

identity segments (sig. <0.001) 

Variable Interested non-

devoted 

Hooked 

independent 

Eager 

enthusiastic 

group member 

The event/trip had a consistent quality 5,3 5,7 6,2 

Relative to other events/trips I have 

participated at, this event/trip had an 

acceptable level of quality 

5,3 5,6 6,2 

The event/trip was as expected 5,3 5,7 6,0 

The event/trip exceeded my expectations 4,8 5,4 5,7 

The event/trip was a good purchase for the 

price paid 

5,2 5,7 6,1 

The event/trip was reasonably priced 4,8 5,4 5,8 

The event/trip was well worth the time 

and effort spent 

5,5 6,0 6,4 

The price was the main criterion for the 

decision to participate 

2,7 3,1 3,8 

By participating at an ABBA related 

event/trip I acccomplished just what I 

need 

4,0 5,5 5,9 

I am comfortable with the event/trip I 

purchased 

5,3 5,9 6,4 

I enjoyed the event/trip 5,9 6,3 6,6 

The event/trip made me feel good 5,8 6,3 6,7 

During the event/trip I felt absorbed by 

the experience 

4,6 5,7 6,2 

The event/trip was an escape 3,3 4,2 5,1 

The event/trip gave me a chance to learn 

about new information and trends 

3,2 4,3 4,9 

The event/trip made me excited 4,6 5,8 6,4 

Compared to other things I could have 

done, the time and effort spent on this 

event/trip was truly enjoyable 

5,5 6,1 6,5 

 

  



 

46 

Table 3.15. Social value of ABBA related trip or event by fan involvement and social 

identity segments (sig. <0.001) 

Variable Interested 

non-

devoted 

Hooked 

independent 

Eager 

enthusiastic 

group 

member 

Participating at this event/trip helped me to feel 

acceptable 

2,2 3,2 4,6 

This type of event/trip is taken by many people I 

know 

2,9 3,5 5,0 

Participating at this event/trip improved the 

way I am perceived by others 

2,0 2,7 4,2 

People who participate at this type of event/trip 

obtain social approval 

1,9 2,7 4,0 

I participated at this event/trip to make a good 

impression on other people 

1,6 2,0 2,9 

I participated at this event/trip to be able to 

interact and communicate with other people 

2,8 3,5 5,0 
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Table 3.16. Perceived value of ABBA related trip or event by motivation segments (sig. <0.001) 

Variable Highly 

motivated 

Shilly-shallies Get togethers Thrill seekers Emotion 

junkies 

The event/trip had a consistent quality 6,4 4,1 5,3 5,9 6,0 

Relative to other events/trips I have participated at, this event/trip had an 

acceptable level of quality 

6,3 4,2 5,4 5,8 5,7 

The event/trip was as expected 6,3 4,4 5,4 5,8 5,7 

The event/trip exceeded my expectations 6,1 3,4 4,9 5,4 5,6 

The event/trip was a good purchase for the price paid 6,4 4,0 5,5 5,8 5,8 

The event/trip was reasonably priced 6,0 4,1 5,1 5,4 5,6 

The event/trip was well worth the time and effort spent 6,5 4,5 5,8 6,1 6,1 

The price was the main criterion for the decision to participate 4,0 2,5 3,0 2,7 3,1 

By participating at an ABBA related event/trip I acccomplished just what I need 6,1 3,7 4,9 4,9 5,9 

I am comfortable with the event/trip I purchased 6,5 4,3 5,6 6,1 6,2 

I enjoyed the event/trip 6,8 4,8 6,2 6,5 6,4 

The event/trip made me feel good 6,8 4,7 6,1 6,5 6,4 

During the event/trip I felt absorbed by the experience 6,4 3,7 5,1 5,6 6,1 

The event/trip was an escape 5,3 2,4 3,9 3,8 4,7 

The event/trip gave me a chance to learn about new information and trends 5,2 2,6 3,7 4,2 4,2 

The event/trip made me excited 6,5 3,8 5,2 5,8 6,1 

Compared to other things I could have done, the time and effort spent on this 

event/trip was truly enjoyable 

6,7 4,4 5,8 6,1 6,4 
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Table 3.17. Social value of ABBA related trip or event by motivation segments (sig. <0.001) 

Variable Highly 

motivated 

Shilly-shallies Get togethers Thrill seekers Emotion 

junkies 

Participating at this event/trip helped me to feel acceptable 4,4 2,0 3,3 2,5 3,7 

This type of event/trip is taken by many people I know 5,1 2,4 4,5 2,4 3,3 

Participating at this event/trip improved the way I am perceived by others 4,1 1,9 2,9 2,2 2,7 

People who participate at this type of event/trip obtain social approval 3,9 1,8 2,8 2,3 2,8 

I participated at this event/trip to make a good impression on other people 2,8 1,9 2,1 1,8 1,8 

I participated at this event/trip to be able to interact and communicate with 

other people 

5,2 2,7 3,8 2,8 3,0 
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Table 3.18. Perceived and social value of ABBA related trip or event by website usage categories of ABBA fans 

Variable Daily Weekly A few times 

every month 

Once every 

month or less 

Sig. 

