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Resumo
Brazilian NFL viewers interact in social media during the league games broadcast. Since fan
consumption practices can establish identities by the intensity of the involvement with media
products, present research aims analyzing how Brazilian NFL fans constitute cultural
identities in their interactions on social media during the league games broadcast. For such
purpose, we use netnography, a method is commonly used in studies that seek to understand
cultural phenomena that occur through online interactions. The research corpus was formed
by messages posted by fans on Twitter hashtags created by the ESPN channels of Brazil,
during the games broadcasted in the course of the 2016-17 and 2017-18. The results indicate
the constitution of three identity categories: nationalism, as a way of projecting an idealized
image of a nation; localism, as demarcation of tensions of the differences existing in the
country; and social minorities related to gender and sexual orientation, revealing tensions
and conformities in the social construction of these positions. In revealing identities strongly
related to the notion of place and to representations different of the hetero-masculine, such
findings are evidenced as a particular version of the central values of the sport itself in its
country of origin.
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Cultural Identity on the National Football League’s Brazilian Fans Consumption  
 

Abstract 

Brazilian NFL viewers interact in social media during the league games broadcast. Since fan 

consumption practices can establish identities by the intensity of the involvement with media 

products, present research aims analyzing how Brazilian NFL fans constitute cultural identities 

in their interactions on social media during the league games broadcast. For such purpose, we 

use netnography, a method is commonly used in studies that seek to understand cultural 

phenomena that occur through online interactions. The research corpus was formed by 

messages posted by fans on Twitter hashtags created by the ESPN channels of Brazil, during 

the games broadcasted in the course of the 2016-17 and 2017-18. The results indicate the 

constitution of three identity categories: nationalism, as a way of projecting an idealized image 

of a nation; localism, as demarcation of tensions of the differences existing in the country; and 

social minorities related to gender and sexual orientation, revealing tensions and conformities 

in the social construction of these positions. In revealing identities strongly related to the notion 

of place and to representations different of the hetero-masculine, such findings are evidenced 

as a particular version of the central values of the sport itself in its country of origin. 

Key words: NFL; cultural identity; fans; prosumption; netnography. 

 

Introduction 

Modern society can be understood by its cultural manifestations of entertainment, with 

sports being one of its main sources (Ruddock, 2010; Whannel, 2014). Sports can denote social 

events, represent local aspects and disseminate details of the culture of which they are part 

(Wenner, 2012; Whannel, 2014). This is the case of American football in relation to the United 

States of America (U.S.A.). The sport became the most popular in the country (Oriard, 2007), 

and its major league, the National Football League (NFL), has sought to intensify its growth 

around the globe (Seifert, 2017).  

As a brand, NFL has great economic value, being the world most lucrative league 

(Ozanian, 2017). Besides, it has a huge social and cultural importance, since it has the capacity 

to direct social perceptions and to shape practices of the tradition (Wenner, 2012, 2014; 

Whannel, 2014), as well as counts with highly engaged fans that work as spreaders of the league 

(Oates & Furness, 2014). 

The way of consuming American football has changed along with its main league. NFL 

has prioritizing not the fans who watch the games in the stadiums, but those who accompany 

the TV broadcasts (Wenner, 2014). It adheres the modern form of diffusing and consuming 
sports, according to Whannel (2014): media sports are broadcasted by large media 

conglomerates and impacted by their audience; sports of practice are popular by its large 

number of practitioners. The relationship between the two is dynamic: both societies can 

develop interest for media sports from the practice of them, as sports of practice gain adepts 

due to their media diffusion. 

Media sports are considered global phenomena by the relevance that their broadcasts 

reach. They are not limited by geographic boundaries, however, some of them, even though are 

widespread in several markets of the world, cannot be considered global. This happens when 

their practice and rules are foreign to most individuals of a local culture (Ruddock, 2010; 

Whannel, 2014). It’s the case of American football and NFL, despite its continued growth 

around the world, cannot be considered global yet. In most of the world, it does not have a 

majority audience, is considered alternative and exotic when compared to other sports, and its 

practice is incipient (Seifert, 2017). 
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This happens in Brazil, where the sport is yet not completely familiar. Nevertheless, the 

country has one of the major audiences of NFL in the world (ESPN Brasil, 2015, Magri, 2018), 

reaching large audience (ESPN Brasil, 2017). Brazil is NFL's second major international 

market, with nearly 20 million viewers, only behind Mexico, which borders US and hosts NFL 

games since 2005 (ESPN Brasil, 2015).  

