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Abstract

The entertainment industry is experiencing rapid growth due to the mediatization and
globalization of modern society. Within this context, fandom and anti-fandom have emerged
as two contrasting phenomena. While fandom represents a collective community sharing
common interests and affinities towards a particular object, anti-fandom defines a community
characterized by its opposition and dislike for the same object. Despite the significance of
anti-fandom, there is a considerable gap in the academic literature, particularly concerning
Generation Z. Therefore, this study aims to fill this gap by investigating the intersection
between anti-fandom and public perception, focusing on the propagation of hatred among
Generation Z. The Attribution Theory and Agenda-Setting Theory will be employed to
explore the representative anti-fandom behaviors and the motivations behind these behaviors
identified by Generation Z. The study will adopt a quantitative methods approach, surveying
a minimum of 400 individuals born between 1997 and 2012 to collect primary data. Besides,
simple random sampling will be utilized through an Internet questionnaire survey. Through
this approach, the research findings are expected to reveal the impact of anti-fandom
behaviors on public perception considering the existence of anti-fandom communities and
their targeted objects of opposition. The results will provide valuable insights into the mutual
influence between anti-fandom, fandom, and the public within specific cultural contexts.
Ultimately, this study aims to contribute to the field of subculture media and communication
by offering a unique lens through which to examine anti-fandom phenomena.

Keywords: Anti-fandom, Public Perception, Generation Z, Hatred

1afor

The International Academic Forum
www.iafor.org



Introduction

According to Gray, et al. (2017), fandom refers to identity and collective community which
emphasizes the significance of identifying and composing the communities that share similar
interests or flavors to a particular subject during the increasing mediatization and
globalization of modern society.

A body of literature has focused on fandom, given its influential role in different disciplines,
and fandom is often discussed in cross-disciplinary research: McLaren and Jin (2020)
examine fandom with affective identity in the digital era, in which the relationship between
fans and celebrities in social media is discussed. Besides, Fiesler and Dym (2020) examine
fandom with the cross-geographic migration of online platforms, in which the long-standing
and technology-free fandom communities are discussed. Additionally, in marketing, Zaucha
and Agur (2022) investigate the commodification of fandom, in which fandom commerce in
the sports fields is discussed. Furthermore, in anthropology, Smutradontri and Gadavanij
(2020) explore fandom with identity construction, concluding that fandom has already
become an influential phenomenon in both society and culture. Finally, in communication,
Lynch (2020) associated fandom with hierarchy, power, and functions to indicate the
stratification of the fandom accelerates some fans to become digital transcultural gatekeepers.
Although numerous studies have been conducted on fandom in recent years, there is a lack of
research focusing on anti-fandom, which holds an exact opposite definition of fandom: it is a
community composed of individuals who share the same hatred or dislike of a particular
subject. Therefore, it is a mostly unexplored field, and most of the previous studies associated
anti-fandom with its similarity with fandom (Gray, 2005; O’Gara, 2022), political landscape
(Williams & Bennett, 2022), hatred toward celebrities on social media (Liew, 2019),
considering hate or dislike can be exactly as impactive as strong and admiring emotion, and
both can produce just as much activity, identity, intention and "impact", or unite and sustain a
community or subculture (Gray, 2005).

To fill the large and unexplored gap in the academic literature on anti-fandom studies that
there is merely no research that tries to explore the intersection between anti-fandom and the
public, especially toward the group of digital natives, this study aims to investigate the
intersection between anti-fandom and the public among Generation Z through the
propagation of hatred. By focusing on Generation Z with a Chinese cultural background, this
study aims to explore the fundamental motivation behind these representative anti-fandom
behaviors by applying the Attribution Theory and provide a deeper understanding of how the
propagation of hatred from anti-fandom can influence public perception by applying the
Agenda-Setting Theory. Additionally, the study aims to help individuals as well as the public
in a certain social network view their behavior and motivation more dialectically. Lastly, the
outcome of the study aims to provide basic information for the further study of the
anti-fandom community and the network environment around it.