Perceived value 

By participating at an ABBA related event/trip I accomplished just what I need 5,6 5,2 5,0 5,0 * 

The event/trip made me excited 5,9 5,8 5,5 4,9 * 

Social value 

Participating at this event/trip helped me to feel acceptable 3,8 3,3 3,2 2,5 ** 

This type of event/trip is taken by many people I know 4,4 3,4 3,2 2,8 *** 

Participating at this event/trip improved the way I am perceived by others 3,4 2,8 2,7 2,0 *** 

People who participate at this type of event/trip obtain social approval 3,3 2,7 2,5 2,3 *** 

I participated at this event/trip to make a good impression on other people 2,4 2,1 1,8 1,5 * 

I participated at this event/trip to be able to interact and communicate with other 

people 

4,2 3,5 3,6 2,7 *** 

Significance level (ANOVA): *** (<0.001), ** (<0.01), * (<0.1) 
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Table 3.19. Perceived and social value of ABBA related trip or event by ABBA fans using 

information in blogs/communities to plan participation 

Variable to a low 

extent/not at 

all 

to a large 

extent 

Sig. 

Perceived value 

Relative to other events/trips I have participated at, this event/trip had 

an acceptable level of quality 

5,3 6,0 *** 

The event/trip was as expected 5,5 5,9 ** 

The event/trip exceeded my expectations 4,9 5,6 *** 

The event/trip was a good purchase for the price paid 5,5 5,9 ** 

The event/trip was reasonably priced 5,2 5,6 * 

The event/trip was well worth the time and effort spent 5,7 6,3 *** 

The price was the main criterion for the decision to participate 2,9 3,4 * 

By participating at an ABBA related event/trip I acccomplished just what 

I need 

5,0 5,6 *** 

I am comfortable with the event/trip I purchased 5,7 6,2 *** 

I enjoyed the event/trip 6,0 6,6 *** 

The event/trip made me feel good 6,1 6,5 *** 

During the event/trip I felt absorbed by the experience 5,3 6,0 *** 

The event/trip was an escape 3,8 4,7 *** 

The event/trip gave me a chance to learn about new information and 

trends 

3,9 4,6 ** 

The event/trip made me excited 5,5 6,0 ** 

Compared to other things I could have done, the time and effort spent 

on this event/trip was truly enjoyable 

5,8 6,3 *** 

Social value 

Participating at this event/trip helped me to feel acceptable 2,8 3,8 *** 

This type of event/trip is taken by many people I know 3,0 4,4 *** 

Participating at this event/trip improved the way I am perceived by 

others 

2,4 3,4 *** 

People who participate at this type of event/trip obtain social approval 2,4 3,3 *** 

I participated at this event/trip to make a good impression on other 

people 

1,9 2,3 * 

I participated at this event/trip to be able to interact and communicate 

with other people 

3,2 4,2 *** 

Significance level (t-test): *** (<0.001), ** (<0.01), * (<0.1) 
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Table 3.20. Perceived and social value of ABBA related trip or event by ABBA fans with 

different relationship status 
 

Single with or without 

children 

Married/Common law 

husband/wife with or 

without children 

Sig. 

Perceived value 
  

The event/trip gave me a chance to learn about new 

information and trends 

4,6 4,1 * 

Social value  

Participating at this event/trip helped me to feel 

acceptable 

3,8 3,3 * 

Participating at this event/trip improved the way I am 

perceived by others 

3,5 2,9 ** 

People who participate at this type of event/trip obtain 

social approval 

3,4 2,8 ** 

I participated at this event/trip to be able to interact 

and communicate with other people 

4,4 3,7 ** 

Significance level (t-test): *** (<0.001), ** (<0.01), * (<0.1) 

 

Table 3.21. Social value of ABBA related trip or event by travel accompaniment 
 

Family 

and/or 

friends 

On-line 

friends with 

or without 

real life 

friends 

By myself Sig. 

This type of event/trip is taken by many people I know 3,9 5,4 3,7 *** 

Participating at this event/trip improved the way I am 

perceived by others 

3,1 4,0 2,9 * 

I participated at this event/trip to make a good impression 

on other people 

2,3 2,9 2,0 * 

I participated at this event/trip to be able to interact and 

communicate with other people 

3,8 5,1 3,9 * 

Significance level (t-test): *** (<0.001), ** (<0.01), * (<0.1) 
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Table 3.22. Social value of ABBA related trip or event by income group  
 

< $19 999 $20 000-49 

999 

$50 000-89 

999 

> $90000 Sig. 

