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Introduction
	The use of social media effectively by sports fans provide the opportunity for fans to connect to their favorite sports teams, become indoctrinated into sports communities, and actively participating in events to showcase support. Since childhood, my passion of sports was adopted and currently plays a role in my usage of social media because it a part of my identity. With the advancement of technology and popularity of social media, fans can obtain any information related to their favorite sports team any time. People use sports as an outlet to escape their daily lives and enjoy the adrenaline rush online with other fans to fuel one another’s mutual passion for their team. Social media allows sports fans to follow their favorite team with the option of purchasing merchandise advertised to enhance their support. Social media platforms allow people to capture and post photos and videos of themselves or others showing their support before, during, and after sporting events showcasing how meaningful sports teams are in their lives. In the key findings, it will be examined how the integration of social media and sports fans are imperative to one another as sports fans demand to remain connected to their teams and vice versa.
Key Findings
	A key finding between social media and sports fans is the activity of social media use during sporting events. The social media activity that is very popular during sporting events is called live tweeting, which occurs on Twitter. For example, live tweeting takes place when Twitter users – for this argument, sports fans – post tweets on their Twitter page discussing and reacting to the live sporting event of the supported team. Social medial has also transformed the culture of sports consumption, changing from an individual activity to a group or community-building activity (Swarm, 2018). Despite social media being computer-related communication (CMC), the use of hashtags and similar tools make it easy for fans to find one another and communicate (Swarm, 2018). When sports teams claim victory, fans respond favorably by posting positive messages and positive digital declarations on the sports team’s comment section with the same declarations. However, when claiming defeat, most messages consisting of negative messages and digital declarations are directed towards the teams and, in some cases, towards the players and coaches. Not only does Twitter foster engagement between a team and its fans, but it also enables fan-to-fan interaction, creating a sense of community within a fan base (Swarm, 2018). Overall, the consumption of social media piques the interest of sports fans to connect with an online community that share their independent and collective thoughts relating to the same sports team.
	Another key finding connecting social media and sports fans is the occupancy of social media to retain sports fan engagement. By allowing fans the opportunity to interact with players via social media, teams can grow their followings and increase hype around their franchises – players can help produce exciting, sharable content (Perez, 2017). In today’s culture, sports teams that have a tradition of excellence utilize marketing strategies to engage and sustain a connection with sports fans. The goal of sports teams in social media is to affect a fan’s decision in posting content related to the sport. Social media provides many aspects of marketing and engagement previously unavailable to teams – it changes how teams and their fans can interact and affects how often fans are exposed to content from the teams they follow (Perez, 2017). With the promotion of sports marketing enters the responsibility of public image as teams are subject to flaming comments developed by internet trolls seeking an opportunity to provoke the team community. Today, teams can receive feedback from fans immediately as well as respond to questions from fans (Perez, 2017). The more interaction sport teams have with fans on social media, the more likely teams are exposed to increased recognition. As a result, the effective use of social media for sports teams and sports fans have changed the sports world.
Implications
	Due to the current global pandemic, most people are spending their days and nights at their homes to avoid the contraction of the disease. The quarantine process has increased the demand of entertainment, in this case for sports fans, social media becomes more useful to read, write, record, and post about their teams and athletes. During the shutdown period, sports fans were craving for sports due to its absence. Brent Barnhart explains his stance stating “However, the buzz behind sports in social media hasn’t gone away. Not by a long shot” (Barnhart, 2018). Social media platforms such as Twitter, Facebook, Instagram, and SnapChat allow sports fans to stay connected with their favorite teams and athletes to stay current and connected to the sports world. According to John Kernan, athletes have a bigger influence than ever before because of their social media platforms (Badenhausen, 2019). The same can be said for sports teams as the interaction of fans of sports teams and fans of a specific athlete can integrate and produce a multitude of conversations in a thread. Of the three major social media platforms, engagement is typically much higher on Instagram than on Twitter and Facebook and Instagram represented 46 of the 50 accounts with the highest engagement rates (Badenhausen, 2019).  
In recent months, a collection of athletes from different sports have been using their platform to address social injustice nationwide. Sports players began speaking out, wearing shirts with messages, cancelling games, and sports teams whom they represent posting messages of solidarity on social media. Naysayers might be loud, but teams rightfully see speaking out as a responsibility given their reach and the size of their audiences (Barnhart, 2018). The usage of social media through sports spreads multiple selections of awareness such as social injustice, cancer, food banks, etc. Ultimately, the practical implication of social media in sports is fan involvement speak their minds and engage with teams (for better or worse), live tweeting games, press conferences or drafts, providing fans with a team or game-specific hashtag to publish to and gathering fan feedback via polls or Q&A sessions on Instagram or Facebook Live (Barnhart, 2018). People lose themselves in the selfishness of fandom which alters their cognitive awareness that athletes, coaches, and social media personnel are like them – human. First amendments rights on display by sports teams, echoed by players and coaches, and shared on social media can produce positive and negative feedback. A huge function of social media in sports is the ability for players to show off their human side (Barnhart, 2018). Sports fans must remember the teams and athletes they support have the same emotions as themselves, so it would be wise to show a decent amount of sensitivity and compassion to avoid negative interactions from other fans on social media.
Conclusion
	 Social media and sports interaction together are essential for fans to connect to their favorite teams and athletes. Live tweeting sports on Twitter during a game gives an equivalent feeling to viewing the live action in person, however the only difference is the interaction process is through CMC. Events posted on social media by sports teams are made available for fans to have an opportunity for fan-to-fan interaction with team members show their support and receive feedback within the team’s community. The cycle continues today as teams with success have a larger social media following along with the content posted by the teams results in more interaction from sports fans. Regardless of location of sports teams, none of it matters without the support of sports fans because it plays a role in self-identification.

















References
Badenhausen, Kurt. (2019). Social Media’s Most Valuable Athletes: Ronaldo, McGregor And LeBron Score Big. Retrieved from https://eds-b-ebscohost-com.arbor.idm.oclc.org/eds/detail/detail?vid=0&sid=e78a9248-7d69-43e9-803f-239901f90b26%40sessionmgr101&bdata=JnNpdGU9ZWRzLWxpdmUmc2NvcGU9c2l0ZQ%3d%3d#AN=137896414&db=bsh
Barnhart, B. (2020). How to use social media in sports to keep fans engaged. Retrieved from https://sproutsocial.com/insights/social-media-in-sports/
Perez, C. (2017). Social Media is changing how sports franchises and fans interact. Retrieved from https://annenberg.usc.edu/communication/digital-social-media-ms/dsm-today/social-media-changing-how-sports-franchises-and-fans
Swarm, J. (2018). The Impact of Social Media on the Sports Industry. Retrieved from https://www.bu.edu/prlab/2018/10/29/the-impact-of-social-media-on-the-sports-industry/