Statement of the Problem

This research will employ an exploratory approach to examine the ultimate motivations
driving representative anti-fandom behaviors, with a primary focus on satisfaction,
self-presentation, competition, metamorphosis of passion, conformity, and interest-driven
dynamics. Additionally, the study will investigate the impact of anti-fandom behavior on
shaping the public perception of both the anti-fandom community and the opposed objects.
To achieve these goals, the research will leverage two theoretical frameworks, namely



Attribution Theory and Agenda-Setting Theory. Specifically, the study aims to address the
following research questions and objectives:

Research Questions

1. What are the representative anti-fandom behaviors performed by Generation Z?
2.  Why these representative anti-fandom behaviors can be generated among Generation Z?
3. How do these representative anti-fandom behaviors impact the public's perception?

Research Objectives

1. To explore the representative anti-fandom behaviors performed by Generation Z.
To determine the motivations behind these representative anti-fandom behaviors
identified by Generation Z.

3. To investigate how these representatives anti-fandom behaviors impact the public's
perception.

Theoretical Framework

This research delves into the intersection of anti-fandom and public perception by examining
the dissemination of hatred within Generation Z, addressing three key research objectives:
understanding typical anti-fandom behaviors among Generation Z, uncovering the
motivations driving these behaviors, and assessing their impact on public perception. To
establish a solid theoretical foundation, Attribution Theory and Agenda-Setting Theory will
serve as frameworks guiding the researchers' exploration.

Attribution Theory

Attribution theory aims to understand how people attribute emotions and intentions to others
to comprehend their behavior. Heider (1958) introduced two influential concepts:
dispositional attribution, considering internal causes, and situational attribution, considering
external causes. This provides a theoretical foundation for the design of questionnaire options
in the motivations section. The study found that when people perceive anti-fandom behavior
from a bystander's perspective, the public tends to attribute such behavior to internal rather
than external factors.

Later, Jones and Davis (1965) emphasized that individuals pay particular attention to
intentional behavior, as opposed to accidental or unconscious actions. This serves as a
theoretical basis for the design of questionnaire options in the behavior section. The research
revealed that when people view the motivations from a bystander's perspective, the public
tends to focus on consciously aggressive actions, such as personal attacks, fabrication of facts,
and conflicts with fans. Jones and Davis (1965) further noted that when there is a clear
alignment between motivation and behavior, individuals are inclined to make attributions.

Finally, Fiske and Taylor (1991) provided a formal definition, stating that attribution theory
delves into how social perceivers utilize information to arrive at causal explanations for
events.

Overall, in the context of this study, this can assist us in better understanding the underlying
reasons why anti-fandom behavior affects public perception.



Agenda-Setting Theory

The Agenda-Setting Theory, initially proposed by Lippmann (1922), posits that the mass
media plays a central role in connecting global events with the mental images formed in the
public's mind. Besides, Lippmann (1922) contends that the public's response is not directed
toward actual events in the environment but rather toward a pseudo-environment, with the
term "pseudo-environment" denoting "the pictures in our heads."

According to Lippmann’s Agenda-Setting Theory (1922), the anti-fandom community can be
regarded as a form of media. Consequently, the propagation of hatred generated by the
representative behavior within anti-fandom can be interpreted as a form of media coverage.
Furthermore, the public's perception does not directly correlate with real-world events but
rather reacts to the pseudo-environment constructed by the anti-fandom. This theory
establishes a solid theoretical foundation for comprehending how the dissemination of hatred
in Generation Z influences public perception.

Fundamentally, this research will concentrate on two vital aspects of this theory: firstly, the
press and the media do not merely reflect reality; instead, they selectively filter and shape it.
Secondly, the concentration of media on specific issues and subjects prompts the public to
perceive those issues as more significant than others (Dearing & Rogers, 1988). In the study,
this 1s evident as the anti-fandom community consistently filters and reshapes information for
the public, potentially deviating from an accurate depiction of the real situation. Additionally,
the attention and propaganda generated by anti-fans serve to highlight the significance and
impact of information related to the opposing objects in the eyes of the public.