NFL’s Brazilian broadcast also counts with a significant engagement of fans through 

social media (ESPN Brasil, 2017). Brazilian NFL viewers interact in social media during the 

league games broadcast. It occurs on Twitter hashtags created by the Brazilian ESPN channels 

for communication between fans and between them and the television station itself (Magri, 

2018). 

The messages published on the digital platform can be characterized as a proactivity 

consumer practice, since, when choosing to discuss the games between them, viewers are not 

restricted to the act of passive consuming an entertainment product. In this sense, fans are a 

productive consumer, by means of appropriating media texts, negotiating their meaning and 

spreading their content, what can be considered an exercise of resistance to the passive 

consumption reception model (Jenkins, 2008). Therefore, from a Consumer Culture Theory 

(CCT) point of view, fans resemble to the concept of prosumers (Leão & Costa, 2018), since 

they take on tasks that usually belongs to producers, according to the dualistic model of 

production and consumption (Ritzer, 2015).  

Such involvement indicates great identification of the fans with what they consume. Since 

consumption is one of the cultural practices of the contemporary world, it enables consumers 

to set up identities through social and symbolic resources that are provided and/or legitimized 

by market practices (Arnould & Thompson, 2005; Belk & Casotti, 2014). In this way, fan 

consumption practices can establish identities by the intensity of intellectual and emotional 

involvement with media products (Guschwan, 2012).  

These aspects lead us to the understanding that the interaction of the Brazilian NFL 

viewers, when observed as consumption practice, indicates identity formations. In line with 

this, in a recent review of CCT theoretical reverberations, Arnould and Thompson (2015) argue 

that such kind of consumption clusters are part of a subsystem of interconnected fragmented 

networks that provide resources for the identity work of consumers. 

Following Hall (2012, 2013, 2014), we assume that such identity-working is cultural, 

referring to positions constituted by sociocultural relations that are incorporated by individuals 

into their own identity elaboration. This notion of cultural identity was conceived in the field 

of Cultural Studies as a way of conceiving the postmodern subject as a fragmented construction, 

capable of adhering to different culturally constituted identities, according to the different social 

fields in which one operates (Woodward, 2012). 

From the understanding that consumer practices are capable of constituting cultural 

identities, present research aims analyzing how Brazilian NFL fans constitute cultural identities 

in their interactions on social media during the league games broadcast. 

The research justifies by exploring identity formation through the consumption of a 

foreign sport by a local audience. For this, it is based on a literature that points out consumption 

as an important source of symbols through which people construct identity narratives, being 

this one of the main themes that guide the theoretical interest of the CCT (Arnould & 

Thompson, 2005; 2015). 

 

Fans as Productive Consumers 

Fans can be understood as singular consumers: on the one hand, they are characterized 

by the intensity of intellectual and emotional involvement they have with the products they 

admire; on the other hand, they are understood as capable of re-creating the mediatic text they 
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receive (Guschwan, 2012; Lanier, Radier & Fowler III, 2015). Hence, fans are commonly 

defined by the activities they perform (Duffett, 2013).  

Along these lines, we assumption that fans act as prosumers (Leão & Costa, 2018). 

Prosumers are consumers who did not limit to typical passive role, performing active and 

participative role in the productive process of the products they consume (Cova & Cova, 2012; 

Ritzer, Dean & Jurgenson, 2012). The argument here is that if, in the past, distinction between 

producer and consumer roles was obvious, it is no longer clear. Nowadays, prosumption 

becomes increasingly widespread, with emphasis on consumer practices driven by technologies 

associated with Web 2.0 (Ritzer & Jurgenson, 2010). 

Consumers active participation on re-signifying products or even producing new content 

based on them through technological appropriation is characterized into a phenomenon known 

as participatory culture (Jenkins, 2006). It happens due to consumers' convergence. They 

engage on interacting collective practices, becoming active members of communities (Langlois, 

2013; Jenkins, 2006). 

