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Abstract 

In the literature dealing with the determinants of TV audience in sports both the absolute and 

the relative playing strength of the opponents plays a prominent role. Regarding national team 

competitions, however, we conjecture that TV audience should also be driven by pure 

patriotism. Economic and socio-psychological theories offer plausible explanations for 

patriotic consumer behaviour. Analysing the Swiss TV audience of two FIFA World Cups 

and two UEFA European Football Championships, we find strong evidence that the TV 

ratings are highly affected by the number of foreign residents affiliated to the teams playing 

on the field. In addition, the absolute playing strength of the opponents is important whereas 

their competitive balance has no impact on TV demand.  

 

Key words: patriotism, TV audience, soccer, national team games  

JEL Classification: D 12, L 82, L 83 

 

                                                 

1  Corresponding author: Stephan Nüesch, University of Zürich, Institute for Strategy and Business Economics, 
Plattenstrasse 14, CH-8032 Zürich, email: stephan.nuesch@isu.uzh.ch, phone: +41 44 634 29 14, fax: +41 44 
634 43 48. 

Authors’ note: We are grateful to the seminar participants at the 11th Annual Conference of Sports Economics 
in Magglingen 2007 for helpful comments. Remaining errors are, of course, our own. 

mailto:stephan.nuesch@isu.uzh.ch

	The Role of Patriotism in Explaining TV Audience of National Team Games – Evidence from Four International Tournaments 