Participating at this event/trip helped me to feel 

acceptable 

4,3 3,5 3,7 3,1 * 

This type of event/trip is taken by many people I 

know 

4,7 4,2 3,8 3,6 ** 

Participating at this event/trip improved the 

way I am perceived by others 

3,7 3,4 3,1 2,7 ** 

People who participate at this type of event/trip 

obtain social approval 

3,6 3,2 2,9 2,8 * 

I participated at this event/trip to be able to 

interact and communicate with other people 

4,6 4,3 3,9 3,5 ** 

Significance level (t-test): *** (<0.001), ** (<0.01), * (<0.1) 

 

Table 3.23. Comparison of future behavior intentions, willingness to recommend and 

electronic word-of-mouth based on fan identity and involvement cluster membership,  

(1-7), sig. <0.001 

  Interested non-

devoted 

Hooked 

independent 

Eager 

enthusiastic 

group member 

Willingness to participate at an ABBA related 

event/trip 

4,0 5,6 6,4 

Willingness to recommend others to participate at an 

ABBA related event/trip 

3,6 5,0 6,2 

After I participated, I have shared my experiences on 

blogs/communities 

2,9 3,8 5,1 
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Table 3.24. Comparison of future behavior intentions, willingness to recommend and electronic word-of-mouth based on motivation cluster 

membership (1-7), sig. <0.001 

  Highly 

motivated 

A-bit-of-

everything 

(fluids/shillyshal

ly) 

Get-togethers Thrill seeking 

visitors 

Social emotional 

spirits (emotion 

junkies) 

Willingness to participate at an ABBA related event/trip 6,8 5,2 6,1 5,8 6,4 

Willingness to recommend others to participate at an ABBA related 

event/trip 

6,6 3,9 5,7 4,8 5,8 

After I participated, I have shared my experiences on blogs/communities 4,9 2,9 4,1 3,3 4,2 

 

 

Table 3.25. Comparison of future behavior intentions, willingness to recommend and electronic word-of-mouth based on ABBA websites 

usage (1-7), sig. <0.001 

  Every day Every week A few times every 

month 

Once every month 

or less 

Willingness to participate at an ABBA related event/trip 5,9 5,6 5,1 3,9 

Willingness to recommend others to participate at an ABBA related event/trip 5,6 5,2 4,7 3,6 

After I participated, I have shared my experiences on blogs/communities 4,6 3,8 3,4 2,0 
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Table 3.26. Comparison of future behavior intentions and willingness to recommend based 

on ABBA-related travel and event participation experience (1-7), sig. <0.001 
  1-2 events/trips 3-10 

events/trips 

more than 10 

events/trips 

Willingness to participate at an ABBA related 

event/trip 

6,1 6,0 6,5 

Willingness to recommend others to participate at 

an ABBA related event/trip 

5,5 5,3 6,1 

 

 

 
 

Figure 3.21. Electronic word-of-mouth based on the degree of using the ABBA-related 

information to plan participation in ABBA-related trips and events, sig.<0.001 
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4 Model testing 

 

This study uses a structural equation modelling approach for testing the relationships 

between the concepts described in the previous section. In total, the subset of 373 cases was 

available for model testing (i.e., the respondents provided at least one answer per each 

construct in the model; the missing values were substituted by means). Furthermore, z-

score-examination revealed outliers (z>3.29) being substituted with “the next highest score 

plus one” (Field, 2005, p. 116). 

 

The step of confirmatory factor analysis (CFA) performed by using the AMOS (ver. 24) 

software package started by examination of the unidimensionality of the specified model 

measurement. All unstandardized loadings (i.e., regression weights) were statistically 

different from zero. All t-values were higher than 1.96. However, considering that the 

overall model-fit-statistics measures were somewhat below recommended thresholds 

(Brown, 2006), the measurement model adjustment was required. 

 

Examination of standardized loadings (i.e. < 0.50), standardized residuals (i.e. > 2.58) 

and modification indices resulted in the removal of 11 out of 63 items intended for model 

measurement (one motive item, three online fan involvement items, two social identity 

items, three preceived value and two social value items). Table 4.1. shows the goodness of 

fit statistics for the adjusted model, which remain somewhat below but close to the 

recommended threshold values (Steenkamp & Baumgartner, 2000; Hair et al., 2010). 