Commonly, fans organize themselves in fandoms (Costa; Leão, 2018). These are 

communities where they interact, developing, sharing and spreading their consumption 

experiences and practices (Guschwan, 2012; Jenkins, Ford & Green, 2010). Besides, it is a 

social arrangement that is becoming habitual, thanks to the ascending entertainment industry 

and to the technological advances (Hewer, Gannon & Cordina, 2015; Jenkins, 2006). Therefore, 

fandoms are consumer communities whose members are virtually related through common 

interest, even if they belong to other cultural worlds (Kozinets, 2006).  

Consumer communities are instances that can enable the constitution and maintenance of 

identities (Luedicke, Thompson & Giesler, 2010). Thus, it is relevant to explore how fandoms 

can contribute to the identity-work. This practice becomes possible because fans shows a new 

way of exercising identities related to consumer practices, mostly through collaboration and 

citizenship acts (Guschwan, 2012; Jenkins, 2008). 

 

Consumer Cultural Identities 

Modern consumer practices allow people to envision an entrepreneurial idea of 

themselves. In those acts, one can formulate and express identities, insofar s/he behaves 

according to the group, community, network or environment to which is connect 

(Bhattarcharjee, Berger & Menon, 2014). Consumption practices have an ethnocentric capacity 

of legitimating the formation of identities. It works as a material and symbolic structure in 

which individuals construct identities based on the cultures s/he takes part (Zeugner-Roth, 

Zabkar & Diamantopoulos, 2015). Such identities allow consumers to present different facets 

of themselves, varying according to time, culture and social context (Belk, 2014).  

Thus, although noticeable at the individual level, consumer identities are elaborated from 

collectivities. So, identities are shared by individuals who believe to have common interests, so 

much that they come together to interact about them (Arvidsson & Caliandro, 2015). Consumer 

identities can be understood as resulting from an articulated work in the midst of fragmented 

consumption subsystems. This conception assumes consumer culture as a distributed and fluid 

network, in which its participants are aligned through reciprocal, self-organized and constantly 

reconfigured processes (Arnould & Thompson, 2015). 

Aligned with this perspective, the concept of identity adopted in this study bases on the 

notion developed in Cultural Studies, especially Stuart Hall's. Hall (2012; 2013; 2014) defines 

cultural identity as a position that is characterized by a range of meanings inhering a cultural 

system and is constituted thanks to the sharing of mutual codes and signs. The meaning-making 

occurs amid tensions and contradictions, based on cultural descriptions. This allows social 

actors to assume different identities, either due the different fields in which s/he moves in social 

life, or the very relationship between different identities (Hall, 2014; Woodward, 2012). 
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Cultural identities are marked by difference, being both singular and mutually dependent. 

Therefore, they are relational; forged and maintained through different spheres of social and 

cultural life (e.g., work, language, religion). This relationship, however, does not occur 

symmetrically, since a same identity is capable of articulating between different aspects of the 

same culture or between aspects of different cultures (Hall, 2012; 2014; Silva, 2012).  

Cultural identities, therefore, result from the individual-society dialectic. Social 

individuals participate in their collective constitution, then they embody them, instead of 

belonging them (Hall, 2014; Woodward, 2012). It happens in a dynamic and negotiable process 

in which individuals can belong to several identity positions simultaneously. So, it leads 

individuals to position themselves in the society. Hence, cultural identities are based on alterity, 

since an identity exists only in function of its distinction from another, as well as from the 

identification of individuals in relation to them and between themselves (Hall, 2013; 2014). 

The construct resembles the postmodern notion of subjectivity, assumed to be formulated 

based on social practice. On the other it is argued that it has been accentuated by the process of 

globalization and the widespread adoption of new information and communication technologies 

(Hall, 2014). Du Gay (1997) inserts the question of cultural identity into a broader system that 

interconnects it with social representations, regulation, production and consumption. In this 

line, Leão and colleagues (Leão, Ianatoni & Cavalcanti, 2015; Leão & Mello, 2012; Oliveira & 

Leão, 2012) articulate cultural identity as a consumer identity, inscribing consumption as a 

cultural system capable of producing and legitimizing cultural identities. 

 

Methodological Procedures 

The research was undertaken by netnography. The method is commonly used in studies 

that seek to understand cultural phenomena that occur through online interactions (Hamilton & 

Alexander, 2017; Izogo & Jayawardhena, 2018). Strictly speaking, netnography is an 

adaptation of the ethnographic method to the virtual environment. It was developed to 

investigate consumer behavior in marketing studies by addressing cultures and communities 

mediated online (Bartl. Kannan & Stockinger, 2016; Henriques & Pereira, 2018). 