Conceptional Framework

This study adopts the conceptual framework as shown in Figure 1. The framework aims to
assist researchers in interpreting the significant findings and understanding the intersection
between anti-fandom and public perception among Generation Z in the Chinese cultural
setting. The factors identified in this study include the representative behaviors and
motivations within anti-fandom, the public's perception of the anti-fandom community, and
its opposed objects. Through statistical analysis, the study aims to demonstrate how
representative behavior within anti-fandom influences the public perception of the
anti-fandom community and its opposed objects.
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Figure 1: Diagram of the conceptual framework of the study
Research Methods

The study aims to explore the intersection between anti-fandom and public perception,
specifically delving into how the behavior exhibited by the anti-fandom community shapes
public opinion. To deal with these research questions, a quantitative method is employed,
using numeric data and statistical analysis.

The collected data aims to identify the representative anti-fandom behaviors performed by
Generation Z, determine the motivations behind these representative anti-fandom behaviors,
and investigate how these representative anti-fandom behaviors impact the public's
perception. To ensure the accuracy of the research design, random sampling is used to target
Generation Z, encompassing individuals born between 1997 and 2012, for primary data
collection. Therefore, an online survey questionnaire is used to maintain the confidentiality
and anonymity of respondents.

Given the research questions' focus on 'what,' 'why,' and 'how,' questionnaires emerge as the
most suitable method for data collection and presentation. Ultimately, the data is gathered,
presented, and analyzed at an objective level to ensure the reliability of the results. Overall,
this research design significantly helps in providing evidence to answer the research problem
as accurately, clearly, and unequivocally as possible.



Research Sample

The focus of this study is the Generation Z demographic within the Chinese community. The
objective is to gather a minimum of 400 questionnaires from this population and
subsequently analyze the collected data. To achieve this, the researchers employ a
straightforward random online questionnaire survey that draws samples from the population.
The criteria for selecting questionnaire participants include familiarity with the concepts of
fandom and anti-fandom, with a specific focus on individuals born between 1997 and 2012.

Research Instrument

The researchers utilize a self-made questionnaire as the primary research instrument. This
online survey consists of a set of questions addressing anti-fandom behavior, motivational
factors, and public perception. The questionnaire is structured into four parts: the initial
section gathers basic information about the respondents, the second part delves into
representative anti-fandom behaviors and motivations, the third part explores public
perception of the objects of opposition, and the fourth part assesses the public perception of
the anti-fandom community itself. To capture participants' perspectives effectively, the
questionnaire incorporates single-choice, multiple-choice, and scale selection options. The
researchers aim to accumulate extensive data to achieve a thorough comprehension of the
intersection between anti-fandom and public perception.

Data Analysis

The purpose of this study is to uncover the intersection between anti-fandom and public
perception. The analysis of primary data is conducted to address the three main objectives of
the study. Descriptive analysis is employed to explore the representative anti-fandom
behaviors exhibited by Generation Z (Objective 1), identify the motivations driving these
behaviors among Generation Z (Objective 2), and examine the influence of these
representative anti-fandom behaviors on public perception (Objective 3).

Establishing Quality

Collecting and analyzing data for the research is essential to reach our goals. The researchers
are using a random survey with questions that don't guide the responses, ensuring fairness
and representing the whole population. The questions start with basic information and then
dive deeper, making sure the research is meaningful.

Ethical Consideration

The researchers seek to ensure ethical standards and maintain the confidentiality of
participants during the entire study. Respondents will be treated with respect, and their
personal details will remain private. Participants will be informed about the study's purpose,
and their data will be exclusively utilized for this research. The researchers commit not to
utilize the data for alternative purposes or disclose it to any external parties. To preserve
anonymity, respondents will be referred to by a code number rather than their actual names.



Innovation and Significance of Study

The uniqueness of this study lies in its distinctive perspective. Rather than concentrating on
fan communities extensively discussed in academic circles, this research centers on the
"anti-fandom" community, which, much like fandoms, wields significant influence and
investigates how these behaviors shape public perceptions of anti-fandom and their targeted
objects.

In today's rapid development of the internet and social media, the boundaries between
fandom, anti-fandom, and the broader public have become increasingly blurred. Many
Chinese internet users even take on multiple roles within these categories. This multifaceted
identity dynamic has attracted researchers' interest, and the findings from this study provide a
distinctive outlook on the anti-fandom phenomenon, enriching the field of subculture media
and communication.