 

Table 4.1. CFA goodness-of-fit statistics 

 

Indicator [Threshold value] Statistic value 

Absolute Fit Measures 

Goodness-of-fit Index (GFI) [>0.90] 0.773 

Root Mean Square Error of Approximation (RMSEA)  

[<0.08: acceptable fit; < 0.05: good fit] 

0.061 

90 percent confidence interval for RMSEA [0.05;0.08] (0.058; 0.065) 

Normed-Chi-Square (χ2/df) [<2] 2425.516/1009=2.404 

Incremental Fit Indices 

Tucker-Lewis Index (TLI) [>0.90] 0.87 

Comparative Fit Index (CFI) [>0.90] 0.87 

Parsimony Fit Indices 

Adjusted Goodness-of-fit Index (AGFI) [>0.80] 0.75 

 

After transformation of the measurement model into a structural model a linear 

structural equation model (SEM) using maximum likelihood (ML) estimation is applied to 

test the hypothesised relationships between the model constructs (Hair et al., 2010). Figure 

5.1 displays the path diagram and shows standardized estimates and squared multiple 

correlations (R2). 
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Figure 4.1. Standardized path estimates for the structural model 

 

Overall, the level of involvement among fans, fans perceived association with the ABBA 

community and their interest in and perception of information in blogs and online 

communities, affects their average use of online platforms. This, in turn, has a modest 

positive effect on social value implying that when fans prioritize their interest and sense 

that ABBA products are rewarding and closely tied to their personality, they engage online 

more frequently. They also engage more when they are generally very interested as well 

as believing it is an efficient way of finding information. When their self-image fits with 

the community or they have a strong feeling of belonging, attachment and membership 

(social identity), they also engage more frequently online, which then results in a positive 

social value (i.e. a sense of social approval, self-esteem and positive perception and 

acceptance by others). 

 

Furthermore, the positive effect of online engagement on excitement and feeling 

pleased when online as well as for social value and future intentions, is evidence of how 

digital interactions influence perceptions of value and future intentions. When fans have a 

great interest in blogs and communities and find them appealing, personally meaningful, 

reliable, offering an efficient way of finding information, and is free from commercial 

interests, then they feel happy, pleased and contented but also aroused, frenzied and 

excited. This in turn supports their social value in terms of feeling of acceptance, approval, 

self-esteem and impression on other people and eventually affects the likelihood to travel 

or to recommend others.  
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It is interesting to note however, that social identity (attachment, belongingness, 

membership and sense of fit between self-image and identity of the community), is less 

important for creating positive web experiences and increased likelihood of future ABBA 

related travel. 

 

As expected from previous tourism literature, travel motives have considerable 

importance for perceived experience value (Prebensen, Woo, Chen and Uysal). However, 

some of the typical motives for travel such as meeting friends and partying are of less 

importance for attaining high levels of functional, emotional and social value compared to 

those involving excitement, experiencing new and different things as well as a bond to 

ABBA and the ABBA community. In turn, future travel intentions depend very much on 

perceived emotional, social and functional value. Especially, fans who experience feelings 

of absorption, escape, excitement and learning new things are more interested in ABBA 

related travel in the future. Elements of perceived value such as high quality experiences, 

meeting expectations, value for money, enjoyment, and that the trip was worth the time 

and effort are also important for establishing an interest in future travel. 

 

  



 

58 

5 References 

 

Dholakia, U. M., Bagozzi, R. P., & Klein Pearo, L. (2004). A social influence model of 

consumer participation in network- and small-group.-based virtual communities, 

International Journal of Research in Marketing, 21, 241-263. 

 

Cheung, C. M. K., & Lee, M. K. O. (2010). A theoretical model of intentional social 

action in online social networks. Decision Support Systems, 49, 24‐30. 

 

Coan, James A. & Allen, John, J. B. (2007). Handbook of emotion elicitation and assessment. 

Oxford, New York: Oxford University Press. 

 

 

Huang, C.Y., Chou, C.J., & Lin, P.C. (2010). Involvement theory in constructing 

bloggers’ intention to purchase travel products. Tourism Management, 31, 513‐526. 

 

Prebensen, N. K., Woo, E., Chen, J. S., & Uysal, M. (2013). Motivation and involvement 

as antecedents of the perceived value of the destination experience. Journal of travel 

research, 52(2), 253-264. 

 

Brown, T.A. (2006). Confirmatory Factor Analysis for Applied Research. New York, 

London: The Guilford Press. 

 

Field, A. (2005). Discovering statistics using SPSS. SAGE Publications. 

Hair, J.F. Jr., Black, W.C., Babin, B.J., & Anderson, R.E. (2010). Multivariate Data 

Analysis. A Global Perspective. 7th ed. Pearson.  

 

Steenkamp, J.-B.E.M., & H. Baumgartner (2000). On the Use of Structural Equation 

Models for Marketing Modelling. International Journal of Research in Marketing, 17(2), 195-

202. 