In order to guide our research, the approach proposed by Kozinets (2006; 2010; 2015) 

was adopted. It has been widely adopted in marketing and mainly in consumer research. The 

method is proposed in three stages, that follows. 

Entrée Cultural. A process in which researchers become naturalized to the culture under 

investigation in order to perceive details that only members of the community are capable of. 

For our research, the stage happened naturally, since both researchers have been NFL viewers 

since 2009. One of them is active member of the community investigated since 2011, same 

period in which is also a player on the American football Brazilian league. 

Data collection. Procedure for archiving the observed online interactions. This stage can 

also be complemented by field notes. In the period our investigation, the community interacted 

mainly during the game broadcasts. Four hashtags released by the Brazilian ESPN were 

monitored, whose tweets were saved and archived: #TudoPelaNFL, #PlayOffsNFLnaESPN and 

#SuperBowlnaESPN (2016-17 season) and #NFLnaESPN (2017-18 season). Still, the games 

broadcasted by the Brazilian ESPN (119 in the first season and 141 in the second) were 

recorded, in order to serve as an immediate context for the analysis of the fan comments. 

Data analysis. The last stage can be divided in steps of analytical procedures: 

codification, reflection, abstraction, comparison, verification, refinement, theoretical 

generalization and (possibly) theorizing. We organized such steps in three moments of analysis. 

First, we performed a round of analysis to establish provisional codes, as well as to classify and 

hierarchize the data collected. Then, we filter the data to generate clearer identifications and 

relations that have been revealed as broader categories. Finally, we interpret such categories in 

light of the literature. Yet, this analysis had an inductive character at the first season, since 
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literature served as analytical lenses instead of a priori categories. During the second season, a 

partially deductive approach took place, since it started from the categories inferred in the first 

period, maintaining, however, the process open to the identification of new codes and 

categories. 

To meet quality criteria of qualitative research, we adopted criteria to netnography 

pointed by Kozinets (2015), regarding data saturation, axiological arguments set in the cultural 

entrée, researchers' reflexivity and respect to the observed praxis. Also, ethical issues were 

considered, following Kozinets (2006). We did not cause any harm to the community analyzed, 

since the messages collected were produced in the public domain, a social network with open 

access for all who accessed the referred hashtags, and we do not reveal members identities. 

 

Results and Discussion 

Our analysis revealed nine codes, which were organized into three categories. In the 

following, these are discussed. For such, they are descripted in light of their empirical contexts 

and derived from the literature of Cultural Studies and CCT on cultural identity and consumer 

identity, respectively, due to the semi-inductive character of the research. 

 

Brazilian nationalism in the NFL consumption 

As a first category, we identify how Brazilian NFL fans establish associations between 

their country and the league as a way of valuing themselves as audience. In a consumer research 

perspective, a national identity is guided by the recognition that brands, goods or services are 

exponents of a nation with which consumers identify (Keillor & Hult, 1999; Zeugner-Roth, 

Zabkar & Diamantopoulos, 2015). In the context of cultural identities, Hall (2014) points that 

nationalism is the shared notion of individuals and groups that recognize and establish 

characteristics in common, leading to the idea of belonging to a nation (Hall, 2014). 

A first code in this category reveals the identification of the Brazilian NFL fans with 

Cairo Santos, the only Brazilian player on the league. His participation on the NFL arouse 

great repercussion, making him a popular figure in the country. Tweets collected over different 

games featuring Cairo Santos in the 2016-17 season demonstrate how Brazilian fans feel 

represented as nation by having a player of their homeland in the NFL. They write about the 

player with affection and intimacy by calling him “Cairão da Massa” (i.e., Big Cairo from the 

Mass), a nickname that exalts his popularity among Brazilian aficionados. Many tweets 

manifest he represents the country in the NFL and highlight that the whole country eager to see 

him in action on the matches. This commotion led him to be nominated as NFL ambassador in 

Brazil since 2016. 