Results and Discussion

Research Question 1
What are the most representative anti-fandom behaviors performed by Generation Z?

Table 1- The most representative anti-fandom behavior among Generation Z.

Categorical Variables Frequency Counts  Percentage
Personal attacks 158 64.49%
Fabricating facts 118 48.16%
Engaging in verbal battles/conflicts with fans 88 35.92%
Stereotyping 44 17.96%
Excessive attention 7 2.86%
Doxxing (seeking private information about a subject) 40 16.33%
Stalking 24 9.8%

Table 1 illustrates the distribution of respondents' perceptions regarding the most
characteristic anti-fandom behaviors exhibited by Generation Z. A majority of respondents,
constituting 64.49%, identify personal attacks as the foremost representative anti-fandom
behavior. Following closely, 48.16% of respondents consider fabricating facts to be the most
representative anti-fandom behavior, while 35.92% associate engaging in verbal
battles/conflicts with fans as such. Besides, stereotyping is deemed the most representative
anti-fandom behavior by 17.96% of respondents, while 2.86% attribute it to excessive
attention. Additionally, 16.33% of respondents identify doxxing as the most representative
anti-fandom behavior, and 9.8% associate stalking with this category.

In summary, the dominant consensus among respondents is that personal attacks are the most
representative anti-fandom behavior, while the smallest portion of the population views
excessive attention as such.

Research Question 2
Why these representative anti-fandom behaviors can be generated among Generation Z?



Table 2- The fundamental motivations behind representative anti-fandom behaviors.

Categorical Variables Frequency Counts Percentage
Simply disliking 52 21.22%
For fun 31 12.65%
Following the trends 96 39.18%
Hatred towards its fans 71 28.98%
Self-presentation 19 7.76%
Seeking a sense of presence 50 20.41%
Unpleasant real life 40 16.33%
For monetary gain 31 12.65%
Unfollowing & criticizing 24 9.8%
Fans of competitor 47 19.18%
Getting on well with others 4 1.63%
Envy of sb/sth 14 5.71%

Table 2 displays respondents' perspectives on the fundamental motivations driving
representative anti-fandom behaviors in Generation Z. The breakdown reveals that 21.22%
attribute these behaviors to a simple disliking, 12.65% to seeking enjoyment, 39.18% to
following trends, and 28.98% to hatred towards its fans. Additionally, 7.76% associate
self-presentation, 20.41% seek a sense of presence, and 16.33% relate these behaviors to an
individual’s unpleasant real-life situation. For 12.65%, monetary gain is the motivation, while
9.8% identify unfollowing and criticizing as the driving force. Fans of competitors are seen
as the motivation by 19.18%, while only 1.63% connect anti-fandom behaviors with getting
on well with others, and 5.71% attribute it to envy.

In summary, a majority perceive following trends as the fundamental motivation, with the
smallest faction associating these behaviors with getting on well with others.

Research Question 3
How do these representative anti-fandom behaviors impact the public's perception?

Table 3- The ultimate impact on the public's perception of opposed objects.
Item Mean Interpretation
The above behaviors of anti-fans will make you see a more 3.25 Neutral
authentic side of something/someone (the target of hatred).
The above behaviors of anti-fans will influence your original 3.33 Neutral
perspective on something/someone (the target of hatred).
The above behaviors of anti-fans will impact your level of 3.38 Neutral
participation in discussions about something/someone (the target
of hatred).
The above behaviors of anti-fans will encourage you to scrutinize 3.61 Agree
something/someone (the target of hatred) from multiple
perspectives.
The above behaviors of anti-fans have brought about an 4.03 Agree

increased discussion about something/someone (the target of
hatred).

Table 3 presents respondents' viewpoints on the overarching impact of anti-fandom behaviors
on the public's perception of opposed objects. Notably, the statement "The above behaviors of
anti-fans have brought about an increased discussion about something/someone (the target of



hatred)" stands out with the highest mean value of 4.03, indicative of an "Agree"
interpretation. Additionally, the statement "The above behaviors of anti-fans will encourage
you to scrutinize something/someone (the target of hatred) from multiple perspectives" holds
a mean value of 3.61, indicating an "Agree" interpretation. However, statements such as "The
above behaviors of anti-fans will make you see a more authentic side of something/someone
(the target of hatred)," "The above behaviors of anti-fans will influence your original
perspective on something/someone (the target of hatred)," and "The above behaviors of
anti-fans will impact your level of participation in discussions about something/someone (the
target of hatred)" all lean towards a "Neutral" interpretation.