Brazilian fans cheer for the player as if for a sports team that represents the nation 

internationally. This feeling is transferred to the team he plays, but only for fidelity to him. This 

became evident when he was dismissed from Kansas City Chiefs, his first team on NFL, after 

an injury sustained in the third week of the 2017-18 season. Previously supporting the team, 

Brazilian NFL fans got angry with the Chiefs. Tweets published on the occasion provoked the 

former team of the athlete, stating that they messed with the wrong people by dispensing the 

only Brazilian in the league. Countless Brazilian fans started to register that, from that moment 

on, they shall cheer against the Kansas City Chiefs. Innumerous messages were posted wishing 

for bad lucky to team and the player who replaced Cairo Santos. 

In another evidence of nationalism, next code highlights the fact the main league player 

to be married to a Brazilian celebrity. Brazilian international supermodel Gisele Bündchen 

is the wife of Tom Brady, New England Patriots player and one of the greatest in NFL history. 

Due to this relationship, Brazilian NFL fans nicknamed him “Giselo”. This witty kidding 

reveals a bond of intimacy constructed by the fans with the athlete based on their marital-

relation with a Brazilian citizen. Good-natured tweets associate the athlete's good performances 
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with his marriage to Bündchen. Besides, his nickname is used to exalt these performances, as 

well as trolling the model when his husband's team is losing. 

Finally, the third code reveals the claim of Brazilian fans of deserving an NFL game 

hosted in Brazil. They use the fact of Brazil to be the league's second largest world audience 

outside U.S.A. to demand the league attention. countless messages over the two seasons 

illustrate this. A message posted during the game between Oakland Raiders and Houston 

Texans played in Mexico City on November 21, 2016, extols the Mexicans joy for hosting an 

NFL match and claims it should also happen in Brazil, since Brazilian are a cheerful people and 

passionate for NFL as they are. On the other hand, supporting the fans' clamor following the 

match between Cincinnati Bengals and Washington Redskins in London on October 30, 2016, 

the official Twitter profile of ESPN Brazil also pleaded for a game in the country. The message 

was addressed to the official NFL profiles in Brazil and the U.S.A., stating that the country does 

deserve to be awarded a with league game. 

 

Locality exaltation in the NFL enjoyment 

Second category indicates how different Brazilian locations, especially those less 

noticeable and more remote from the major urban centers, are highlighted and valued by the 

Brazilian audience in the wake of the broadcast of the games. Consumer research has identified 

that consumers work on spatially-located identities (Chernev & Hamilton; Gal, 2011; Luedicke, 

Thompson & Giesler, 2010). Hall (2014), in turn, allege that one of the ways cultural identity 

manifests is through the place of birth, since it defines particular beliefs and values, as well as 

performs as point of resistance to the process of homogenizing globalization. 

One code of this category indicates an exaltation of local American football teams. 

Brazilian fans introduce to the community American football teams, from their cities or states, 

in which they play or cheer. Viewers usually highlight the team names, since commonly they 

are formed by their city of origin name associated with a local characteristic, just like happens 

in NFL, as a way to value such locations. Examples flourish on the tweets. In a message, a fan 

declares being fan of the Maceió Marechais (i.e., Maceió Marshals). The team name alludes to 

the first two presidents of Brazil. Both had the highest patent of the Army. One of them was 

born at the city of Maceió, and the other in a city at Alagoas, state whereof Maceió is the capital. 

In another message, a viewer asks to the ESPN staff to send a hug to the Goiânia Rednecks 

fans. He points out that the team was named in reference to the U.S.A. Old West, due to the 

fact the city of Goiânia is located at the Center-West region of Brazil. 

Another kind of exaltation highlights the locales watching the NFL. Fans use the social 

media as representatives of their localities to the ESPN staff and the other league fans. From all 

over the country, messages make it a point to register from which cities or states the fans are 

watching the games. Those tweets include the cited regions in the league's national audience 

map and celebrate them and its fellow citizens, mainly asking to the ESPN staff to greet fans 

from these locations. Such messages emanate from a profusion of localities, ranging from large 

urban centers to inner cities of less affluent regions of the country. 

The last code of this category highlights the impact of Brazilian time zones on the NFL 

enjoyment. During part of the NFL season, game schedules are affected by the end of DST in 

the U.S.A. and its beginning in Brazil. In the middle of the regular season, the routine of 

Brazilian viewers is changed, especially regarding the night games. Broadcast schedules are 

delayed in two hours to the main cities of the country, located in South and Southeast Brazil. 

This change makes viewers from the Northeast and the North to watch the games earlier, what 

is highlighted as a great advantage. A good illustration is a tweet showing the Brazilian time 

zone map, highlighting the state of Acre. Jokingly, the sender says to be envy of its residents, 

since the state is not affected by the time change for being in the same time zone of the U.S.A. 

East Coast. 
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Social minorities in the Brazilian NFL audience 

The last category reveals that, despite American football public is associated with 

heterosexual men, Brazilian NFL audience counts on women and homosexual. Hall (2017) 

understands that gender identities are not natural conceptions, but social constructs constituted 

by political, economic, and socio-cultural forces over time and spatially demarcated. 

Appropriation and re-signification of consumer practices can contribute to the feminine 

identity, insofar they propitiate resistance to structures of dominant social meanings (Fung, 

2002; Mansvelt, Breheny & Stephens, 2015). The same can be said regarding gay identity, since 

practices of consumption are used to naturalize and legitimize this way of life (Kates, 2002). 

However, such practices made by a socially stigmatized public tends to be repudiated by plots 

of consumers (Mansvelt, Breheny & Stephens, 2015). 

The seventh code overall demonstrates the female activism in the Brazilian NFL 

fandom. Women show off their participation in the community of fans and disclosure NFL 

specialized profiles managed exclusively by the female audience. ESPN broadcast staff usually 

praises the feminine participation on the hashtags and, at the 2016-17 season beginning, 

reported that about 45% of the NFL audience in the country is comprised of the female 

audience. In the wake of this announcement, several messages highlighted that watching NFL 

in Brazil is a habitual thing for both genders. 

An emblematic day for female audience was October 9, 2016, when the ESPN aired a 

documentary produced by the NFL before a Sunday Night Football, the league's highest-rating 

weekly game. The thirty-minute film show how American football, and the NFL in particular, 

has been striving to reach the female audience. Among the various tweets published that night, 

women's growth in sport audience is celebrated as a victory over prejudice, emphasizing that 

the world does not belong to men. 

In another emblematic event, female audience vehemently echoed two occurrences in the 

game between Los Angeles Chargers versus Denver Broncos on September 11, 2017. For the 

first time, a woman narrated an NFL game on the U.S.A. TV. Simultaneously, Paula Ivoglo, a 

member of the exclusively-women managed NFL @nfldebolsa profile, was the first 

commentator to participate in a Brazilian NFL broadcast, later permanently integrated into the 

ESPN team. The commotion about this feat resulted in a large number of tweets on the subjects 

that evening, with female fans emphasizing how they felt represented. 

The following code revolves around gay representation among the Brazilian NFL 

audience. This public emerged along with the huge repercussion of Lady Gaga's show at the 

Super Bowl LI halftime on February 5, 2017. The artist is a LGBT icon and her performance 

ended up luring this audience. On that evening, Gaga's fans made it a point to register their 

presence as part of the audience tuned in the broadcast. Additionally, large numbers of viewers 

reported that show was their gateway to the league. Tweets praised the presence of the gay 

public in the audience of the league and many messages pointed that a show of a LGBT icon 

brings representativeness in a sport in which the ethnicity, age and shape of the athletes are 

already diverse. 

Paddling against the tide, the last code evidences how homophobia is perpetuated by 

part of Brazilian NFL audience. As a reaction of gay audience messages, part of male 

heterosexual audience criticized Lady Gaga's choosing for the halftime show, as well as the 

presence of gays in the fandom. Many tweets disdained and ridiculed the LGBT audience tuned 

on the broadcast and argued that the virility of American football does not match with them nor 

either with the artist's performance. They still made “jokes” on whether men or their sons were 

enjoying the show, as a way of representing it as a gay behavior. 
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Final Considerations 

Returning to the research objective, we can attest that Brazilian NFL fans constitute 

cultural identities in their interactions on social media during the league games broadcast by 

negotiating the production of meanings from the contents received. This is done not only in 

relation to the specific content of the games, but also the knowledge and context that fans have 

about the league and even about issues extrapolating the game. 

NFL is perceived both as intrinsic to the U.S.A. culture and to masculinity, due its 

athletic virility. These aspects became the basis of how the league was re-signified by the 

Brazilian fans in the formation of their consumer cultural identities. On the one hand, our 

findings reveal identities strongly related to the notion of place, either in a sense of nationalism 

or in valuing particular localities. On the other hand, they show how identities different of the 

hetero-masculine are presented. 