Table 4- The ultimate impact on the public's perception of the anti-fandom community.

Item Mean Interpretation
The above behaviors of anti-fans make you feel that the 2.24 Disagree
positive significance of their existence outweighs the negative.

The above behaviors of anti-fans make you feel repelled by the 4.1 Agree
existence of anti-fans.

The above behaviors of anti-fans make you feel that the 2.08 Disagree
existence of anti-fans is justicial.

The above behaviors of anti-fans make you feel that the 3.39 Neutral
existence of anti-fans is meaningless.

The above behaviors of anti-fans make you feel that the 4.2 Agree

existence of anti-fans needs to be regulated by relevant
agreements or institutional rules.

Table 4 outlines the perspectives of respondents regarding the overall impact of anti-fandom
behaviors on the public's perception of the anti-fandom community. Notably, the statement
"The above behaviors of anti-fans make you feel that the existence of anti-fans needs to be
regulated by relevant agreements or institutional rules" stands out with the highest mean
value of 4.2, signifying an "Agree" interpretation. Similarly, the statement "The above
behaviors of anti-fans make you feel repelled by the existence of anti-fans" holds a mean
value of 4.1, also indicating an "Agree" interpretation. On the other hand, the statement "The
above behaviors of anti-fans make you feel that the existence of anti-fans is meaningless" has
a mean value of 3.39, reflecting a "Neutral" stance. However, the table reflects a "Disagree"
interpretation for the items "The above behaviors of anti-fans make you feel that the positive
significance of their existence outweighs the negative" and "The above behaviors of anti-fans
make you feel that the existence of anti-fans is justicial."

Main Findings

This research aims to fill this gap by investigating the intersection between anti-fandom and
public perception, focusing on the propagation of hatred among Generation Z.

Regarding the first research question concerning the most characteristic anti-fandom behavior
among Generation Z, the findings reveal that personal attacks are the most prominent.

For the second research question, exploring the underlying motivations behind these
behaviors, the results indicate that the primary motivation is following trends.

Lastly, in response to the third research question concerning the impact of representative
anti-fandom behaviors on public perception, it is found that these behaviors encourage the



public to examine the target of hatred from various perspectives and stimulate increased
discussions about the target. Regarding the public perception of anti-fandom itself, the
behaviors of anti-fans lead to a sense of repulsion and a belief that the existence of anti-fans
should be subject to regulation through relevant agreements or institutional rules.

Conclusion

In summary, drawing from the outcomes of data analysis, it is evident that personal attacks
stand out as the predominant anti-fandom behavior within Generation Z. The primary
motivation driving such anti-fandom behavior appears to be the inclination to follow trends.
Consequently, the dissemination of this animosity prompts the public to critically examine
the targeted individuals or entities from diverse perspectives. This, in turn, cultivates a sense
of aversion towards the anti-fandom community among the public, underlining the perceived
necessity for the establishment and enforcement of pertinent laws in this domain.

Limitations

1. Limited Sample Size: The sample size utilized in this experiment is relatively small,
potentially lacking the representativeness needed to encompass all Generation Z students
in China. It may predominantly reflect samples from the university where the researcher
1s based, mainly comprising university students.

2. Generalizability Challenges: The study's findings might not be completely applicable to
diverse cultures or populations due to variations in cultural values, media exposure, and
other demographic factors. Therefore, caution is advised when extrapolating the study's
results to different contexts.

3. Sample Bias: There is a potential bias in the sample as participants completing the
questionnaire are required to analyze issues from a public perspective. If the respondents
themselves are members of fan or anti-fandom groups, the questionnaire results may be
subject to inaccuracies.

4. Data Collection Methods: Limitations can arise from the methods used to collect data. In
the online questionnaire, there is a likelihood that the options presented in the research
survey may not completely address all representative behaviors of the anti-fandom, the
underlying motivations, and the influence of anti-fandom behavior on public perception.
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