The national identity of Brazilian fans is exercised by exalting aspects of their homeland 

regarding the NFL. Either by means of a fellow countryman player, the marital relationship of 

the greatest star of the sport, or the wish of hosting NFL games, Brazilian fans proclaim how 

relevant the country is for the league enjoyment. This articulation projects an idealized image 

of the nation. Specifically, it reveals the relevant role of a consumer characteristic in his 

relationship with the brand consumed, making a typically American sport to be enjoyed based 

on a multiculturalist negotiation. The valuing of compatriots (codes 1 and 2) and the wish to 

have the country taking part in the league (code 3) show, respectively, a consumer national 

heritage and an ethnocentrism of consumption (Keillor & Hult, 1999). Both aspects are 

consistent with nationalism as defined by Hall (2014): a cultural identity capable of 

encompassing characteristics and desires shared by individuals or groups that establish the 

sense of belonging to a nation. 

While the first cultural identity identified refers to a collective sense of belonging to a 

nation, the second singles out the belonging to a certain locality. By extolling the places where 

they live or were born, the fans demonstrate the importance of the locales in a continental 

country. Valuing certain regions in the Brazilian NFL fandom is an emblematic behavior of 

demarcating the social and economic differences that usually reduce the country to its more 

developed poles. Thus, we identify a process of resistance that, despite being based on a foreign 

cultural product, evidences tension proper to the differences existing in the country itself. The 

three codes of this category reveal how peculiarities (i.e. cultural aspects, local exaltation or its 

time zone) of a locale affect the experience of consumption (Chernev, Hamilton & Gal, 2011; 

Luedicke, Thompson & Giesler, 2010). Such concept resonates that a cultural identity manifests 

the place where one lives or was born, as well as beliefs and values that resist the globalization 

(Hall, 2014). 

Finally, NFL consumption in Brazil provides ways of representativeness for two 

identities that are not usually associated to sports consumption: female and gay. However, while 

women seem to be engaging in the sport fanity through identity demarcation, the critical 

incident that attracted the gay audience may or may not have ramifications in their engagement 

to the sport. These positionings seem to be influenced by the male behavior regarding them. 

While women seem to have a good acceptance among the male audience, the same does not 

happen with the gays, who comes to be harassed, in a prejudiced behavior that seems to look 

for preserve the hetero-masculine identity strongly associated with sports. Both cases of women 

expressing social relevance and notoriety through consumption practices (Fung, 2002; 

Mansvelt, Breheny & Stephens, 2015) and gays seeking for inclusion in typically heterosexual 

consumer niches (Kates, 2002), even when being stigmatized (Mansvelt, Breheny & Stephens, 

2015) reveal identities in a process of social constructing. These dynamics reveals tensions and 

conformities, highlighting the social construction of gender and the appropriation of the product 
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as a symbolic element of this process. It is precisely on this issue that Hall (2017) defines how 

cultural identities are constituted by political, economic, and socio-cultural forces. 

The present research brings the reflection of how the interactivity in social media 

enables not only the expression, but also the formulation, legitimation and maintenance of 

cultural identities established in consumer practices. In doing so with reference to a media sport, 

points out how global entertainment plays an important role in the configuration of 

contemporary identities. On the other hand, the Interdisciplinar theoretical approach and the 

assumption of the NFL as a media product and its consumers as fans, broadens the scope of 

CCT research between cultures and market ideologies and the formation of identities (Arnould 

& Thompson, 2007). 

The choice made for the research design can be characterized both as a limit and a 

limitation, since only the part of the Brazilian NFL audience that engages through social media 

was observed. As a limitation, it excludes the portion of the audience that does not express their 

opinions on social media. As a limit, it is an incidental choice, aligned with the research 

problem, which focuses on the consumers engaged in participatory culture (Jenkins, 2008). 

Another limitation concerns the temporality of data collection, reduced to two NFL seasons, 

which is justified by the feasibility of the work. 

Finally, we leave as a suggestion for future research the investigation of Brazilian fans 

of other American sports, such as the Major League Baseball (MLB) and the National 

Basketball Association (NBA), engaged in social media. It could provide comparisons with our 

results. Moreover, based on the findings presented, researches could focus on the formation of 

cultural identities in the enjoyment of global media products, as well as on the formation of 

identities related to social minorities in pop culture consumption. 
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